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ABSTRACT 
 
The Hanshin (��) and Hankyu (��) Railway lines run parallel from Umeda, Osaka 

to Sannomiya, Kobe; Hankyu passing through the area closest to the mountains and 

Hanshin traversing the lowland closest to the coast.  Frequent riding of their separate 

trains by the researcher yielded two very distinct travelling experiences.  Upon enquiry, 

friends and colleagues readily acknowledged these characteristics- describing the 

Hankyu area as ‘fashionable’ (����) and ‘wealthy’ (�	
�); whereas the area 

surrounding the Hanshin line was portrayed as ‘noisy’ (���) and of a place of 

‘commoners’ (��).  Despite having these perceptions, however, they were uncertain 

as to their causes.  

 

The purpose of this thesis is to research the story behind distinctions in the urban space 

surrounding two railway lines.  Further, it aims to investigate the extent to which two 

private railway groups have, through their diversified businesses, contributed in some 

way to these perceived distinctions.  It is an examination that requires a study of place; 

particularly one that investigates the locational attributes of the region, like its physical 

geography, and processes exogenous and endogenous to the two corporations.  The 

former processes are ones that originated outside the corporations, notably economic 

and industrial growth and social change.  The latter are ones that originated within the 

corporations, particularly their management structures, oligopolistic competition, 

corporate brands, and consumption. 

 

The research draws on various facets of the geographical tradition:  it stems from 

transport geography to pursue the geography of the city, themes of place-making, and 

consumption.  Embodied in these are the important subjects of history, culture, 

corporate behaviour and the economy.  In particular, this thesis considers the popular 

view which states that transport is a ‘permissive factor rather than a direct stimulus’ 

(Hoyle and Knowles, 1998: 13).  By bringing transport geography in touch with other 

sub-disciplines, to consider the historical and cultural significance of transport from a 

contemporary perspective, this thesis concludes that transport can, as in the case of 

Japanese private urban railways, have a direct influence on place.    
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A NOTE ON LANGUAGE IN THIS THESIS 
 

The location of the case study required serious contemplation of the language in which I 

had to work as an English/Japanese speaking Australian.  As Watson (2003:61) has 

commented, “some foreign words should be retained in English texts…in order to try 

and incorporate some of the multiple meanings and nuances that are embedded in 

them,” (see also Smith, 1996) therefore, literature in both English and Japanese 

languages, has been included in this thesis.  The thesis is written predominantly in 

English; however, original Japanese words will appear in brackets following their 

English translations.   

 

Japanese references will be accompanied by a footnote containing the English 

translation.  For example: 

 

In-text citation: (>?�@ABCDEFGH, 20051) 

 

All Japanese names will be reflective of the Japanese custom of listing surnames first, 

followed by first names.  For example, Kobayashi Ichizo’s (2*6+) first name is in 

fact ‘Ichizo’ (‘6+’) although it is written following the surname in English.  This is a 

Japanese cultural custom and, out of respect for this, all Japanese names, even when 

written in English translation, have been written in accordance with Japanese custom.   

 

The bibliography provides a comprehensive citation of Japanese-based sources that are 

written in the Japanese language.  All references are cited first in Japanese, followed 

by the English translation.  This listing is in alphabetical order based on the English 

���������������������������������������������������
�� ��	�
������������������	���������
�
��	���
�
������������
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translation.  For example: �

 

>?�@ABCDEFGH. (2005) ������IJE, ����������K

LM. 

Research Office of the History of Japanese Management Foundation. (2005) 100 Year 

History of Hanshin Electric Railway, Hanshin Electric Railway Corporation, Tokyo. 

 

Methodological elements associated with language will be addressed briefly in Chapter 

3: Methodology.  This thesis has been written with an understanding and respect for 

the Japanese language.  The decision to display Japanese throughout the thesis not 

only enhances the work, but it is respectful of the fact that the majority of the research 

performed for the present thesis was in Japanese.  Further, the retention of words in 

Japanese also facilitates access to the research by academics of both languages.� �



 1 

Introduction 

 

The company executive1 looks at his watch as he boards the escalator leading to the 

platform of Hankyu’s Umeda2 station in Osaka.  With only two minutes to spare 

before the departure of the final train to Kobe for the day, he makes his way quickly and 

attempts to find what room he can to stand in the crowded coach.  Earlier in the day his 

wife had come to Umeda from their mountain neighbourhood to shop with friends in 

Hankyu Department Store which displayed the latest in Japanese and international 

fashion and foods.  Their lunch had consisted of modern Italian fare in the Hankyu 

Grand Building high above the city.  For the company executive, however, it was now 

too late at night to be captivated by the posters in the train that flashed the latest 

designer fashions as well as the recently opened theatre show at the Takarazuka Revue. 

(Figures 1.1-1.2)   

 

At the same time, on the adjoining Hanshin Umeda platform, a young Office Lady (OL) 

rushes to board the crowded last Hanshin train to Kobe for the night.  Its passengers 

differ from those on the Hankyu train.  The executives are of lower company status 

and, rather than returning from an evening of business leisure in the city, they are 

coming home from work.  Earlier in the day, the young OL’s grandmother had been 

one of a predominantly older group of women who travelled to Umeda for weekly 
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 2 

shopping.  After a simple but traditional Japanese meal in the basement cafeteria of the 

Hanshin Department Store, she had visited its food hall to purchase food for the evening 

meal at home.  As the train begins to move, the young OL is lulled into a 

semi-conscious sleep, not at all interested in the overhead posters advertising the latest 

sales at Ebista Department Store or the current exhibition at the music box museum. 

(Figures 1.3-1.4) 

 

Poster advertisements in a Hankyu train 

 

The experiences described above are based on observations that began over ten years 

ago with my own experiences of riding the Hankyu and Hanshin railway lines, as well 

as on-foot exploration of the Hanshin Region in Japan.  Frequent riding of separate 

trains on the Hankyu and Hanshin lines yielded two very distinct travelling experiences.   
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 3 

Poster advertisements in a Hanshin train 

 

Differences can be seen as inevitable (Porter and Sheppard, 1998); contrasts and 

juxtapositions (Massey, 1999; Harvey, 1989a; Foucault, 1980); increasingly 

multicultural or multiethnic (Sandercock, 2006; Haylett, 2006); and socially, economic 

and politically rooted divisions (Clarke, 1984).  As will be discussed in Chapters 2 and 

4, the history of Japanese cities illustrates that differences in wealth, income, social 

prestige, and ethnicity have long-existed (Howell, 2005; Fielding, 2004; Sorensen, 

2002; Kurosawa, 1986; Seidensticker, 1983). 

 

According to Sugimoto (2003: 5), however, some of the most obvious differences in 

Japanese society stem from non-racial-based ‘sub-cultures’ such as “region, gender, age, 

occupation, education, and so forth.”  In this context, Bourdieu’s (1979) term 

‘distinction’ seems fitting for this research, as it was used to distinguish cultural 
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sub-groups that were distributed vertically and horizontally in society.  The concept 

represents the distinguishing features of one group from another, demarcated in the 

everyday lifestyles of individuals (Honneth, 2000).     

 

As hinted by the vignettes and posters, the atmosphere of the train carriages, and the 

people within them, resulted in distinct impressions.  The residential areas surrounding 

the Hankyu line appeared more spacious and ornate than those of Hanshin.  Businesses 

in the Hankyu area of Umeda seemed to incorporate a taste for all things gourmet, 

international and designer.  Conversely, those of Hanshin looked as if they embodied 

traditional Japanese goods and themes of comfortableness over those of extravagance.  

This is not to suggest that one railway company is better than the other, or that the 

settlement surrounding their lines is homogenously socio-economic in composition; 

rather, that the characteristics between and adjacent to the lines are not entirely alike 

despite their proximity3.        

 

Upon enquiry, friends and colleagues readily acknowledged these characteristics- 

describing the Hankyu area, as ‘fashionable’ (����) and ‘wealthy’ (����); 

whereas the area surrounding the Hanshin line was portrayed as ‘noisy’ (	
��) and 

of a place of ‘commoners’ (�)4.  Despite having these perceptions, however, they 

were uncertain as to their causes.  This only furthered the mystery as to why certain 

characteristics in the areas surrounding two private railway lines in the Hanshin Region 

should be so distinct. 
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 5 

 
Figure 1.5: Map of the Hanshin Region. The Hankyu and Hanshin railway lines can be found to the 
right and left of their company logos, respectively. Source: Umeda, Atsushi. (1991) Japan: A 
Bilingual Atlas, Kodansha International, Tokyo, New York, London (no scale provided with map); 
Hankyu Company Logo: ��������. (2004) 	
���: www.hankyu.co.jp5; Hanshin 
Company Logo: ����������. (2004) 	
���: www.hanshin.co.jp6 

 

The Hanshin Region (���) is the heavily industrialised area located between Osaka 

and Kobe (See Figure 1.5).  The word “Hanshin” (��) draws its name from the kanji 

(Chinese characters) of the placenames for Osaka (��) and Kobe (��).  The 40 

kilometres between Osaka and Kobe are interconnected by a series of railway lines run 

by private railway groups, most notably the Hanshin and Hankyu Railway lines running 

parallel, from Umeda Station, Osaka to Sannomiya Station, Kobe.  The Hankyu (��

7) line passes through the area closest to the mountains and the Hanshin (��8) line 

traverses the lowland closest to the coast. 
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The region incorporates two prefectures:  that of Osaka (���) and Hyogo (���), 

in which the major cities of Osaka and Kobe respectively lie.  In 2001 the Ministry of 

Public Management, Home Affairs, Posts and Telecommunications ranked Osaka the 

third most populated city in Japan with 2.5 million people while Kobe was the sixth 

with approximately 1.5 million.  Combined, both prefectures have a population of 

almost 11 million which makes for high population density.  Osaka Prefecture’s 

population density in 2001 was 4,558.2/km2, while Hyogo’s was 659.8/km2 (���, 

20019). 

 

The existence of the two train lines in such close proximity is easily justified by the 

dense population and the continued reliance by commuters on railways for transport 

between home and work (Saito, 1997).  Both companies commenced railway 

operations at approximately the same time:  Hanshin in 1905 (����� !"#

$%&, 200510) and Hankyu in 1907 ('���()*+,-., /0 34111).  It 

was also at this time that Japan was rapidly transforming from an agrarian society to a 

capitalist industrial economy (Gordon, 2003; Lehmann, 1982).  These events had 

social implications and their outcomes included an industrial workforce, varying income 

levels, urban illness and pollution, and the growth of suburbs (Walthall, 2006; 23, 

200412; Fukutake, 1989).  Nestled between the sea and mountains, and recognised as 

one of the oldest industrial areas of Japan, the Hanshin Region underwent this evolution 

from the late 1890s onward (Fujimori, 1980).   
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 7 

 

The historical processes of economic and industrial growth, and social change, when 

combined with the locational attributes of the Hanshin Region, constitute an interesting 

backdrop for this research.  They are perhaps a starting point from which the 

distinctions described in the opening vignettes might be unravelled.  The narrative 

raises questions regarding the influence of these historical processes and the setting in 

which they took place.  Further, they evoke questions of the way in which these 

distinctions might have been influenced by the activities of two private railway groups.  

 

The paths of the four passengers through urban space might appear separate and 

unrelated; a series of disconnected schedules over which there is no pattern.  A closer 

look at the posters inside both trains, however, hints at something more interrelated.  

They advertise businesses owned and managed by the Hankyu and Hanshin 

corporations (Figure 1.6-1.7; 1.8-1.9), suggesting that the business activities of the two 

interact with passengers on a level beyond transport provision13.  Indeed, both 

companies have been active in transport, urban development and various commercial 

ventures for over 100 years (Ogawa, 1998; Saito, 1997).   
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The presence of Hankyu logos on poster advertisements 

 

As demonstrated in the vignettes, the four passengers are consuming the images, goods 

and services14 purveyed through private railway businesses and their advertisements.  

At night both the company executive and the OL encountered posters in the trains.  

The advertisements represent both Hankyu and Hanshin-owned businesses; the content 

of which is controlled by both companies (Hankyu Corporate Interview, October 19, 

2005; Hanshin Corporate Interview, March 6, 2006).  They commuted to and from 

Osaka using Hankyu or Hanshin trains.  The executive’s wife and her friends shopped 

in the Hankyu Department Store, and ate in the Hankyu Grand Building.  The OL’s 

grandmother ate in the Hanshin Department Store cafeteria and purchased food from its 

food hall. 
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 9 

 

The presence of Hanshin logos on poster advertisements 

 

The distinct experiences in place, and their acknowledgement by friends and colleagues 

intrigued me.  What were the connections, if any, between the perceived distinctions, 

the urban history of the Hanshin Region, and Hankyu and Hanshin Groups?  The 

purpose of this thesis is to research the story behind distinctions in the urban space 

surrounding two railway lines15.  Further, it aims to investigate the extent to which two 
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private railway groups have, through their diversified businesses, contributed in some 

way to these perceived distinctions. 

 

As Sorensen (2002) has commented, the evolution of suburban railways in Japan 

included the development of housing and this diversification was more profitable than 

the transport business.  The work of Dyos (1957) also addressed the impact of railways 

outside of service provision; however, he spoke not of railways as community builders, 

as this thesis seeks to investigate.  The core of this research lies in its ability to ‘make 

sense’ of the urban development of the Hanshin Region and within that, the influence of 

two private railway companies.  In particular, an investigation of setting and processes 

exogenous to the corporations, and the way in which processes endogenous to the 

corporations may have been developed in response to these, facilitates the unfolding of 

a dialogue -- one which might explain how distinctions in place character were shaped, 

and how they are presently perceived and represented (Shurmer-Smith, 2003).  This 

investigation will involve the use of16: 

 

1) Interview-based data from Japanese geographers and independent businesses, 

archival and census maps, archival publications, land value data, and secondary 

sources illustrating various urban processes and the setting in which they took place  

2) Archival maps, newspaper articles, publications, running records17, autobiographies, 

and secondary sources associated with Hankyu and Hanshin Groups  

3) Corporate interview data that explores the goods, images and services of the two 

private railway companies, and the business strategies behind their evolution 
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4) Survey and interview-based data illustrating the perceptions of the area surrounding 

the two railway lines by the residents/passengers, corporate elite, independent 

businesses, and Japanese geographers 

5) Archival photographs and images of private railway posters, railway cards, and 

advertisements, as well as present day photographs of private railway properties 

and symbols 

 

It is in this context that the present thesis seeks to unravel the influences behind these 

distinctions.  This involves investigating the urbanisation of the Hanshin Region, the 

influence of Hankyu and Hanshin Groups in that development, and the way in which the 

two corporations might have developed business strategies based on local setting and 

urban processes.  Such an examination requires a geographical study of place, one that 

illuminates how distinct qualities (and the images associated with those) have evolved 

and persisted in a particular place.  This is well illustrated in Relph’s (1976) definition 

of place: 

 

“Places are not experienced as independent, clearly defined entities that can be 

described simply in terms of their location or appearance.  Rather, they are [a 

combination of] setting, landscape, ritual, routine, people, personal experiences.”   

       (Relph, 1976: 29) 

 

The processes addressed in this thesis are not only embedded in ‘place’, but the context 

of that ‘place’ can also affect the way in which such processes unfold.  This is true of 

railways, which Divall and Schmucki (2003) have argued are both a part of place and 

can be influenced by place.  The locational attributes of the Hanshin Region have 
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therefore constituted a ‘setting’, and it was in this context that processes took place.  

Over time, a ‘landscape’ has evolved as a result of urbanisation and as this thesis argues, 

the private railway groups had some influence in that.  ‘Rituals’ might be found in 

corporate brands, the diversified management structure of the private railway groups, 

and the long-standing competition between the two corporations.  As suggested by the 

vignettes, the act of consuming the images, goods and services purveyed by two private 

railway groups could be a part of a lifestyle- a ‘routine’ that is perhaps a part of people’s 

daily lives.  Finally, in this context, the ‘people’ of this region are the consumers and 

decision-makers, and their ‘personal experiences’ are integral to understanding 

distinctions found in the areas surrounding the Hankyu and Hanshin rail lines.   

 

Hayward (2004:1) has suggested that, “every city has its own character, its own feel, 

and its own ambience.”  Similarly, Rapoport (1984: 54) has written that cities have 

‘sensory and experiential qualities’:  [They] “look, smell, sound and feel different; they 

have different character or ambience.”18  It is therefore relevant to consider the way in 

which “places are both concrete and symbolic; literally and metaphorically made up: of 

buildings, field systems, roads and railways as well as myths and legends, statues and 

ceremonies that link people to a place” (McDowell, 1997: 2).  This perspective is a 

particularly salient one for the present research, which seeks to investigate distinctions 

in place, in which railways concretely and symbolically exist.   

 

Modern transport geography does suggest that transport is a “permissive factor rather 

than a direct stimulus to economic development or spatial change” (Hoyle and Knowles, 
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1998: 13).  Further, transport studies have generally focused on aspects such as 

passenger mobility, transport accessibility, urban transport planning and sustainability, 

traffic problems, impact of transport on the environment and transport economics 

(Dittmar and Ohland, 2004; Bernick and Cervero, 1997; Hart, 1994; Schwanen and 

Mokhtarian, 2004; Lave, 1985; Daniels and Warnes, 1980).  Within transport literature, 

a variety of scholarly sources have demonstrated a direct relationship between the 

establishment of railway lines and physical settlement patterns (Muller, 1995; Hartshorn, 

1973; Harris and Ullman, 1945; Hoyt, 1939).  However, the influence of transportation 

within place, as defined by Relph (1976), has received less attention. 

 

The work of Cervero (1998) provides a noteworthy example of an examination of the 

relationship between transport and urban development within an international context, 

including a case study in Tokyo; its focus however, is on economically viable and 

transit-oriented development.  Certainly, of the various modes of transport, it has been 

generally acknowledged that settlement and economic activity have been spurred, 

enabled and disrupted to some degree by the construction, expansion and closure of 

railway lines and stations in many locations.  Commonly cited examples of this are 

drawn from Australia, Canada, Europe and the United States (McAlpine and Smyth, 

2003; Logan and Molotch, 2002; Berton, 1971; Dyos, 1957). 

 

Divall and Schmucki (2003) have argued, however, that there is need for more transport 

studies centred on socio-historical inquiry.  Further, they (2003: 19) have called for 

more comparative studies in order to “understand the historical relationship between 

urban transport and [urban] development.”  In response, writings have started to 

address transport as a technology and the way in which that might be connected to 
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culture (Schatzberg, 2003; Schrag, 2000; see also Technology and culture).  Without 

emphasis on historical and cultural contexts, and the investigation of private railway 

groups as they exist in Japan, however, the degree to which railway companies have had 

historical influence in urban development in specific and uniquely Japanese locations is 

yet to be explored in depth. 

 

This problem is further compounded by a tendency to address railways in general as 

lone entities of service provision and, as a result, to describe strictly their physical and 

spatial impact on the city or the social effects on commuters.  According to Dival and 

Schmucki (2003: 7), “urban transport is more and more treated as a technological 

system of traffic and mobility, and its evolution is commonly analysed in terms of the 

interactions of social actors.”  But as one Japanese scholar notes, private railway 

companies in Japan cannot “be viewed as mere railway or transportation 

businesses…Today, they are more like urban developers or local service businesses, 

supporting the lives of people living along the railway line” (Saito, 1997:3). 

 

The core problem of this thesis is to understand the processes that have been working 

over a long period of time to influence distinctions in the areas surrounding two railway 

lines of the Hanshin Region.  It is an examination that requires a study of place; 

particularly one that investigates the locational attributes of the region, like its physical 

geography, and processes exogenous and endogenous to the two corporations.  The 

former processes are ones that originated outside the corporations, notably economic 

and industrial growth and social change.  The latter are ones that originated within the 

corporations, particularly their management structures, oligopolistic competition, the 

development of corporate brands, and the consumption of their goods, images, and 
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services.  Whether and to what extent, the latter were a response to those external 

features of place is an important consideration in this study.  

 

These processes are likely to be very complex and interrelated given the economic, 

industrial and social history of Japan (Walthall, 2006; Gordon, 2003; Fukutake, 1989; 

Lehmann, 1982), the business diversification of private railway groups such as Hankyu 

and Hanshin (Aoki et al, 2000; Ogawa, 1998; Saito, 1997), and the way Japanese 

society and business adhere to corporate brands (Ikeo, 1997; Tanaka and Iwamura, 

1996).  The research therefore draws on various facets of the geographical tradition:  

it stems from transport geography to pursue the geography of the city, themes of 

place-making, and consumption.  Embodied in these are the important subjects of 

history, culture, corporate behaviour and the economy19.  The intention of this 

approach is to bring transport geography in touch with other sub-disciplines; to consider 

the historical and cultural significance of transport from a contemporary perspective.    

  

In particular, this thesis considers the popular view which states that transport is a 

‘permissive factor rather than a direct stimulus’ (Hoyle and Knowles, 1998: 13).  Is it 

possible for transport to have a direct influence on distinctions in place when it is 

functioning as it does in the case of private urban railways in Japan?  This thesis 

proposes that transport may, as in the case of Japanese private urban railways, have a 

direct influence on place as defined by Relph (1976).  This generates a number of 

research questions.  

 

Question 1 
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What are the main historical processes and locational attributes that have 

influenced distinctions in urban space along the Hankyu and Hanshin railway lines 

over time? 

 

Question 2 

What influence do private railway groups have in terms of the unfolding of 

distinctions in place? 

 

Question 3 

Does the promotion of Hankyu and Hanshin’s goods, images, and services mirror 

their consumption by passengers/residents? 

 

This chapter began by describing the experiences of four passengers in two 

transport-mediated corridors that have been created and are, in part, managed by two 

private railway groups (Hankyu and Hanshin).  As certain characteristics surrounding 

the railway lines are distinct, so the experiences of the four passengers, though all 

commuters, are distinctively different.  This raises questions as to how and why such 

characteristics developed so distinctly around the two railway lines in the Hanshin 

Region and what it is they symbolise.   

 

This chapter has provided the framework for the research.  The next chapter, Chapter 2, 

provides a literature review in which literary themes are linked in order to provide the 

theoretical framework of the thesis.  Reflecting an inter-disciplinary approach, the 

literature review discusses the diverse elements of the geography of the city; key themes 

in transport geography-particularly the role of transport in urban development; and 
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place-making and consumption, in order to suggest limitations in accounting for certain 

distinct characteristics in place.  Research undertaken for this thesis has centred on 

personal interviews conducted in Japanese, at senior levels of both Hankyu and Hanshin 

Groups, thereby overcoming gaps in the existing literature.  

 

As will be explained in Chapter 3, the study of place required in this thesis warrants a 

methodology that recognises contemporary and historical contexts, cultural and 

linguistic setting, and the informal and formal nature of its participants.  In this 

dynamic context, the methods used in this thesis include:  corporate interviews, 

semi-structured interviews and surveys, analysis of existing data, historiography, 

research observation, and photo documentation.  Methods of latent content and 

manifest content analysis provide tools with which this data can be closely examined.  

This ‘mixed methods’ approach was adopted in order not to be rigid or restrictive but 

rather to assist in “making sense of the material” (Crang, 1997: 188).   

 

Chapter 4 provides an account of the locational attributes, economic, industrial, and 

social history of Japan; particularly as it relates to the Hanshin Region.  This historical 

account is not only the starting point from which the distinctions described in the 

opening vignettes might be unravelled, but it also provides the context in which the two 

private railway groups evolved.  The chapter focuses on the Meiji (1868-1912), Taisho 

(1912-1926) and early Showa (1926-1989) Periods in which the modernisation of Japan 

occurred, and subsequently, the Hanshin Region was urbanised.  The information 

found in this chapter is aimed at addressing the first research question.    
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In Chapter 5, a narrative unfolds on the history of Hankyu and Hanshin Groups; key 

individuals, events, and actions that fostered the unique image of each company, 

including competition between the two.  Understanding the history of both companies 

and in particular, their internal processes, is necessary in order to investigate the extent 

to which two private railway groups have, through their diversified businesses, 

contributed in some way to distinctions in the areas surrounding their two railway lines.  

This chapter therefore introduces the possibility that both companies have created 

distinct corporate brands over the course of their histories.  

 

Using an historical geography of place, Chapter 6 examines the role of Hankyu and 

Hanshin Groups in place-making.  In so doing, it aims to demonstrate the presence of 

two distinct corporate brands in the areas surrounding their two railway lines, and how 

this is might be indicative of ‘brandscapes’.  Building on the narratives of Chapters 5 

and 6, primary data is then presented and analysed in order to investigate the motivation 

behind these brands.  This information starts to address the second research question 

related to the capacities of two private railway groups to influence place. 

 

Chapter 7 presents additional primary data which addresses the remaining research 

question and in doing so, makes clear whether or not Hankyu and Hanshin have 

influenced distinctions in place.  It focuses on current experiences of place- 

particularly people’s consumption (both purchased and perceived) of place and the 

corporate brands of Hankyu and Hanshin.  An important aspect of this is to determine 

whether visual data confirms or denies the persistence of these corporate brands in the 

present day urban space.    
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Finally, Chapter 8 brings the content of Chapters 1-7 together in a conclusion that 

makes sense of the findings related to the research questions; it also presents an 

opportunity to highlight the theoretical contributions of this thesis to transport 

geography and related disciplines. 
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Chapter 2 

Literature Review 

 

This thesis seeks to understand what processes have been working over a long period of 

time, particularly those involving Hankyu and Hanshin Groups, and to which they 

might have responded, to influence distinctions in the areas surrounding two railway 

lines of the Hanshin Region.  As mentioned in Chapter 1, such an examination requires 

a study of place; particularly one that investigates the influence of locational attributes 

and urban processes such as economic and industrial growth, and social change.  

Further, it investigates processes within Hankyu and Hanshin Groups and whether or 

not these may have been shaped in response to the above-mentioned features of place. 

 

The processes investigated in this thesis are complex and interrelated given the 

economic, industrial and social history of Japan (Walthall, 2006; Gordon, 2003; 

Fukutake, 1989; Lehmann, 1982), the business diversification of private railway groups 

such as Hankyu and Hanshin (Aoki et al, 2000; Ogawa, 1998; Saito, 1997), and the way 

Japanese society and business adhere to corporate brands (Ikeo, 1997; Tanaka and 

Iwamura, 1996) (Figure 2.1).  Nevertheless, three themes are evident and each 

concerns an aspect of the urban experience through which the contemporary city must 

be viewed: 1) the geography of the city; 2) transport geography - particularly the 

influence of railways in urban development and; 3) place-making and consumption.  

Embodied in these are the important subjects of history, culture, corporate behaviour 

and the economy.  This review has therefore been organised around the themes in such 
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a way that it provides a backdrop for the theoretical considerations prompted by the 

research questions.   

 

Drawing from these fields, a conceptual ‘map’ (Figure 2.1) for this thesis can be 

proposed.  By examining two neighbouring places that have distinctive characteristics, 

this thesis will seek to determine whether those characteristics have, in some way, been 

influenced by the diverse business activities of the two private railway groups.  To do 

this requires an historical investigation of setting and processes that are both exogenous 

and endogenous to Hankyu and Hanshin Groups.  The urbanisation of the Hanshin 

Region involved rapid industrial and economic growth, from which social change 

resulted.  The way in which some of these changes were manifested in the Japanese 

city, may have been both similar and unique to experiences elsewhere.  Further, the 

locational attributes of the Hanshin Region include features such as mountainous 

topography.  It is therefore possible that these conditions stimulated distinctions in 

place.   

 

At the same time as these processes were unfolding, not only might two distinct 

corporate brands or images have been produced by management structures and 

competition between Hankyu and Hanshin: it is likely that the passengers/residents of 

the Hanshin Region consumed the goods, images, and services (both purchased and 

perceived) from the two groups for more than 100 years.  These events would not have 

been isolated from the conditions described above therefore arrows in the diagram 

indicate that some sort of inter-play is likely to have taken place.  Such a complex 

interaction would ultimately have been behind Hankyu and Hanshin Groups’ ability to 
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influence the urban development of the Hanshin Region.   

 

Figure 2.1 

A framework for analysis 

 

Source:  the author, 2008. 

 

Writings on the city have evolved considerably since the models of the Chicago School 

which suggested patterns of urban development were a result of ecological processes 

(Park et al, 1925).  Despite this, those models are worthy of discussion, as Japanese 

geographers continue to apply the Burgess Concentric Ring Model to the outward 

growth of old Japanese castle cities (Mizuuchi, 2006, 2003; Masai, 1998).  Beyond the 

Chicago School, considerations of human agency (Lefebvre, 1968), structures (Castells, 
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1977), and capitalism (Smith, 1984) have influenced urban discourse.  More recently, 

geography’s ‘cultural turn’ (Philo, 1991) has initiated analyses of power and difference, 

challenges to modern discourse, and an interest in post-structuralist methodologies 

(Hubbard et. al, 2002; Soja, 2001; Rennie Short, 1998; Jackson, 1989).  Historical 

approaches to the geography of the city have played an important role in all of these. 

 

The work of Derrida (1991) and Deleuze (1994) and other post-structuralists opens the 

door to study spaces of difference (Hubbard et al, 2002) but leads to the need to 

examine contemporary literature on ‘difference’ and ‘distinction’.  Contemporary 

scholars, for example, suggest that urbanism is in large part the product of global forces 

influencing the local (Kaplan et al., 2004; Massey, 1999; Massey, 1996; Dear and Flusty, 

1998; Smith, 1993).  This has resulted in discourses on the idea of the ‘global 

grounded in the local’ (Amin, 2002; Massey, 1997; Massey, 1996, et al.) and 

perspectives focussed on Western experiences of social and cultural conflict (Haylett, 

2006; Sandercock, 2006; Sandercock, 2003)..   

 

Japanese society, however, has been viewed as homogenous and static, as well as 

complex and highly differentiated (Howell, 2005; Fielding, 2004; Sorensen, 2002; 

Ishida, 1993; Kurosawa, 1986; Seidensticker, 1983; Yazaki, 1963).  Nevertheless, 

though Japanese cities, including those of the Hanshin Region, may not have the same 

degree and nature of spatial differentiation as found in Western examples, they 

nevertheless have been marked by some level of diversity and social tension (Gordon, 

2003).  Class divisions20 date back to the Tokugawa period (1600-1868) and these 
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were manifested in segregated residential districts (Sorensen, 2002; Yazaki, 1968).   

 

From the Meiji Period (1868-1912) onward certain areas of the Hanshin Region also 

experienced social segregation in residential districts.  These rifts which existed, and 

continue to exist, have been fuelled by ethnic differences (Kaplan et al. 2004; Wiltshire, 

2004; Kim, 2003; Hane, 1982; De Vos and Lee, 1981).  Further, Japan’s industrial and 

economic growth in the 1910s and 1920s stimulated social division between factory 

labourers and those of the new middle-class (Walthall, 2006; Gordon, 2003).  This 

history provides a starting point for examining distinctions in Japanese urban spaces.          

 

While much attention has been given to the influence of railways on the physical 

structure of cities (Muller, 1995; Hartshorn, 1973; Harris and Ullman, 1945; Hoyt, 

1939), it is difficult, without a more inter-disciplinary approach, to determine the degree 

to which transportation has influenced place, as defined by Relph (1976).  As Divall 

and Schmucki (2003) have argued, there is need for more transport studies centred on 

socio-historical inquiry, particularly those that are based on comparisons.  In response 

to this, the study of place in the present research provides the opportunity to bring the 

theme of transport geography in touch with other sub-disciplines and to consider the 

historical and cultural significance of transport from a contemporary perspective.   

 

Writings on place-making describe both place-making for profit (Hubbard and Hall, 

1998; Smyth, 1994) and that which is aimed at community-based development (Bohl, 

2002; Schneekloth and Gibley, 1995).  Further, the city is not only produced:  it is 

also consumed.  The topic of consumption raises interesting concepts for 
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consideration; particularly the way in which consumer habits are reflected in place, and 

how this is symbolic of ‘brand’ communities (O’Guinn and Muniz Jr., 2005; Fournier, 

1998).  While literature on Japanese consumerism speaks of the deep-rooted role of 

consumption in Japanese urbanism (Clammer, 1997; Nakamura, 1993), this thesis 

examines how the goods, images and services of two respective private railway groups 

have been created, promoted, and consumed, and how this may have influenced, or 

reinforced distinctions in place character. 

 

In general, literature on Hankyu and Hanshin published by the companies, as well as 

fan-based publications21, sheds light on the histories of the companies and the way in 

which they have carried out business to date.  However, it does not reveal the 

inner-workings of the companies and the role played by the management structure of 

the diversified businesses.  Further, the degree to which internal processes of Hankyu 

and Hanshin Groups may have been shaped, in response to locational attributes and 

historical urban processes, is yet unclear.  The way in which corporate brands might be 

reflective of these processes, for example, and how these might be tied to certain 

distinct characteristics of the Hanshin Region remain elusive.   

 

2.1 Geography of the City 

 

Understanding the city, and the processes through which it was created, has long been a 

topic of debate (Hall, 2001; Carter, 1995; Fyfe and Kenny, 2005).  While the discipline 

of urban geography “considers all these processes in relation to one phenomenon, the 

city” (Carter, 1995: 1), the study of the city has not been restricted to one discipline.  
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Accordingly, this section of the literature review will consider models and discourses 

from urban geography and other disciplines such as sociology, cultural geography, and 

economic geography that have sought to theorise the city and the way in which its 

features have evolved.  As Japanese geographers continue to apply the Burgess 

Concentric Ring model to the outward growth of old Japanese castle cities, it is with the 

Chicago School that this literature review begins. 

 

2.1.1 Chicago School of Sociology 

 

The work of the Chicago School sociologists (The City, Park et al, 1925), and later that 

of Burgess and Bogue (Urban Sociology, 1964) was based on the city of Chicago and 

suggested that urban growth occurred in the shape of concentric zones (Figure 2.2) 

(LeGates and Stout, 1996; Kilmartin and Thorns, 1978).  Produced within human 

ecology, these consisted of industry and slums within the inner city and progressively 

wealthier residents towards the periphery (Burgess and Bogue, 1964; Kilmartin and 

Thorns, 1978; Gottdiener, 1985; LeGates and Stout, 1996).  As previously mentioned, 

the continued application of Burgess’s Concentric Ring Model by Japanese geographers 

is particular to former castle cities (Masai, 1998; Mizuuchi, 2003).  One example of 

this is Osaka, for which Mizuuchi (2006) has suggested that the historical area 

surrounding Osaka Castle is the inner-most ring.  This area, encircled by a succession 

of concentric rings housing commercial and industrial areas, has an outer-ring that 

reaches the suburbs of Osaka. 
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Figure 2.2 

 

Source:  Park, Robert E., Burgess, Ernest W., and McKenzie, Roderick D. (1925) The City, The 
University of Chicago Press, Chicago. 

 

The area surrounding the Hankyu and Hanshin railway lines, however, is not 

representative of castle cities that were created in the period from 1603 to 1867.  

Instead, it is characterised by suburban growth that occurred when “many private 

electric railways were constructed [in the Meiji Period from 1868 to 1912 and onward] 

to link the suburbs with cities” (Akatsuka and Yoshida, 1999: 74).  It is therefore 

relevant to consider whether the social context of Burgess’s model would be applicable 

to the case study of this research. 
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Burgess’s work has recently been cited as “an agency-based interpretation of urban 

processes with individuals’ choices rather than structural constraints” (Dear, 2002: 500).  

His tendency to focus on the social context certainly does provide an opportunity to 

discuss the agency of individuals.  Others, however, would question the feasibility of 

this without involvement of structural bodies, or consideration of other processes, such 

as those of private railway groups (Smith, 1984; Castells, 1977).   

 

Of his work, however, Burgess has noted:  

 

“It hardly needs to be added that neither Chicago nor any other city fits perfectly into 

this ideal scheme.  Complications are introduced by the lake front, the Chicago River, 

railroad lines, historical factors in the location of industry, the relative degree of the 

resistance of communities to invasion etc.”  

       (Burgess, 1925: 51)   

 

In other words, while post-modern dialogues suggest the irrelevance of models like 

those of Burgess’s because they are specific to one location, Burgess himself was quite 

aware of the need to be cognisant of individual surroundings, a view appropriate to the 

present thesis.  For the purpose of this thesis, this might best take place through an 

investigation of unique differences, not complications as Burgess envisaged, but rather 

as local processes of the Hanshin Region.   

 

Burgess (1925: 55) remarked that “in the expansion of the city a process of distribution 

takes place which sifts and sorts and relocates individuals and groups by residence and 
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occupation.”  In the Hanshin Region, it is likely that some form of distribution has 

taken place to produce the distinct characteristics discussed in Chapter 122.  But in this 

case, the “purgatory of lost souls” and “cultural groupings”, cited in Burgess’ work as 

key determinants of the distribution, might not be quite as pertinent to a region, where 

general homogeneity of society - a result of years of strict immigration policy - has 

played a role (�������	
��������� 199323).  Burgess’s 

reliance on social determinants also cannot explain how or why certain distinct features 

in the Hanshin Region of Japan are demarcated by two private railway lines-nor to what 

extent the private railway groups may have been involved in reinforcing the social 

‘sifting’.  A closer investigation of the social processes of the Hanshin Region, in 

relation to the activities of two private railway groups, is therefore warranted in this 

research. 

 

Although the history of the Chicago School continues to generate misunderstandings 

about its collaborative and intellectual coherence (Harvey, 1985), there is no doubt that 

“the legacy of Chicago sociology continues to attract interest from contemporary urban 

analysts, a significant proportion of who[m] are writing in languages other than 

English” (Abbott, 1999: 22).  Particularly this is true of Japan, where Mizuoka et al 

(2005: 453) have argued that “Japanese social scientists outside of geography started to 

adopt the conceptions of critical geography developed abroad, bypassing the Japanese 

geographers’ circle… [Japanese geographers have] lost the intellectual power to come 
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to terms with the growing critical trend among international geographers.”   

 

In the case of the present research, it is therefore necessary to explore theoretical 

arguments beyond the Chicago School that may better express the present condition of 

the Hanshin Region. 

 

2.1.2 Beyond the Chicago School 

 

This Section engages in a review of literature of the city external to Japan’s experience.  

It is here that contemporary discourse on ‘difference’ and ‘distinction’ within the city 

can be framed.   

 

From the ecological approaches of the Chicago School sprang additional models that 

showed a city’s expansion being influenced by transport24.  These were based on 

‘positivist’ thinking that relied on scientific methods of investigation  but there was 

concern that positivist-based models considered only spatial form and did not take into 

account unseen causal processes such as ‘human’ considerations (Hubbard et al., 2002; 

Pacione, 2001).  As those models (Hoyt, 1939; Harris and Ullman, 1945; Hartshorn, 

1973; Hartshorn and Muller, 1992; Muller, 1995) spoke only of the physical spatial 

form of the city, they were unlikely to satisfy the investigation required of the Hanshin 

Region and the inquiries into the processes of human behaviours. 

 

Combining geography and psychology, the behavioural approach has attempted to map 

human behaviours within the city.  Porteous (1977) and Gold (1980) suggested, for 
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example, that individuals possess a unique sense of place based on the way in which 

they experience place through their senses (touch, taste, smell, sight and hearing).  

Lynch (1960) also engaged individuals in describing place as they perceived it through 

mental maps.  Mapping the behaviours of individuals avoided the difficulty of fitting 

human patterns neatly into the often inflexible models of spatial science.  This 

approach to the city branched into ‘humanism’ which viewed humans as the greatest 

proponents of agency in the city.  Basing his work on different philosophies such as 

phenomenology, Edward Relph (1976) is one of the best known scholars of this 

geographical approach to the city.  Nevertheless, neither behavioural nor humanistic 

geography recognises ‘power’ or structural connections between individuals and 

organisations in the city.  The need to recognise structures within society gave birth to 

a geography of the city that was heavily based on the work of Marxism (Hubbard et al., 

2002; Hall, 2001; Pacione, 2001; Gottdiener, 1985).   

 

Criticising earlier work by Lefebvre (1968) that suggested urban space was socially 

produced, Castells (1977) attempted to provide a structural solution to the question of 

urbanisation.  The city was viewed as an outcome of state activity: “social processes 

resulting in the production of the city were not distinctly urban, but endemic to capitalist 

society” (Hubbard et al., 2002).  Smith (1984) further argued that the uneven 

development and production of space within the city were central to capitalism.  

Japan’s modernisation (1868-1912) was indeed heavily influenced by oligarchs with 

capitalistic intentions and one aspect of this was the powerful role played by 

monopolies known as �� (zaibatsu) (Walthall, 2006; Gordon, 2003; Ramseyer and 

Rosenbluth, 1995).   
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“The zaibatsu were large capital holding groups that existed in Japan between the Meiji 

Restoration (1868-1912) and the end of the Second World War.  They were closed, 

centrally controlled organisations in which a holding company owned by a single family 

used the shares it held in affiliated companies in various business fields to control their 

personnel and management decisions.” 

    �������	
�������, 199325 

 

These industrial conglomerates, which stemmed from wealthy samurai or merchant 

families of the Edo Period (1603-1867) included well-known names such as Mitsui (�

�), Mitsubishi (��) and Sumitomo (��).  They were officially disbanded during 

the Allied Occupation due to their economic monopoly (�������	
��

�����, 1993 ).  Hankyu and Hanshin Groups, however, are not representative of 

family dynasties but their economic strategy, which ensured capital circulated within the 

company rather than to and from external sources, and which enabled the company to 

coordinate decisions and strategies within (Ennals, 1996), is similar to the philosophy of 

Japanese private urban railways.   

 

Distinctive of these monopolistic predecessors, the business practices of Hankyu and 

Hanshin might better suit oligopolistic approaches.  Originating from the Greek word 

meaning ‘few sellers’, oligopoly involves competition between at least two corporations 

(Forbes, 2008).  Kuenne (1998: 4) has argued that an oligopoly takes the form of a 

‘community’ – “goals and decisions are shaped by a mixture of rivalry and cooperation 

varying with[in] the industry, the personalities of the presently and historically active 
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agents, and the market strength of the contending firms.”  This notion of rivalry is 

relevant to this research as Hankyu and Hanshin have come to be known as the 

‘Hanshin Region rivals’26.  They have coexisted, and continue to coexist, in relative 

proximity to each other while competitively attracting passengers throughout their 

histories (������������, 2005; � �!���, 199727). 

 

Further, Hankyu and Hanshin Groups have been in operation for over 100 years and, as 

hinted by the vignettes, the goods, images and services of their businesses suggest 

distinctions between the two.  The longevity of their operations, relative proximity and 

apparent distinctions might parallel Kuenne’s (1998) definition of a ‘mature oligopoly’; 

exhibiting three main characteristics:  1) staying power; 2) a distinct identity in the 

industry; and 3) coexistence within a context of active competition (1998: 53-54).  An 

examination of the role played by capitalism, particularly oligopolistic competition and 

branding, as it relates to Hankyu and Hanshin, is therefore warranted in later chapters.  

However, as this thesis also takes into account the role of individuals as consumers, it 

must therefore also consider themes beyond those of structuralism.  

 

The structuralist application of Marxian theory has added debate to, rather than clarified, 

the question of human versus structural agency.  In the case of Japan, the employment 

of Marxism to the Hanshin Region would be problematic, in that social conflict (Knox 

and Pinch, 2000; Andrusz et al, 1996; Massey, 1982) does not exist between the classed 

spaces as it exists elsewhere.  Sugimoto (2003) comments that Japan’s social 

environment is tempered by ‘centrifugal’ forces that cause diversity and ‘centripetal’ 
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forces that stimulate homogeneity.  In this way, there is social variation in Japan, but 

the type of conflict may be different from that seen in other countries28.   

 

Discourse on urban geography has since evolved to incorporate cultural aspects of the 

city.  Geography’s ‘cultural turn’ (Philo, 1991) initiated analyses of power and 

difference, challenges to modern discourse, and interest in post-structuralist theories 

(Hubbard et al., 2002; Soja, 2001; Rennie Short, 1998).  Jackson (1989) argued that 

geography had largely ignored culture as an important process through which societies 

are sculpted; in so doing, it had overlooked rich and complex human landscapes.  

Some Marxist geographers continued to view the city strictly as the product of 

capitalism (Smith, 1996; Knox, 1993; Harvey, 1989a), while others such as Murdoch 

(1997) and Phillips (1998) investigated consumption and lifestyle choices in 

conjunction with capital accumulation.  Scholars writing on power and difference also 

investigated political hegemony (Cresswell, 1996; Robinson, 2000; Sharp et al, 2000).   

 

Notably, Tim Cresswell (1996) suggested that symbolic representations in the landscape 

regulated the behaviour of individuals in a certain manner suitable to that landscape.  

Although different from his focus on power and cycles of ‘domination’ and ‘resistance’, 

his view is important in the present instance as this thesis investigates two distinct 

places in which private railways and their businesses concretely and symbolically exist.  

As Robinson (2000) postulated (drawing on Foucault, 1977), power is more than simply 

top-down: it is everywhere amongst individuals and can be exercised by individuals in 

subtle ways.  Sharp et al (2000) pursued this argument, as well as the notion that power 

is complex, because it consists of more than acts of domination followed by resistance.  
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Applied to the symbolic representation of corporate brands in the Hanshin Region, these 

approaches, like that of Marxism, would suggest that individuals were ‘regulated’ in 

some way, rather than actively making choices.   

 

This may be considered in conjunction with writings on the ‘spaces of Actor-Network 

Theory’ (Murdoch, 1998).  In recent years, Actor-Network Theory29 (ANT) has been 

employed to negotiate gaps between dualisms such as “agency and structure, human and 

non-human, activity and passivity,” (Law, 1999: 3) by suggesting all things, human or 

non-human, have equal capacity for agency 30 .  In the discipline of geography, 

Murdoch (1998) and Whatmore (1999) employed ANT to contemplate spatial relations 

that were a result of complex networks, and to negotiate dualisms such as nature/society 

and local/global.  However, Castree and Macmillan (2001) argue that it is problematic 

to assign symmetrical agency to all things in the world, as it obscures inherently distinct 

characteristics between beings and things.  That, in turn, could make it difficult in the 

present instance to investigate the influence of Hankyu and Hanshin Groups in the 

urban development of the Hanshin Region.  It is useful therefore, to consider 

post-structuralist notions of binaries and systems which consider the capacity for one 

part of a binary pair to have greater importance than the other.  Is it possible for one of 
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the private railway groups to have been more influential than the other? 

 

Peet (1998) suggests that post-structuralism represents a period in which profound 

questions about ontology and claims to truth are broached.  Much of this is founded in 

Derrida’s (1991) idea of deconstruction, which does not discount the importance of 

studying structures or systems over individual actions; rather, it involves the 

examination of binary pairs or oppositions, in some sort of relation to each other.  

Holcombe (2006) explains that one part of the binary pair will always be more 

important than the other.  The vignettes in Chapter 1 suggest, however, that Hankyu 

and Hanshin both play dynamic roles in the everyday life of the Hanshin Region.  

Further to this, comparisons of importance associated with their historical urban 

development suggest they may have both contributed in important, albeit distinct ways.  

Should distinction render one corporation automatically less significant than the other?      

 

Deleuze (1994) wrote that post-structuralist methods enable thinking about differences 

in the world, rather than viewing the world in universal ways.  In this sense, the case of 

the Hanshin Region might be understood for its local context, rather than as an 

extension of universal theories or models.  The work of Derrida (1991), Deleuze 

(1994) and other post-structuralists opens the door to the study of spaces of difference in 

Japan (Hubbard et al, 2002) but it sustains the notion that the term ‘difference’ entails, 

for example, “have’s” and “have-not’s”, advantage versus disadvantage, wealth and 

poverty.  As the areas surrounding the Hankyu and Hanshin lines are dissimilar, it is 

necessary to consider the manner in which contemporary literature addresses difference 

and distinctions.   
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In advance of such a consideration, however, the important role played by history in 

literature on the city should be noted.  As Darby (1953:7) suggested, to study the city 

is “not [to] study a static picture, but a process that is continuing and, seemingly 

never-ending.”  Scholars, such as Vance Jr. (1977) and Whitehand (2001) have 

described the ‘morphogenesis’ of cities from classical to modern times; and although 

focussed on certain aspects of the city, such as structure (Vance Jr., 1977) or residences 

(Whitehand, 2001), these writings stress the importance of studying history in order to 

understand the processes at work in the city.   

 

More broadly, Goldfield and Brownell (1990: xi) described the history of “geographical 

patterns of residential, commercial, political and cultural development” in the context of 

America.  Historical writings such as these are particularly relevant to this research as 

they stress the importance of understanding the historical “characteristics and roles of 

various individuals, firms and organisations” (Whitehand, 2001); in this case, the 

history of the Hanshin Region including the activities of Hankyu and Hanshin Groups.  

Indeed, as will be seen in Section 2.2.5, a number of historical documents and writings 

exist on the history of the Hanshin Region, and on the Hankyu and Hanshin Groups.  

These are relevant to an historical approach that is important to this research; and this 

will be seen in the Methodology (Chapter 3), and the narratives found in Chapters 4 

through 6.  It is now timely to return to consider the manner in which contemporary 

literature addresses difference and distinctions.   

 

Criticism of modern urban models became translated into the ‘study of cities’ during the 
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birth of post-modern critique (Parker, 2004; Dear, 1988) and this represented a 

departure from the ‘modernist’ epochs that preceded it (Hubbard et al, 2002).  Soja 

(2001) wrote, for example, that post-modern interpretations of the city were based on 

six contemporary urban processes: 1) The globalisation of capital, labour, culture and 

information flows; 2) Post-Fordist economic restructuring; 3) Re-structuring urban 

form; 4) Re-structuring social order; 5) Carceral cities; and 6) Simcities.  It has since 

been argued, however, that “the category postmodern has become virtually meaningless 

through overuse” (Shurmer-Smith, 2003: 42; see also Dear and Flusty, 1998). 

 

The focus of postmodern critiques (Soja, 2001; Jameson, 1992) only on the “processes 

of urbanisation of the late twentieth century” only (Hall, 2001: 9), is different from that 

of the present study which is focussed on processes of urbanisation and within that, two 

private railway groups, that developed at the beginning of the twentieth century.  

Further, the long-standing case of the Hanshin Region must be emphasised, as 

contemporary scholars suggest that urbanism is in large part the product of 

contemporary and global forces that influence the “local” (Kaplan et al., 2004; Massey, 

1999; Massey, 1996; Massey, 1984; Dear and Flusty, 1998; Smith, 1993; Cooke, 1989).   

 

Doreen Massey (1996) has written that in order to understand the character of a certain 

place, it is necessary to link that place to ‘places beyond’.  The complex intersections 

and outcomes of ‘power geometries’ in Massey’s work suggest a city consisting of 

flows and movements, rather than one rooted in tradition.  It is a notion that has 

become central to many contemporary debates (Sandercock, 2003; Amin, 2002; Sassen, 

1996).  Locality studies, for example, have generally focussed on “questions of 
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employment, spatial divisions of labour, and the geography or production, specified in 

terms of local labour markets” (Jackson, 1991: 215).  On this basis, Massey postulated 

the following concept of place:  

 

“It is absolutely not static; there are interactions and processes and places within 

themselves are processes too.  Places do not have to have boundaries in the sense of 

divisions which frame simple enclosures.  Places do not have single, unique, 

‘identities’; they are full of internal conflicts.  Finally, none of this denies place nor the 

importance of the uniqueness of place.  The specificity of place is continually 

reproduced, but it is not a specificity which results from some long, internalised 

history.” 

        (Massey, 1996: 245) 

 

This progressive concept of place is useful for its recognition of the non-static nature of 

place and the importance of uniqueness of place; however, its suggestion that places are 

full of internal conflicts, and that specificity of place is not a result of long and 

internalised history, causes the focus on the ‘global grounded in the local’ to draw 

attention away from the very relevant ‘local within the locality’.  As Chapters 4 and 5 

make clear, this thesis does not deny connections between the Hanshin Region and a 

larger, global framework.  However, examination of the urban development of the 

Hanshin Region, and within that the influence of Hankyu and Hanshin Groups, requires 

inquiry of local processes that challenge the conventional categories of ‘locality studies’.  

It recognises that Hankyu and Hanshin Groups were involved in urban development 

activities throughout the Hanshin Region over 100 years ago - a process relatively free 
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of non-Japanese influence.  These activities were in a way, a part of Japanese culture, 

or the local culture of the Hanshin Region. 

 

2.1.3 ‘Difference’ or ‘distinction’ in the city? 

 

As this thesis is concerned with what some may define as visible differences between 

the areas surrounding two distinctly produced railway lines, it is essential to consider 

notions of ‘difference’ and ‘distinction’ that are central to some of the current thinking 

on cities and their formation.  Whenever there are ‘social’ differences there are power 

relations, and these are likely to have implications for power that could be manifested in 

a number of ways such as socially, economically and politically.  This thesis addresses 

these power relations and acknowledges their existence.  Further to this, it examines 

distinctions in place and their association with processes that might have interacted 

during the urban development of the region – including those of Hankyu and Hanshin 

Groups. 

 

Differences can be seen as inevitable (Porter and Sheppard, 1998); contrasts and 

juxtapositions (Massey, 1999; Harvey, 1989a; Foucault, 1980); and socially, economic 

and politically rooted divisions (Clarke, 1984).  It might also be said that differences 

between places can be as simple as weather patterns or diet (Massey, Allen and Sarre, 

1999).  Yet, a more fitting term expressing these unique characteristics may be that of 

‘distinction’ as used by Bourdieu (1987).     

 

The Dictionary of Human Geography defines spatial differentiation as “the uneven 
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incidence of any condition” (Johnston et al., 2000: 389).  This broad explanation 

recognises the presence of differing characteristics of any nature in any given place.   

However, it is important to focus on the word ‘uneven’ and the notion of ‘inequality’ it 

conveys.  If a situation is ‘uneven’ then one possible inference is that some individual 

or group has more than the other(s).  It is difficult to apply this sentiment generally to 

urban Japan without considering its social context, although it is acknowledged that 

Japan has status groups and ‘outcasts’ (Howell, 2005).   

 

Contemporary literature on cities outside of Japan commonly views difference as both a 

blessing and a problem (Porter and Sheppard, 1998), because no matter how much 

differences may be celebrated, they can also create spatial conflict and tensions (Massey, 

Allen and Pile, 1999).  This leads some scholars to address difference within space as a 

‘dilemma’ to which the resolution is not yet known (Sandercock, 2003).  According to 

prominent scholars, difference results in territorialization (Amin, 2002) or polarization 

and division of inequalities (Watson and Gibson, 1995, Knox and Pinch, 2000, Massey, 

1997), rather than harmonious settings.   

 

Sandercock (2006) suggests there is “an emerging urban condition in which difference, 

otherness, multiplicity, heterogeneity, diversity and plurality prevail” (Sandercock, 

2006: 37).  This concept is based on the idea that the world’s cities are increasingly 

multicultural and multiethnic, ones in which heterogeneity is seen as a representation of 

class cultures; a mix of people “meshed together through economic, cultural, political 

and social processes and practices, marked by diversity and inequality” (Haylett, 2006: 

189).  But does this definition of ‘difference’ suit the cities of Japan?  When one 
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considers that the total foreign (non-Japanese) population in Japan numbered only 

1,457,000 in 200031, ("#, 2001: 5632) then it is clear, despite Sandercock’s (2003) 

suggestion, that the ethnicity-influenced definition of ‘difference’ as it pertains to the 

Western world, is perhaps not yet as salient in Japan.  This is not to suggest that 

differences do not exist, but that they may vary in nature to those found elsewhere 

(Wiltshire, 2004; Sugimoto, 2003) and therefore worthy of further examination33.  As 

suggested by Sugimoto (2003: 5): 

 

“Japan does not differ fundamentally from other countries in its internal variation and 

stratification, though some of its specific manifestations and concrete forms may 

contrast with those in Western societies.”  

 

The work of Iris Marion Young (1990a, b) speaks for the ability of people of different 

backgrounds to live in relative proximity and to share services and space.  This also 

includes other non-white hetero-patriarchal understandings of cities such as the role of 

women, and individuals of gay, lesbian, bi-sexual, and trans-sexual backgrounds.   

Nevertheless, Young’s ideal reflects the reliance, by many scholars, on North American 

and European cities as models.  It is this basis that later stirs a call in Young’s work for 

an ‘unoppressive city’ (Young, 1990a).  Furthermore, her suggestion that people 

“experience each other as other, different, from different groups, histories, professions, 

cultures, which they do not understand,” does not appear to address the possibility that 

individuals of one group may in fact have empathy or appreciate the culture of another, 
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be it through cultural immersion and understanding or recognition of unique qualities of 

the area.   

 

If an acknowledgment of Western-style urban heterogeneity does not explain the 

surrounds of the Hankyu and Hanshin railway lines, it is therefore relevant to consider 

the notion of ‘distinction’.  In this regard, the work of Bourdieu (1984) was aimed at 

explaining the social construction of groups and classes by considering particular agents 

responsible for symbolic innovations (Berard, 2005).  Class-cultural formulations are 

perceived as social processes through which ‘distinct’ social space appears in the 

distribution of the physical space.  Bourdieu (1987: 14) commented that “the power to 

make groups and to consecrate or institute them is said to be the form par excellence of 

symbolic power.”  Bourdieu’s writings were not based on (nor intended for) private 

railway companies and the way in which their involvement in urban development may 

be manifested in place; however, his theoretical work provides a useful starting point 

from which to examine how the procedures of two private railway companies34 might 

have been shaped in response to a broader historical context and setting35, thereby 

contributing to the formation and persistence of certain ‘distinctions’ in place character. 

 

The vignettes in Chapter 1 suggest that the area surrounding the Hankyu and Hanshin 

private railway lines is representative of ‘different’ or better put, ‘distinct’ characteristics.  

Yet, these distinctions cannot always be explained using socio-economic indicators.  

Recently published Japan Census Bureau statistics demonstrated that residents of a 
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number of cities surrounding both railway lines have some of the highest incomes in 

Japan ($�%&, 2007).  Of the cities listed, Ashiya ('(), and Nishonomiya ( )), 

which are both mentioned in this thesis and through which both Hankyu and Hanshin 

railway lines run, are in the top 30 highest resident income cities in Japan.  In general 

therefore, these areas, regardless of the railway lines, have a higher average income than 

most other cities in Japan ($�%&, 200736).  This raises questions regarding the 

processes involved in stimulating development of this nature and these will be discussed 

further in Chapter 4 in conjunction with the narrative on the urbanisation of the Hanshin 

Region.  

 

While income levels show that Japan is not ‘egalitarian’, Western literature which 

describes ‘difference’ or ‘distinction’ in the city might not entirely suit the experience of 

Japanese cities.  According to Sugimoto (2003: 5) some of the most obvious 

differences in society stem from non-racial-based ‘sub-cultures’ such as “region, gender, 

age, occupation, education, and so forth.”  Nevertheless, notions of ‘difference’ and 

‘distinction’ provide an interesting avenue for further thought and will be explored in 

greater detail in Sections 2.1.4 and 2.1.5, as they specifically relate to the city in Japan.   

 

2.1.4 The City in Japan 

 

“Japan presents an interesting and important case of rapid urbanisation that should be 

better understood. It has quite different traditions of land ownership, historical urban 

development and governance than the other developed countries. This distinctiveness 

makes Japan an important case study of urbanisation.”  (Sorensen, 2002: 5-6)  
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The study of the city in Japan does present a case of unique features and curiosities 

compared with cities elsewhere (Kuroda, 2005; Shapira et al, 2002; Karan, 1997).  

Focussing on the role of the government, urban planning and the development of civil 

society in Japan, Sorensen’s book, ‘The Making of Urban Japan’ (2002) details the 

historical evolution of key cities in Japan.  Establishing five distinctive features of 

Japanese urbanisation37, he notes that the Meiji government (1868-1912) placed great 

importance on the construction of railways as a part of Japan’s modernisation.  In order 

to expedite this development, the government started to encourage private railway 

investment until Railway Nationalisation38 took place (Sorensen, 2002; Aoki et al, 

2000; Saito, 1997; Ike, 1955) 

 

Sorensen (2002: 140) further notes that the “key to suburban rail development was the 

simultaneous development of suburban housing estates, both to develop a daily 

commuting population who would use the train line, and because the profits from land 

development were commonly greater than ticket sales.”  Literature such as this 

contributes not only to an understanding of Japan’s setting and historical urban 

processes, but also it suggests that private railway groups contributed in some way to 

the urban development of Japan.  To consider this further, broader literature on the city 

in Japan might help illustrate how urbanisation is portrayed in the context of Japan’s 

urban experience.    
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Although the process of urbanisation was occurring in Japan in the early 20th Century, 

interest in literature on the subject particularly increased after World War II.  Japanese 

Geographers (Kishimoto, 1970 and Kobayashi, 1966) were quick to write about Japan’s 

Megalopolis formations following the partial translation of Gottmann’s (1961) work in 

1967.  Translations of key western literature by Japanese scholars (Kiuchi, 1956; Aoki, 

1979; Oshima, 1969) were popular at this time; they highlighted Japan’s experience but 

often resulted in loose applications of Western theories to urban Japan, while 

highlighting Japan’s experience.  Scholars abroad also took interest in Japan’s urban 

systems and books such as Kornhauser’s (1976), ‘Urban Japan: its foundations and 

growth’, provided broad commentary on the structural history of Japanese cities as well 

as their physical and statistical components (See also Conzen, 1986; Ginsburg, 1974; 

Harris, 1982).     

 

Within these commentaries, Kornhauser (1976) wrote that private railways had great 

morphological impact on Japanese cities because of their ability to cause more than one 

commercial nucleus, and he recognised that “the private electric rail 

terminal-department store complex became a particularly lucrative enterprise in the 

larger cities” (Kornhauser, 1976: 78)39.  Although this does not explain the full extent 

of the private railway business diversification, these are relevant points for they hint at 

not only the impact, but the potential for Japanese private railways to influence place.   

 

There was a new wave of inquiry from the 1980s onward.  Both Japanese and 

foreign-based literature was aimed at unravelling land use policies and Japan’s 
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patch-work land use pattern, which was deemed quite distinct from that of western 

urban experience (Hasegawa, 2003; Shapira et al., 2002; Himiyama and Jitsu, 1998).  

In particular, academics sought to consider the effectiveness of Japanese urban planning 

in a way similar to the phenomenon of the Japanese management system.  It was also 

during this period that scholars attempted to explain two separate definitions of ‘urban 

areas’ in statistical measure (Takahashi and Kanno, 1988; Karan, 1997).  One was 

based on Japan’s traditional laws of city (+) which had very loose stipulations 

including a minimum population of 50,000 persons.  The other definition was a more 

modern concept called ‘Densely Inhabited Districts’ (DID), which was seen as the new 

and more manageable method of organising Japan’s urban statistics.  From these 

discussions it was clear that Japan’s cities were densely settled conurbations.  Scholars 

began to look at the cities more closely, particularly with reference to the social, 

economic and cultural functions unique to Japan.  

 

From the late 1990s onward, Japanese academics and Japanese specialists abroad 

became concerned with the social inquiry of Japanese cities.  Of particular note was 

the work of social geographer Toshio Mizuuchi (2004; 2003; 1991) who wrote of social 

problems and ills in Japanese cities, commonly those found in Osaka.  Although the 

area surrounding the Hankyu and Hanshin railway lines is not a part of Osaka, as was 

Mizuuchi’s (2003) focus, his work describes how industrialisation produced spaces of 

difference in Japanese cities and this might in turn, have had an impact on the Hanshin 

Region.  The spaces he described were both socio-economic and ethnic in nature and 

point to some of the historical processes, such as industrialisation and economic growth, 

and the way in which they might have influenced distinctions in Japanese cities.  
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Others such as Yamaguchi (2005) have written about the social segregation of 

Okinawans in the Hanshin Region; again, pointing to the presence of social diversity40.   

 

However, recent era writings are not restricted to the inquiry of social problems in 

Japanese cities.  They also examine the very unique and interesting impact of Japanese 

cultural industries, such as animation, on the city (Morikawa, 2005).  This literature is 

of interest as it demonstrates how symbols of creative industries (animation, manga) 

appear in the city – a result of ‘character’-driven marketing (Morikawa, 2005; Kinsella, 

1998).  The notion of ‘sub-cultures’ and their manifestation in Japanese cities (Kinsella, 

1998; Kawasaki, 1994) becomes an interesting point and it supports Sugimoto’s (2003) 

postulation that some of the most obvious differences [or distinctions] in Japanese 

society stem from non-racial based ‘sub-cultures’.  In the same manner, perhaps, 

symbols of two private railway groups can appear in the city.  These manifestations 

may be a result of what Golany (1998) describes as the foremost characteristic of the 

Japanese city:   

 

“The invisible city which lies hidden within the Japanese who carry it with them on a 

daily basis. The invisible city is composed of historical layers which were deposited and 

evolved to a solidly unified continuum; they are the vibrant force behind the visible city. 

In short, the invisible part of the Japanese city consists of the culture, individual and 

collective dignity, social values, norms of behaviour, individual attitude toward 

governments, gender interactions, the integrative community, family and individual 

norms as well as the complexity of viewing art as representative of culture and nature.”      
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(Golany, 1998: xxxviii) 

 

Literature on the city in Japan thus examines its land-use history and statistical 

background, as well as the ‘historical layers’, ‘sub-cultures’ and their manifestation in 

place.  Contemporary writings also engage directly with the inner workings of the city, 

most commonly from a social viewpoint, and do not hesitate to highlight the uniqueness 

of the Japanese experience.  Regardless of this unique context, literature demonstrates 

that spaces of difference exist in Japanese cities.  How ‘difference’ and social class are 

addressed in this literature, and to what extent the private railway groups may have 

responded to these social distinctions, are matters highly relevant to this thesis and will 

therefore be discussed more thoroughly in the next Section.     

 

2.1.5 Defining spatial differences in the Japanese city 

 

Japan’s social structure has been the target of much debate by Japanese and foreign 

sociologists and geographers alike.  From their debates two camps have evolved: one 

that views Japan’s society as homogenous and static; and another that views Japan’s 

society as complex and highly differentiated41.  As a result, literature confuses rather 

than clarifies the reality of spatial differentiation in Japan’s cities.  This can be 

illustrated through analysis of some of the key works.   

 

Early sociological analyses treated the Japanese city as a fixed entity within the larger 

national society (Yazaki, 1963), but they did not account for Japan’s urban dynamics 
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which resulted from the rural to urban migration and economic transformation within a 

relatively short timeframe.  More recently, Ishida (1993) argued that the rapid 

transformation of the labour force into both white and blue-collar employment 

significantly altered the class structure in Japan by creating inequalities in income and 

living style.  Although different arguments are employed, the history of Japanese cities 

illustrates differences in wealth, and income; and social prestige long-existed between 

different quarters of the city (Howell, 2005; Fielding, 2004; Sorensen, 2002, Kurosawa, 

1986, Seidensticker, 1983).  Yet, recent urban planning and social geography literature 

suggests that Japan’s society is remarkably homogenous; cities do not contain large 

proportions of disadvantaged individuals as found in American and European cities 

(Shapira et al, 2002; Fujita and Child Hill, 1997).  These arguments may be considered 

in the case of the Hanshin Region. 

 

Certain academics have suggested that Japanese cities are not sharply defined by either 

social status, or ethnicity of residents (Allinson, 1984; Hirai, 1998).  In the words of 

Ichikawa (1982: 5), “historically[,] there have rarely been problems of an ethnic nature 

[in Japan] such as those found in North America”.  As evidenced in Section 2.1.3, it is 

true that Japanese cities, including those of the Hanshin Region, may not have the same 

degree or nature of ethnic spatial differentiation42 as found in North American and 

European cities.  However, as suggested by the vignettes in Chapter 1, the Hanshin 

Region does indeed have dissimilarities manifested in certain components of place.  

The work of Mizuuchi (2004; 2003l 1991), and Yamaguchi (2005), further illustrates 

social segregation in the region based on ethnicity.  Distinctions in the Hanshin Region 

do exist, although they may not be equally multi-cultural/multi-ethnic in nature, or 
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identical to experiences of spatial conflict elsewhere.   

 

Social ills and struggles have and do exist in Japan; one of the earliest manifestations of 

such differences can be seen in the history of the castle towns of the Tokugawa period 

(1600-1868).  Feudal hierarchy directly influenced urban populations and people were 

governed by different laws and administrative systems, depending on their ‘place’ in 

society (Sorensen, 2002).  Differences between samurai, merchants, artisans, 

landowners, farmers, tenants, and outcasts were also manifested in the settlement 

pattern of the city with the creation of communities or ‘zones’.  The social nature of 

these zones was identifiable by community name; central areas (nearest to castle) were 

inhabited by the most elite while the lower classes resided on the periphery Yazaki, 

1968).   

    

The modernisation of Japan during the Meiji Period (1868-1912) did not entirely 

dismantle this feudal system; however, new urban processes influenced new types of 

differences and these can be found in the local history of the Hanshin Region.  

According to Gordon (2003: 139), “diversity and tension mark[ed] the economic and 

social history of the 1910s and 1920s”, and the urban experience of the Hanshin Region 

was parallel to the national trend.  As will be discussed further in Chapter 4, the 

processes of industrialisation and economic growth occurred rapidly in the area 

(Fujimori, 1980) – stimulating social division between factory labourers and those of 

the new middle-class (Walthall, 2006; Gordon, 2003).   

 

Social rifts also existed, and continue to exist, for Koreans, Ainu (Indigenous Japanese) 



�

�
� � �
� �  ��
� � �
� � �
�
�

and the Burakumin (people who stem from families engaged in employments 

considered to be un-clean such as tanneries or abattoirs) (Kaplan et al. 2004; Wiltshire, 

2004; Kim, 2003; Hane 1982; De Vos and Lee, 1981).  This conflict has resulted in 

distinct segregated residential districts, particularly in the areas of Osaka and Kyoto in 

the Hanshin Region (Yamaguchi, 2005; Gordon, 2003; Hane, 1982). 

 

Counter to this, using income as an indicator, Fujita and Child Hill (1997) have 

suggested that the case of Osaka is demonstrative of social togetherness and equality.  

However, if factors other than income, such as cultural heritage or lifestyles, including 

consumption patterns and the urban atmosphere are observed, distinctions in place 

might become visible43.  Determining their distinct nature requires more than statistical 

calculation of income: it should consider vehicles through which social status may be 

conveyed, such as individual choice, heritage, consumption and lifestyle.  Some of the 

literature bases the ‘equal middle-class’ argument on the fact that “90 per cent of 

Japanese think they belong to middle-strata” (Ishida, 1993: 262).  However, if the 

majority of the population did belong to a middle-class, it is possible for stratification 

(sub-classes) to occur within this grouping44.  Further to this, early conversations with 

acquaintances of the Hanshin Region resulted in their distinctly identifying living areas 

based on the Hankyu and Hanshin railway lines, each with its own connotation.  This 

suggests that not all view themselves as being of the same group45. 
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Perhaps the issue arises not from whether or not social distinctions exist, as argued by 

the two main camps, but from the way in which these distinctions are defined in 

literature-and that leaves the greatest amount of room for debate.  “Japan is a class 

stratified society” (Child Hill, 2004: 87); a product of its own context and at times 

different in its manifestation to Western examples.  Spatial differences in the Japanese 

city have occurred from Tokugawa times (1600-1868) and continue to exist today.  Of 

particular interest to this research is to understand in what way, if at all, the two private 

railway groups may have responded to these differences, or caused them to be 

reinforced.  This will be a point of investigation in later chapters.   

 

2.2 Transport Geography 

 

Contemporary transport geography is “concerned with the explanation, from a spatial 

perspective, of the socio-economic, industrial and settlement frameworks within which 

transport networks develop and transport systems operate (Hoyle and Knowles, 1998:2).  

As such, a review of transport geography literature has a place in this research.  

“Geographers in particular have recognised that urban transportation is far more than 

freeways, buses, and subways; it plays a (perhaps the) leading role in shaping urban 

life” (Hanson, 1995: vii).  A graduated analysis must first take place if one is to 

consider whether or not transport geography literature to date helps explain the 

influence of Hankyu and Hanshin Groups on the urban development of the Hanshin 

Region.  This involves discussing the transition of key transport geography themes, the 

impact of railways on the city, and finally, the very relevant literature on Japanese 

railways and specifically that which describes Hankyu and Hanshin Groups. 
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2.2.1 Key transport geography themes 

 

Early Western transport geography writings focused on what was known as the 

‘principles of transport’ and described various modes of transport and transport systems 

of the world (Stewart-David, 1980; Bamford and Robinson, 1978; Schumer, 1974).  

Japan’s rail system did not go unnoticed, but the national rail network was mentioned as 

being “much inferior to those in most European countries” (Bamford and Robinson, 

1978: 187).  Gradually, transport geographers became engrossed in the ‘movement [of 

people] in cities’ (Daniels and Warnes, 1980; Appleton, 1962; Haggett and Chorley, 

1969) and the resulting display of commuter patterns. * There has also been much 

discussion of the financial problems of public transport (Lave, 1985:1) and questions of 

the pros and cons of public versus private transport (Terada, 2001; Shoji, 2001; 

Mizutani, 1993).  These debates have further led to writings on commuter patterns and 

sustainability (Hart, 1994; Schwanen and Mokhtarian, 2004).   

 

Most recently transport literature has focussed on maximising transport access in 

transit-oriented development.  Evident in books such as Dittmar and Ohland’s ‘The 

New Transit Town’ (2004) or Vuchic’s ‘Transportation for Livable Cities’ (1999), the 

literature focuses on “the transit village, bring[ing] together ideas from the disciplines of 

urban design, transportation [geography] and market economics” (Bernick and Cervero, 

1997: 5) as a tool for shaping future urban life.  That is not to say that earlier 

components of access and mobility, spatial patterns and structure, and the economics of 

transport are no longer discussed; rather, they are reviewed as precursors for successful 
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planning.  

 

Literature tends to treat railways in general as lone entities of service provision and, as a 

result, to describe strictly their physical and spatial impact on the city or the social 

effects on commuters.  According to Dival and Schmucki (2003: 7), “urban transport is 

more and more treated as a technological system of traffic and mobility, and its 

evolution is commonly analysed in terms of the interactions of social actors.”  As Saito 

(1997: 3) postulated, however, Hankyu and Hanshin are not “mere railway or 

transportation businesses…Today, they are more like urban developers or local service 

businesses, supporting the lives of people living along the railway line.”  With this in 

mind, it is relevant to investigate whether they have had influence on the urban 

development of the Hanshin Region beyond a physical spatial impact and social effects 

on commuters. 

 

It is therefore important to comment on Japanese transport geography trends.  While 

Japanese transport geography has examined transport’s fundamental and practical 

applications (Aoki, 1988: 150), similar to trends elsewhere, “transport has remained in a 

specific territory, separated from the fundamental knowledges of urban geographers” 

(Aoki, 1988: 154).  This segmentation can be seen in works such as that by Adachi (,

-) (2005), which focuses on the rapid expansion of the bus network connecting 

Haneda Airport and its hinterland.  By investigating this transport network as an 

independent function within the city its influence outside of increasing the number of 

bus operators in response to a rise in airport passengers, cannot be understood.  

According to Aoki (1988), case studies such as these, detailing functional approaches 
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for transport facilities and their evolution, have developed since the 1960s and are 

increasingly used for policy-making purposes. 

 

Another trend in Japanese transport geography similar to Western studies of commuter 

patterns and choice has been the investigation of commuter perceptions and 

decision-making.  Research recently carried out by Kyoto University (./01) 

(2004) for example, surveyed passengers of Hankyu and Hanshin railways to determine 

service-based perceptions of railway lines and trains specifically (See also2340/

+567�89, 200446).  Also evident in Nojiri’s (1992) work on urban commuter 

choices, this literature highlights the importance of understanding the perception of 

passengers/residents.  At the same time, however, it reveals the need to acquire 

perceptions, not only on the services provided by transport companies, but also their 

overall goods, images, and services in relation to place.   

 

With this in mind, it is important to consider literature that specifically examines the 

relationship between railways and urban development.     

 

2.2.2 The influence of railways on urban development 

 

There is no debate that transport has been an important factor in urban development and 

today, is a crucial tool in city planning.  Certainly, of the various modes of transport, it 

has been acknowledged that settlement and economic activity have been spurred, 

enabled and disrupted to some degree by the construction, expansion and closure of 

railway lines and stations in many locations.  Railway-based literature has in the past 
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also considered the human element and the social impact of railways.  Among 

non-Japanese scholars, Dyos (1957: 23) once claimed that “railways had more radical 

consequences on the anatomy of the large mid-Victorian towns [in England] than any 

other single factor.”  But Dyos spoke not of railways as community builders, as this 

thesis seeks to investigate; rather, he framed railway building as a detrimental cost to 

society47.   

 

Other writings, such as those by McAlpine and Smyth (2003) express the view that 

railways have been but one important catalyst, often reinforcing prevailing conditions in 

the development of cities.  Hankyu and Hanshin certainly developed their railways 

amidst existing conditions such as topography, economic and industrial growth and 

social change.  It is necessary to consider this context, however, in conjunction with 

the unique and diverse management style of the two companies.  In particular it is 

relevant to investigate their capacity to be influenced as well as influence conditions as 

a result of their diverse involvement in the urban development of the region.  

 

Kellett (1969) regarded the impact of railways as a stimulus to the creation of market 

centres around stations, suggesting an impact stimulated only by the physical presence 

of the station, rather than business involvement by the railway company.  In his 

‘Mercantile Model’, Vance Jr. (1970) viewed North American railways as a mere 

technological improvement within an existing mercantile-based network that had been 

initiated by colonial penetration.  His focus on wholesale and trade from a colonial 
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viewpoint was in contrast to the domestic example of Japanese private railway 

companies and their urban development activities.   

 

Rimmer (1977) examined the unique case of transport in South-East Asia.  However, 

the case was based on neo-colonialism and a transport network in which all systems 

were independently owned and operated, not the complex businesses run by one entity 

as is the case with Hankyu and Hanshin.  Further, Taafe, Morrill and Gould’s (1963) 

study of the growth of modern transportation facilities in Ghana and Nigeria revealed 

broad regularities in spatial diffusion and motives.  However, the penetration of 

transport into these areas was once more by a colonial entity, which was not the 

experience of Japan, and the motivations48 fuelling the expansion were unique to the 

areas under study and not transferable to Japan.  Valuable as these and other 

European-based writings may be, they do not seem to tackle the essence of the case of 

the Hanshin Region, as they stem from land-use examinations and view railways strictly 

as service providers from Euro-centric perspectives (See also Montes, 1995; Pucher, 

2004).       

 

Literature on the early American railway experience focused on the increase in 

intraregional trade and economic prospects (Goldfield and Brownell, 1990).  Later, 

technological advancements saw the introduction of the electric streetcar, which was 

recognised to have spurred “swift residential development [on the] urban fringes, which 

expanded the emerging metropolis into a decidedly star-shaped spatial entity” (Muller, 
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1995: 34).  This concept of settlement radiating along the lines of transportation from 

the CBD and moving outwards to the suburbs is perhaps one of the strongest references 

to the spatial impact of railways during urbanisation.  In this sense, the establishment 

of railway lines ‘enabled’ the expansion of the city, resulting in a direct spatial 

interaction.   

 

This concept can be seen in the Western writings of Hoyt (1939), Harris and Ullman 

(1945) and numerous modern transport geographers who have described the history of 

the American city and, within it, the role of transportation (See also Hartshorn, 1973; 

Hartshorn and Muller, 1992).  Davison (1969) and Cannon (1966) similarly wrote of 

the expansion of railways and trams in Sydney and Melbourne.  Not only did these 

modes of transport extend outward from the city, to create suburbs in the latter half of 

the 19th Century, but real estate companies advertised and sold properties in the newly 

accessible areas.   

 

Although this very important literature demonstrates the direct relationship between the 

establishment of railway lines and physical settlement patterns, it was not intended to 

specifically define the character or ambience in the areas surrounding the lines; nor does 

it draw a connection between those settlement patterns and the potential presence of 

corporate brands representative of railway companies.  This is likely because private 

railway companies in the United States, and Australia, even at their height49, were not 
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complex diversified businesses through which a corporate brand was consistently 

marketed and consumed by residents surrounding the lines.   

 

Nevertheless, the literature does suggest that “transportation does not just serve growth, 

it creates it.  Indeed, the land speculators and the executives of [Western] 

transportation firms were often the same people” (Yago, 1984: 44).  But Japanese 

private railway companies are far more than railway builders and speculators of land.  

They are a complex and diverse network of businesses; they would not only be in 

possession of land surrounding the railway lines but they would develop it through their 

own building companies and create a rental property from which they would receive 

consistent income, or sell the property for immediate profit (Cervero, 1998; Ogawa, 

1998; Saito, 1997).   

 

The non-Japanese private railway experience involved the sale of real estate, rather than 

the development of it.  Railway companies, such as Huntington’s Pacific Electric 

Railway, did not provide services or businesses other than railways/real estate such as 

theatres, amusement parks, sports teams, etc (Logan and Molotch, 2002; Clark, 1983).  

The ‘big business’ (Chandler, 1977: 187) of railroads in this literature focuses on the 

way in which railroad barons practised ‘managerial capitalism’:  an “interplay between 

top managers, speculators, eastern capitalists and investment bankers” (Channon, 1996: 

54).  This is quite different from the Japanese case in which all of these facets are a 

part of the private railway company as a whole (Ogawa, 1998; Saito, 1997).  

     

Berton (1971) has well documented the important role that the Canadian Pacific 
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Railway (CPR) played in national unification during Confederation: 

 

“From the government the company received a cash subsidy of twenty-five million 

dollars, to be paid out in stages as the railway advanced, and twenty-five million acres 

of prairie land, between the Red River and the Rockies, also to be awarded in stages as 

construction was completed.  It expected-naively, as it developed- to build the railways 

with the subsidy, the proceeds of land sales, the operating profits, and a minimum of 

borrowing.”  (Berton: 1971: 10)   

 

Other authors have suggested that the building of the CPR also prevented the absorption 

of British North America by the United States (Phillips, 1968). * Indeed, the 

experience of the CPR is an important case of privately-owned railways and may be 

argued by some to be quite comparable to the case of Hankyu and Hanshin.  As it was 

involved in railways, land speculation and resort building, the CPR should be examined 

closely in order to determine its comparability with Hankyu and Hanshin.  

 

The heavy involvement of the Canadian government in the business of the CPR clearly 

distinguishes it from the Japanese case.  Hankyu and Hanshin borrowed money from 

Kitahama Bank (:;<=), not the government, to commence business (Ogawa, 1998).  

Further to that, they purchased land on which to build railways; it was not granted to 

them by government (Aoki et al, 2000).  This absence of government involvement in 

Japan was due in large part to an inability to become involved as it was already involved 

in the cost of constructing a national railway network, and later war mobilisation50 
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(Aoki et al, 2000; Mizutani, 2000; Saito, 1997; Ike, 1955).  A second point of 

difference is that of scale: the CPR joined Canada, as a nation, coast to coast, whereas 

Hankyu and Hanshin provided inter-urban services between the cities of Osaka, Kobe 

and Kyoto.  The CPR also stimulated the incursion of debt at various levels of 

government:   

  

“By Confederation, the provinces had a total population just over three million, but they 

had managed to spend about $155 million on railways.  Total provincial debt tripled in 

a decade.  Towns anxious not to be bypassed had also put up funds far beyond their 

proper capacities; Canadian municipalities were owed $10 million by the railways.” 

(Phillips, 1968: 9) 

 

Further to this, the case of CPR clearly illustrates how railway business can be 

unprofitable if complementary business diversification does not exist.  While the CPR 

was causing governmental debt and losing funds themselves, Hankyu and Hanshin were 

able to sustain railway services through profits accrued in their various business 

ventures (Moriya, 2004). 

 

“The initials-CPR- entered the national lexicon and soon they would be as familiar to 

most Canadians as their own. They would come to symbolize many things to many 

people- repression, monopoly, daring, exploitation, imagination, government subsidy, 

high finance, patriotism, paternalism, and even life itself.” (Berton, 1971: 6) 
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This final passage is an important one because it expresses images people held of the 

CPR, ranging from negative to positive.  As the vignettes portrayed, the goods, images, 

and services of Hankyu and Hanshin symbolise distinct connotations.  But these 

images are not negative per se, nor do images such as repression come to mind.  One 

final point associated with image may be the fact that although the CPR bought land in 

Banff, Alberta, and opened a resort there, the resort is no longer distinctly marketed as a 

part of the CPR brand51.   

 

2.2.3 Contextualising literature on railways in Japan 

 

Japanese railways have long been the subject of interest by academics.  Most 

commonly there has been a focus on the technology of the bullet train (%>?) and the 

development of the national railway network (Taniuchi, 1984; Tsujimura, 1982).  

Similar to the work of McAlpine and Smyth (2003), the literature recognises the 

building of the national network as one catalyst to continued urban growth in Japan; a 

reinforcement of growth rather than having direct spatial impact (Asano, 1998; Taniuchi, 

1984).  Without the consideration of the inter-urban networks of private railways that 

ultimately established local networks and suburban settlement during urban sprawl, the 

general literature on Japanese railways does not appear to account for the evolution of 

private railways in the Hanshin Region.  It is therefore necessary to contemplate 
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writings that deal specifically with Japanese private railways and furthermore, Hankyu 

and Hanshin in urban development. 

 

2.2.4 Japanese private railways 

 

Literature on Japanese private railway companies was once limited to Japanese 

publications by the corporations themselves or articles in newspapers announcing new*

development52.  Over time a new form of Japanese-based literature on Japanese private 

railway companies developed that was external to the corporations:  that which was 

written by admiring fans who took interest in various aspects of the private railway 

companies, resulting in books and articles on technological aspects of trains, history of 

the companies and devotion to sports clubs or amusement venues owned by the 

corporations53.   

 

Robert Cervero’s (1998) work on the ‘The Entrepreneurial Transit Metropolis: Tokyo, 

Japan’ is exceptional in thoroughly addressing the diversified business of Japanese 

private railways.  Although Cervero attributes this unique entrepreneurial approach to 

Hankyu Railway Company, he in fact calls it ‘Tokyo’s model’.  In so doing, Cervero 

overlooks the very relevant historical context of this practice which was started by 

Hanshin and Hankyu Groups in the Hanshin Region, and remains successful to this day.  

Further to this, Cervero discusses the many businesses of the Tokyo-based private 

railway company, Tokyu (@A), as a means of understanding how to subsidise transport 

���������������������������������������������������
 �� ����	�����������
�"��	����
��"�	��
�����"
������
�%���
����
�	����	��������
���	
 �� 5�+>�&��.
�"��,�'	���������:����
��������!
�	��;������(�)�)1��
��&��
���5���
����������	
����+>�&��.
�"��,�'	���������:����
�����
���!
�	��;������(�)�)1��<���"��8��
 *� �
�#&
	���"����
�����'�""�&����	��		������-��������$�$ $�



�

�
� � �
� � 8 �
� � �
� � �
�
�

services.   

 

In 1918, Den-en Toshi Company was established and its first order of businesses was 

the planning and development of a ‘garden city’ west of Tokyo.  It was soon realised 

that providing transport to the residents who wanted to commute to central Tokyo was 

necessary.  This resulted in the creation of a railway subsidiary (Meguro-Kamata 

Railway Co.) known today as the Tokyu Group (Tokyu Group, 2008; Cervero, 1998; 

Watanabe, 1980).     

 

The case of Tokyu and other private railway groups throughout Japan illustrate that 

Hankyu and Hanshin Groups are not unique, per se, within a national setting.  This 

research has chosen to focus on their stories, however, because they were the pioneers 

of the diversified business model for private railway companies.  There is value in 

examining the very roots of this business style, particularly in the context of other 

historical processes.  For Hankyu and Hanshin then, this context began at least 10 

years before it unfolded elsewhere.   

 

Cervero’s focus on transport planning and his attempts to resolve issues of transport use 

in the United States, (such as overcoming private automobile usage), results in a strictly 

economic analysis of the diversified business of Japanese private railway companies.  

The study of Tokyu alone does not foster discussion on competing private railways and 

the potentially differentiating impacts they may have on place during urban 

development.  Questions remain with regard to the history of urban development in the 

Hanshin Region, and the way in which strategies of private railway companies might 
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have been shaped in response to other conditions.  Without an understanding of these 

processes, the influence of the two corporations on place cannot be entirely explained. 

 

Other literature explains well the business of Japanese private railway companies and 

their involvement in urban development.   

 

“Imagine living near a private railway line in a large city, particularly a residential 

town developed by the railway company. Not only will you be using the railway but the 

buses, taxis operated by the railway company and also the shopping and recreational 

facilities owned by the railway affiliates”  (Saito: 1997: 3).   

 

Acknowledgement of the involvement of Japanese private railways in residential 

building is echoed by Kitamura (2004), Kato (1992), Aoki et al. (2000).  This literature 

clearly demonstrates that the private railway companies of Japan are complex and 

powerful corporations (Saito, 1997).  Building on these works, this research seeks to 

examine the way in which these businesses might have been in some way a reflection of 

local circumstances; potentially stimulating the creation of corporate brands.   If 

brands were created, it is further relevant to investigate the consumption and persistence 

of these brands in place54.   

 

Although Japanese-based literature thoroughly describes the diversified business 

activities of Japanese private railways, there is an impediment in explaining the 

influence of private railway groups on place, particularly the inter-play between 

historical processes of urbanisation, the setting in which these took place, and those that 
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are internal to the corporations.  To consider this further it is relevant to discuss 

literature which focuses specifically on Hankyu and Hanshin Groups.  

 

2.2.5 Literature on the Histories of Hankyu and Hanshin Railway Corporations 

 

The two corporations have traditionally published comprehensive company histories on 

milestone anniversaries such as 75 years or 80 years, and most recently 100 years, for 

Hanshin.  Celebratory in-house publications such as ‘100 Year History of Hanshin 

Electric Railway’ (BCDE�!FG�, 2005) or Hankyu’s ‘75 Years of Progress’�(75

GHIJK�1982), thoroughly chart the history of the corporations and these include 

overviews of all businesses run by the corporations (Chapter 5), biographies of key 

managers, and long-term financial histories.  More compact reports containing 

company slogans, financial highlights, and corporate data for a particular year are 

published on an annual basis.  Originally published in Japanese only, Hankyu and 

Hanshin Corporations have recognised a demand for English publications and the 

Annual Reports are now published in both Japanese and English.  Centred on statistics 

and business report formats, these hint at the commercial performance of both 

corporations but are not meant to explain their inner workings or their histories.   

 

Hankyu and Hanshin have sought, and continue to seek to attract people to use their 

railway services, and invest in their residences in the areas surrounding their respective 

railway lines through advertisements combining images and text that are published in 

newspapers and hung as posters in the train cars.  These advertisements deserve 

mention because their text is representative of Hankyu and Hanshin’s corporate 
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strategies and the images may be symbolic of corporate brands.55  Although the 

original advertisements are not available for review, company publications such as 

Hankyu’s ‘That day, then, and now’ (IH�LIHMNLOPQR, 1979), as well as 

the independent ‘Hanshin Region Modernism’ (BCSTUVWX) (YZ=[\�, 

199756), display copied images of the original posters.  Present day advertisements can 

be observed in the trains (as shown in Chapter 1) and company-published brochures.  

Figure 2.3 

 
Figure 2.3 Hankyu Railway line attractions brochure. Source:  ��������	
,��
���“��������”=Hanshin Electric Express Railway Corporation, Showa period, Spring, 
from the Hankyu line 

 

Figure 2.4 
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Figure 2.4 Hankyu scenic attractions posters. Source:  ��������	
�� 54���
�����������������������=Hankyu Railway Corporation. (1979) That 
day, then, and now, Hankyu Railway Corporation, Osaka.   

 

Figure 2.5 

 

 

Figure 2.5 Hanshin Corporate Motto. Source: ����������	(2005) ��� !"
#$��������������=Hanshin Electric Railway Corporation. 2005, Corporate 
Profile, Hanshin Electric Railway Corporation, Osaka. 
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Hanshin and Hankyu also have a fan-base from which literature stems.  Books such as 

‘The Story of Hanshin Railway’ (BCD�]^) (_", 200357) and Tsuganezawa’s 

(1991) ‘Takarazuka Strategy: Kobayashi Icihizo’s cultural lifestyle-argument’ (`ab

cdefghijklm), avidly convey the success stories of Hankyu and Hanshin 

business ventures in true fan adoration.  This fan base has recently extended 

internationally (Demery, 2002; Kinzley, 2000; Smith, 1994), as individuals and 

academics became fascinated with the success of Hankyu and Hanshin Groups.  In 

particular, fans have praised the ingeniousness of Ichizo Kobayashi (efgh), creator 

of Hankyu, for his profit-creating schemes and diversified business instinct.  

Kobayashi (1961, 1962) himself was a prolific writer and his philosophies on life, 

poetry and Hankyu Railway can be found in autobiographies.  Writings on Japan’s 

private railways and specifically Hankyu and Hanshin have grown such that they can 

now be seen, in English, through websites such as the Japan Rail and Transport 

Review.58  Fan-based literature tends to focus on one business aspect of Hankyu and 

Hanshin such as the railways (nS, 1993; op", 199159) or private railway owned 

department stores (q", 199360).  Nevertheless, both the literature of the corporations 

and that which is fan-based, suggest that Japanese private railways have contributed to 

the urban development of the Hanshin Region in unique ways.    

 

Literature specifically describing Hankyu and Hanshin Railway Corporations sheds 

further light on their business practices, although it does not explain to what degree, if at 

all, these may have been shaped in response to the local setting and urban processes.  

In particular, historical and current advertisements show goods, images and services of 
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the two companies and these could be fundamental in understanding the presence of two 

corporate brands.  How two corporate brands might have evolved and the way in 

which they might have become distinct, however, remains unknown.  Examination of 

these processes and their influence remain highly relevant to this thesis.       

 

Thus far, this chapter has reviewed literature relevant to the themes of geography of the 

city and transport geography - particularly the influence of railways on urban 

development.  It now considers a third theme; namely, that of place-making and 

consumption. 

 

2.3 Place-making and Consumption 

 

Place-making is not a recent concept, but there are two broad schools of thought about 

its definition.  One school perceives place-making as a planning and design movement 

through which cities are designed with the needs of residents in mind, using measures 

such as accessibility, liveliness and public space (Bohl, 2002; Schneekloth and Gibley, 

1995).  Place-making can also be perceived as promotion of the city by land 

speculators and capitalists.  Promotion of the city has become a tool of both private 

and public institutions.  Through this urban entrepreneurialism ‘places’ are sold and 

made for economic benefit (Hubbard and Hall, 1998; Smyth, 1994).  Although these 

two schools may not necessarily be disconnected, they require further explanation as it 

relates to this thesis. 

 

2.3.1 Profitable place-making 



�

�
� � �
� � 5��
� � �
� � �
�
�

  

Western-influenced literature suggests urban development, and more specifically the 

making of urban space, has been heavily fuelled by the promotion of urban places (Hall, 

2001; Ward, 1994; Goodwin, 1993; Harvey, 1989c).  Certain areas of North America, 

for example, were settled and developed through urban promotion and the sale of real 

estate (Holcomb, 1990).  In one such example, Shaughnessy Heights, Vancouver, the 

Canadian Pacific Railway (CPR) attempted to use ‘place-making’ to promote the 

surrounding suburbs, which provided speculators with investment opportunities until 

the early 1980s (Duncan, 1999).  (For other examples of the sale of land by railway 

companies see: Logan and Molotch, 2002; Duncan, 1999; Holcomb, 1990; Clark, 

1983.61)   

 

Hubbard and Hall (1998) describe a profit-driven place-making known as ‘urban 

entrepreneurialism’ that began in the 1970s.  This involved the promotion of local 

economic development by local government in cooperation with local private business.  

Marketing the city created strategies of promoting “an area or the entire city for certain 

activities and in some cases to ‘sell’ parts of the city for living, consuming and 

productive activities” (Smyth, 1994: 2).  Within this literature, it has been suggested 

that the practice of ‘selling places’ by local authorities and entrepreneurs is based on the 
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attraction of tourists62 and investors to a city or town.  Successfully attracting tourists 

and investors often determined a city or town’s economic progressiveness (Hall, 2001; 

Kearns and Philo, 1993; Harvey, 1989b).   

 

As Binnie et al (2006) and Rose (2000) have suggested, place-making was also a 

political strategy for managing the city; indeed, as noted by Robins and Wilkinson 

(1990) and Harvey (1989a,b), the marketing of the image of the city often meant that 

city politicians became competitively successful in securing national and international 

investment.  This place-making literature is relevant for its recognition of economics 

and entrepreneurialism; however, these roles are performed by government or private 

enterprises dissimilar from the business structure of Japanese private railways.  It is 

therefore pertinent to consider discourse on planning-oriented (for communities) 

place-making. 

 

2.3.2 Community-based place-making 

 

Bourdieu and Wacquant (1992) wrote of ‘habitus’; defined as a set of acquired 

characteristics produced by social conditions.  This notion suggests that the city is not 

a product of chance or fate, but rather a product of its surrounding social composition 

(Lafarge, 2000).  Hall (2001: 14) has also suggested that the “needs, wants, taste and 

ability to consume will affect profoundly what is built for [consumers]”.  1995).   
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The notion that places are reflective of society and its needs (Bourdieu, 1992) raises an 

interesting question, especially as Hankyu and Hanshin began operations at a time when 

Japan was undergoing rapid industrial and economic growth as well as social change.   

Did the companies formulate strategies or brands reflective of the society that was 

emerging as a result of this growth and change?  These sentiments echo the 

place-making movement which seeks to design or (re)design cities through 

community-based approaches to planning (Bohl, 2002; Schneekloth and Gibley, 

 

Jane Jacobs (1961) compared the city to an ecosystem.  She argued that in order to 

protect the future of the city it was necessary to have mixed-use development, 

bottom-up community planning, higher density and local economies.  In ‘The 

Geography of Nowhere’, James Kunstler (1994) wrote of the need to stop the spread of 

‘sprawlscapes’ motivated by automobile use.  These writings strongly advocate a 

place-making that is both for the people and the future sustainability of the city and not 

a result of capitalistic venture or haphazard development.  But how does the case of the 

Hanshin Region fit into these dialogues?     

 

As a result of Japanese urban planning, Japanese cities have historically displayed 

mixed-use development (Shapira et al, 1994).  High population density has also been 

present in Japanese cities for a long time due to topography and economic booms 

(Kurokawa, 1998).  Further, despite a high ownership of automobiles, a large 

percentage of Japanese people continue to use trains for day to day commuting (Saito, 

1997; see also Nojiri, 1992).  Jacobs’ and Kunstler’s writings of the ‘decaying’ city, 

and the suggested resolutions, are based on North American examples and do not 
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necessarily account for different experiences elsewhere.  The non-recognition of 

private railway companies as something more than transport service providers (one 

element in creating a more accessible city) does not allow for a proper discussion on the 

influence of private railway companies on place.   

 

The American organisation known as “Project for Public Spaces” (PPS) is “a non-profit 

organization dedicated to creating and sustaining public places that build communities” 

(PPS, 2006).  In the PPS newsletter ‘Making Places’, both U.S. and international 

trends in urban development involving mixed-use and pedestrian planning are 

celebrated.  Although ‘pedestrian friendly’ settings may dominate, these planning 

discussions also involve the topic of transit-oriented-development and the creation of 

places that are well served by environmentally friendly transport.  This can be likened 

to the ‘new urbanism’ aimed at ‘smart growth’ of the city using 

transit-oriented-development (TOD) (New Urbanism, 2004).  The American-based 

Urban Land Institute (ULI) also argues for transit villages with pedestrian-friendly and 

dynamic mixed-uses (ULI, 2006).   

 

What is strikingly different between the above-mentioned initiatives and literature and, 

the Hanshin Region, is that contemporary place-making deals with the improved design 

of the city for a better future.  It is the view of this thesis that the Hanshin Region 

represents a long-standing example of urban development in which processes 

locally-relevant to the Hanshin Region, and with which the private railway groups were 

deeply involved.  In reality, the area surrounding the Hankyu and Hanshin railway 

lines might represent an existing case of smart growth and TOD but it is not recognised 
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as such. 

 

The literature of place-making for profit (Hall, 2001; Smyth, 2004; Ward, 1994; 

Goodwin, 1993) does not entirely explain the response of private railways, such as 

Hankyu and Hanshin Groups, to the growth and change occurring around them.  This 

is likely due to the traditional perception of private railway companies as service 

providers, or at most land speculators, and not a complex network of diversified 

businesses as is the case in Japan.  The notion that the city is a product, not only of its 

surrounding social composition (Bourdieu and Wacquant, 1992), but conditions in 

general, is an area of particular interest to the present thesis and will be considered in 

later chapters. 

 

2.3.3 Consumption 

 

Binnie et al (2006) have suggested that in the global age, the consumption of 

‘cosmopolitanism’ has a direct spatial impact on the arrangements of people in the city – 

one which cultivates spaces of difference.  This is driven by consumers who choose to 

buy a certain image of ‘cosmopolitan lifestyle’, viewed romantically for its diversity 

(Binnie et al, 2006).  Gottdiener (2000) earlier indicated that consumption in the city 

creates visible evidence of divisiveness between social classes, whereas Miles and Miles 

(2004) propose that consuming cities encourages homogeneity.  The concept that 

evidence of consumption can be seen in the city is not new (see Urry, 1995).  However, 

this thesis seeks to make deeper inquiry, into not only the consumption of products but 

the goods, images, and services of two competing private railway groups and, how their 
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consumption may cause corporate brands to persist in place.   

 

Certain scholars such as Harvey (1989a), Castells (1977) and Zukin (1989) believe that 

the city is a product of capitalism.  This notion that the city is an area of commodified 

space (Parker, 2004, Hannigan, 2004, Gottdiener, 1997) built for consumption leaves no 

room for contemplating consumer choice or community identities associated with the 

purchase of products.  The work of O’Guinn and Muniz, Jr. (2005: 255), for example, 

speaks of the creation of communities centred on brands.  “Brand communities possess 

the hallmarks of traditional communities, but have their own unique market logics and 

expression”.  The idea that brand consumption builds communities is only a very 

recent development in the field of consumer research and it contributes several 

interesting points for this research that should be considered further here.   

 

O’Guinn and Muniz, Jr. (2005) write that brand communities have three defining 

characteristics: 1) consciousness of kind, 2) evidence of rituals and, 3) a sense of 

obligation to the community and its members.  If these elements exist, the brand is 

likely to be more visible in the city because it will be present in greater numbers.  To 

have a consciousness of kind is to identify with a collective similarity with each other 

and the group, as well as a collective difference from other individuals and groups.  

Certain rituals and traditions renew and sustain the community and its culture.  

Although controversial, there is a ‘soft’ moral obligation amongst community members 

to uphold the image associated with the consumed brand.  For example, owners of 

luxurious automobiles might feel a certain responsibility to ensure repair and service 

(O’Guinn and Muniz Jr., 2005). 
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According to Schroeder and Salzer-Morling (2006: 1) “consumers are seen to construct 

and perform identities and self-concepts, trying out new roles and creating their identity 

within, and in collaboration with, brand culture.”  As Frank (2006) has commented, 

however, variables such as income affect the volume and nature of goods and services 

people consume.  Nevertheless, his theory of rational consumer choice indicates that 

despite these constrictions, all consumers have ‘preferences’ and allocate their incomes 

to best obtain these, albeit if in limited ways.  For example, the vignettes of Chapter 1 

might suggest that passengers/residents of the Hankyu line view themselves collectively, 

as distinct from passengers/residents of the Hanshin line because they choose to 

consume Hankyu goods, images and services63.  It is possible that the business 

management of both Hankyu and Hanshin have sustained these patterns over the years 

through corporate brands and competition (i.e. rituals)64.  Further, passengers/residents 

of the two railway lines may or may not feel an obligation to consume the products and 

services of a specific railway company; whichever company provides their transport65. 

 

For the purpose of this research it is also relevant to consider that consumption includes 

both the act of purchase and the adoption of perceptions or images as they are 

advertised66 (Holcomb, 2001; de Ruyter and Wetzels, 2000; Pagano and Bowman, 

1995).  It might be the case that the areas surrounding the two private railway lines are 

representative of two brands, if nothing more, because “brands are not made in a factory 

but in people’s minds; whereas a corporation has legal ownership of its brand, 
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consumers possess an emotional ownership” (Balmer, 2006: 38).  In examining this 

further, it is necessary to consider the consumption of private railway goods, images and 

services.  Such an examination is necessary to determine whether or not two corporate 

brands were shaped, moreover, two brand communities. 

 

If brand consumption, whether purchased or perceived, has taken place in the Hanshin 

Region, it may be that brand communities developed much earlier in the region than 

they did later on a global scale.  This research therefore provides the opportunity to 

overcome what Schroeder and Salzer-Morling (2006: 1) have said is a lack of awareness 

of “cultural processes that affect [corporate] brands, including historical context, ethical 

concerns, and consumer response.” 

 

Further, the concept of brand communities (O’Guinn and Muniz, Jr., 2005, Arnould and 

Price, 2000, Fournier, 1998) has not yet been applied to one specific urban area - the 

term ‘community’ represents individuals over distance, not congregated within a 

defined space.  Current literature on brand communities deals with an activity through 

which individuals at specific locations can become a part of a global community simply 

by consuming the same product.  However, if it can be determined that Hankyu and 

Hanshin constitute two distinct brands, and symbols of those brands exist in certain 

components of the areas surrounding their railway lines, then the concept of brand 

communities might help explain this unique case.   

 

Not particular to brands but consumption in general, Bourdieu (1984) argued that social 

classes express and assert power through consumption.  Not only is it believed that 
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power is asserted, but it is perceived by HauBermann (1997) and Harloe and Fainstein 

(1992) that consumption patterns create differences, which result in opposites and 

furthermore lead to disadvantages and exclusion.  There may be no question that 

brands create symbolism as suggested by Holt (2005), but are brands, and the 

consumption thereof, necessarily a perceived activity of the affluent through which 

exclusion is promoted?   

 

Miles and Miles (2004) view the consumption of brands strictly as an activity of the 

affluent or elite.  According to Massey and Fischer (2003), affluence causes a 

‘geography of inequality’ as the affluent are financially well-off, enjoy material interests, 

live in secure neighbourhoods where property values are high, and public services are 

strong.  Similarly, Medeiros (2006: 4) argued that affluence is not just about income 

levels, but also possessions and assets; ultimately, the goal is to “establish a borderline 

between the rich and non-rich.” 

 

Although distinctions exist in the nature of the goods, images and services consumed by 

the four passengers in Chapter 1, these do not convey an impression of inequality, or 

‘have’ versus ‘have-not’.  In the most basic sense, ‘brands’ are symbols that distinguish 

a product or service of one company from another (Kapferer, 1997).  Brands can 

therefore be both oriented towards the everyday, marketed as a bargain product, or 

luxury in nature, meaning that their consumption is not strictly an act of the affluent 

(Brown, 2006; Kapferer, 2006; Schultz and Hatch, 2006).  Further, as McCormack 

(2001) has noted, Japan’s economic success is well known and its population overall 

has enjoyed a certain prosperity that can be seen in the conspicuous consumption of 
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goods and services.  In this way, the consumption of brands; be they everyday, bargain, 

or luxury, could be a regular aspect of Japanese society.    

 

Following a study of Apple’s brand personality67, symbolism, and consumer perceptions, 

Keller (2003) suggested that brands are symbolised by the ‘essence’ of the brand: 

“attributes and benefits that characterise the most important dimensions of the brand” 

(Keller, 2003: 151).  He also theorised that the power of a brand depended on how 

customers perceived it:  brand symbolism (what the brand symbolises to the consumer) 

will succeed if it is strong, favourable and unique.  This literature suggests that 

obtaining the passengers/residents’ perceptions of Hankyu and Hanshin’s goods, images 

and services might form an important link between their promotion and the way in 

which they are consumed68.   

 

This research also presents the opportunity to investigate how competing Hankyu and 

Hanshin Groups have come to symbolise two very distinct sets of characteristics, indeed 

two different brands.  Further, it facilitates the examination of how this brand 

symbolisation might have become evident in certain components of the Hanshin Region, 

possibly through consumption or otherwise.  It is an aim of this thesis to explain how it 

has occurred. 

 

2.3.4 Consumption in Japan 

 

Japanese consumerism has long been the “envy and marvel of the world” (McCreery, 
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2000: 248). According to Clammer (1997: 8), consumption in Japan is not just an 

economic behaviour.  It combines “social, ritual, religious, historical and even deep 

psychological processes”, thereby comprising a ‘cultural system’.  Particular to Japan’s 

cultural system of consumption is the fact that most consumers are highly informed and 

the act of consumption is often a search for identity (Ashkenazi and Clammer, 2000).  

If so, and Hankyu and Hanshin Groups symbolise brands that are marketed and sold 

through all of their businesses, then perhaps the consumption of goods, images, and 

services provides consumers with a certain ‘identity’.  This can be better understood 

by investigating whether or not the promotion of Hankyu and Hanshin’s goods, images, 

and services mirror their consumption by passengers/residents. 

  

Clammer (1997) and Nakamura (1993) write of the deep-rooted role of consumption in 

Japanese urbanism.  But it is interesting to note that while they view consumption as 

creating a common culture, the sense of community stems from family, work and 

commitment to institutions such as schools:  there is no suggestion that communities 

may develop on the basis of brand consumption, particularly consumption of private 

railway goods, images, and services.  Although many sites of consumption in Japanese 

cities are recognised, such as shopping centres, amusement parks, cinemas etc., the 

investigation into how these businesses are being run by private railway companies such 

as Hankyu and Hanshin, is relatively limited.  The seeming absence of this connection 

from literature on Japanese consumption is despite the spending on leisure and 

consumption-based priorities in Japanese life ("#, 200169; McCormack, 2001; Linhart, 

1988).   
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Fukutake (1989) has written that Japan’s mass society started to develop in the early 

1900s; by the 1920s, the capitalist economy of the Meiji Period had facilitated a growth 

in employment, income and ‘mass culture and entertainment’.  Although this period 

also saw increasing social division between factory labourers and the new middle-class 

(Walthall, 2006; Gordon, 2003), Fukutake (1989: 71) has argued that “the emergence of 

a mass society corresponding to the monopoly phase of capitalism was inevitable as the 

(middle class) stratum matured, and a popular mass culture based on commercial 

entertainment began to have a wide influence.”   

 

According to Walthall (2006), through the construction of suburban housing 

development and the attracting of commuters, Japan’s mass transportation played an 

important role in changing urban patterns of work, family, life, leisure and consumption.  

In conjunction with Ogawa’s (1998) and Saito’s (1997) explanation of private railway 

diversified business, literature hints that companies such as Hankyu and Hanshin were 

not only comprehensively involved in the urban development of the area but might also 

have been working within the context of Japan’s modernisation.  Further Walthall 

(2006) views Kobayashi Ichizo (efgh) as responsible for fostering a ‘consumer 

culture’ by founding Hankyu and its many diversified businesses.  If this is true, then it 

highlights the value in exploring the nature of the influence of two private railway 

groups on the urban development of the Hanshin Region.          

 

2.4 Conclusion 

  

In an attempt to consider what processes have been working over a long period of time, 
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particularly those involving Hankyu and Hanshin Group	� and to which they might have 

responded, this chapter has reviewed a diverse collection of literature in both English 

and Japanese around three themes: 1) geography of the city; 2) transport geography - 

particularly the influence of railways in urban development; and 3) place-making and 

consumption.  Each of these was set in the context of Japan and, where appropriate, the 

more specific case study of the Hanshin Region and Hankyu and Hanshin Groups.  

While the literature was not intended to explain the influence of private railway groups 

on the urban development of the Hanshin Region, it has contributed information which 

can be considered in light of the research questions of this thesis.   

 

Cities are built, and continue to evolve through a variety of processes which play out 

within the context of each location (Dear, 2002; Massey, 1996; Carter, 1995).  Like 

many other countries, Japan experienced industrial and economic growth as well as 

social change, although the timing or nature of these processes might have varied due to 

setting (Walthall, 2006; Gordon, 2003; Sorensen, 2002).  Literature also suggests that 

differences or ‘distinctions’ have existed, and continue to exist, in Japanese cities 

(Howell, 2005; Yamaguchi, 2005; Mizuuchi, 2004; 2003; 1991).  This points to a 

number of historical processes, and the setting in which they took place.  Their 

influence will be examined further in Chapter 4; yet understanding how Hankyu and 

Hanshin responded to those developments is fundamental to unfolding the distinctions 

or differences that are to be found in the urban space of the Hanshin Region. 

 

There is no debate that transport has impacted the city in spatial and social ways.  Of 

the various modes of transport, it has been acknowledged that settlement and economic 
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activity have been spurred, enabled and disrupted to some degree by the construction, 

expansion and closure of railway lines and stations in many locations (McAlpine and 

Smyth, 2003; Muller, 1995; Dyos, 1957; Hoyt, 1939).  Review of literature specific to 

private railways in Japan has illustrated that such companies contributed to urban 

development due to their diversified business structures (Aoki et al, 2000; Cervero, 

1998; Ogawa, 1998; Saito, 1997).  Although literature sheds light on the spatial and 

social impact of railways in general, and the corporate histories of Hankyu and Hanshin, 

the inner workings of the corporations, particularly in the context of other local 

conditions, remain elusive.  The question remains:  what influence do private railway 

groups have in terms of the unfolding of distinctions in place? 

 

The city is not only produced, it is also consumed (Parker, 2004; Hannigan, 2004; 

Hubbard and Hall, 1998; Gottdiener, 1997; Urry, 1995).  This consumption can include 

both the act of purchase and the adoption of perceptions or images as they are 

advertised (Holcomb, 2001; de Ruyter and Wetzels, 2000; Pagano and Bowman, 1995).  

An investigation of various historical processes and setting might reveal that Hankyu 

and Hanshin have created corporate brands which have come to symbolise distinct 

characteristics over time.  If so, there is room in which to investigate whether or not 

passengers/residents of the two railway lines consume these brands in a manner that 

matches their promotion.  In doing so, they may have contributed to their 

self-perpetuation in the areas surrounding the two rail lines for more than 100 years. 

 

Without confirmation of these important details, it is impossible to make sense of the 

urban development of the Hanshin Region and within that, the influence of the two 
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private railway companies.  Questionable, therefore, is the extent to which literature 

can explain what processes have been working over a long period of time, particularly 

those involving Hankyu and Hanshin Groups, and to which they might have responded, 

to influence distinctions in the areas surrounding two railway lines of the Hanshin 

Region, and to their persistence to this day.  It is in these fields that the present 

research seeks to contribute new understanding. 

    

 

�
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Chapter 3 

Methodology 

 

Processes such as industrial and economic growth, and social change have been 

working over a long period of time against the backdrop of the Hanshin Region’s 

locational attributes.  Similarly, the management structures, competition, branding of 

Hankyu and Hanshin Groups, and consumption of their goods, images, and services 

have also been a part of this landscape for over 100 years. It was therefore necessary in 

the previous chapter to review a wide-ranging and diverse collection of literature in both 

English and Japanese.  This was done in order to highlight the complexities of place, 

those diverse aspects of the urban experience through which the contemporary city must 

be viewed; for as Winchester (2005) has commented, the study of places by 

contemporary geographers involves a diversity of variables and thus requires a 

‘multiplicity’ of methods and approaches.   

 

The present study therefore examines the locational attributes of the Hanshin Region, as 

well as processes both exogenous and endogenous to the two corporations, that were 

likely to have had an impact on the two companies, and those that the companies 

themselves were able to directly manipulate to foster their place in the market and on 

Japanese society.  It is an investigation that required data that is cultural, social, 

historical, and corporate in nature.  According to Valentine (1997), the use of mixed 

methods and diverse sources can maximise the understanding of research questions; the 

combination of methods adds “rigor, breadth, complexity, richness, and depth to any 

inquiry” (Denzin and Lincoln, 2000: 5).   
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Before the specific research methods are discussed, the main research questions are 

reviewed as follows:   

 

Question 1 

What are the main historical processes and locational attributes that have 

influenced distinctions in urban space along the Hankyu and Hanshin railway lines 

over time? 

 

Question 2 

What influence do private railway groups have in terms of the unfolding of 

distinctions in place? 

 

Question 3 

Does the promotion of Hankyu and Hanshin’s goods, images, and services mirror 

their consumption by passengers/residents? 

 

All three research questions focus on processes which have been occurring over time.  

According to Guelke (1982: 2) “there is a need for historical understanding in 

geography, because human activity on the land is a product of historical experience.”   

As such, historical documents and writings on the history of the Hanshin Region, 

including Hankyu and Hanshin Groups, have a role to play in the conduct of this 

research.  The method of historiography70 employed in this thesis has enabled the 

building of narratives on the urban development of the Hanshin Region and within that, 
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the history of Hankyu and Hanshin Groups.   

 

Semi-structured interviews with the corporate elite, geographers, and independent 

businesses were aimed at collecting data that would, in addition to secondary sources, 

help explain how historical processes and locational attributes may have influenced 

distinctions in urban space along the Hankyu and Hanshin railway lines over time.  

Further, by investigating the inner-workings of the two corporations and their 

involvement in urban development, interviews with the corporate elite were intended to 

reveal, in part, the influence of two private railway groups on those distinctions in place.   

 

This influence could not be fully understood, however, without the surveying of 

passengers/residents in the areas surrounding the two railway lines.  Obtaining their 

perceptions would be necessary for any attempt to examine whether or not there are 

similarities between the promotion and consumption of Hankyu and Hanshin’s goods, 

images, and services.  Those perceptions might make more evident whether or not 

business strategies of the private railway groups have been influenced by other local 

conditions, and the extent to which the two companies were influential.   

 

Four analytical methods have been employed in research for this thesis.  The first, 

historiography, has enabled not only the research and gathering of historical information 

but also its analysis (O’Connor, 2007).  Historical narratives have been substantiated 

through cross-referencing and the chronological and thematic arrangement of material 

(O’Connor, 2007; Ogborn, 2003; McDowell, 2002).  This method of analysis is 

particularly relevant in Chapters 4-6, where the history of the Hanshin Region, and, 

Hankyu and Hanshin Groups, is considered in response to the first two research 
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questions.   

 

This study also employs two methods of analysis commonly used by human 

geographers, and thus the second and third analytical methods:  latent content analysis 

and manifest content analysis.  Latent content analysis involves investigation of the 

fundamental meaning of communications whereas manifest content analysis helps 

decipher tangible terms located within communication (Babbie, 2002).  This can 

facilitate the demonstration of “patterns, explicit and implicit, of and for behaviour 

acquired and transmitted by symbols” (Kroeber and Kluckhohn, 1952: 357).  As will 

be discussed further in this Chapter, the utilisation of both of these methods of analysis 

has helped make sense of both interview and survey-based data, in response to research 

questions 2 and 3. 

 

Fourthly, these results have been further supported by an interdisciplinary approach to 

the collection and analysis71 (Collier, 2001) of historical photographs, past and present 

company brochures and posters, and present day photographs of the Hanshin Region.  

This has allowed data to be observed as a whole and in comparison:  it has illustrated 

discernable patterns and yielded supporting evidence of the Hanshin Region and within 

it, the influence of Hankyu and Hanshin Groups (Collier, 2001; Van Leeuwen and 

Jewitt, 2001).  The methods explained in this chapter, therefore, have been used in 

order to address this consideration in conjunction with the research questions. 

 

Questions emerged in Chapter 2 concerning the urban development of the Hanshin 
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Region and the influence of the two private railway companies within it.  These issues 

will be taken up in due course; but first there is need to explain the challenges 

encountered in Japan by a researcher who is non-Japanese but Japanese-speaking.  It is 

not the overall aim of this thesis to contribute to geographical methods.  Nevertheless, 

the field location, and the seeming absence of direct involvement of the two railway 

groups in academic studies of their corporations72, renders a unique methodological 

environment.  As such, this research also presents the opportunity to contribute to 

methodological discussion. 

 

3.1 Unique features of the field location 

 

The field location required consideration of language, culture and this writer’s position 

as a Japanese speaking but non-Japanese researcher73.  As Valentine (1999: 57) notes: 

“throughout our everyday lives we constantly negotiate space, positioning ourselves 

physically, socially, morally, politically and metaphorically in relation to others”.  

Having the status of an ‘outsider74’ did not frustrate the field research; instead, an eight 
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month immersion in the field enabled the negotiation of space, and the positioning of 

the researcher in relation to others in ways that proved useful to the research 

undertaking.   

 

Nevertheless, the uniqueness of the field location revealed another dimension of 

‘outsider’ status: that of a non-Japanese female who required access to the two male 

dominated75 corporations of Hankyu and Hanshin for data collection.  Japan’s reality 

is that despite the establishment of an equal employment law in 1986 “(t)here is no 

indication yet that the Japanese government intends to press companies to change the 

practices fundamentally in order to provide women equal access to promotion 

opportunities”76 (Steinhoff and Tanaka, 1993: 42). 

 

It was therefore necessary to adapt a strategy for gaining access to the corporations and, 

during interviews, to adjust language, behaviour and the practice of gratitude in a 

culturally conscious manner.  Already part of this researcher’s everyday identity within 

Japan, these strategies helped in data collection, insight, and in balancing my position as 

the researcher with that of the researched. 

 

3.1.1 Gatekeepers and control measures 
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Morrill et al. (1999: 51) suggest that “gaining access to field settings occupies venerable 

territory in discussions about qualitative methods.”  Indeed “gaining access can be a 

tough proposition, even when the point of getting in is innocuous, well-intentioned, or 

attractive to key people in the organisation itself” (Thomas, 1993: 81).  However, as 

Cochrane (1998) has indicated, research cannot be successfully performed without 

gaining access of some nature.  This highlights the role played by gatekeepers, the 

different types of gatekeepers involved, and the means through which researchers can 

establish access to, and via, these gatekeepers.   

 

Solving the matter of access was clearly the key to being able to conduct personal 

interviews in Japanese at senior levels of both Hankyu and Hanshin Groups.  And it 

was the corporate elite, not just managers of lower rank, who would have to be 

interviewed, if significant data were to be gathered.  Not only would a lower status 

company employee be non-privy to an infinite amount of information:  he would be 

unauthorised to respond outside of his own domain.  This is a basic organisation of 

corporate Japan and reflective of a society in which “the Japanese [therefore,] order 

their world with constant reference to hierarchy” (Benedict, 1954: 95). 

 

Attempts to gain access to both Hankyu and Hanshin Groups for the purpose of this 

research in July 2004 rendered different responses.  Whereas Hankyu Group was quick 

to decline formally the opportunity to participate77, Hanshin Group seemed interested in 

participation.  Hanshin was quick to mail company brochures but this did not signal 

accessibility to senior levels of management for the purpose of corporate interviewing 

as required by the research.  Full access to Hanshin remained elusive and to Hankyu 
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unobtainable.  Nevertheless, access to the corporations was to be an integral aspect of 

this research. 

 

These difficulties were to be expected; as Hammersley and Atkinson (1995: 63) have 

noted: “nowhere is gatekeeping more crucial than in formal organisations, because key 

personnel can legitimately grant or withhold permission for access.”  I discovered that 

the only key to access in this particular situation was through a network of gatekeepers 

who were outside the academic research community.  In this sense, I was required to 

travel a complex network of informal and formal78 gatekeepers before access could be 

granted.    

 

The most successful Japanese businesspersons are often connected to larger urban or 

prefectural business associations in which prestigious business people intermingle.  

Those who are prestigious may be inaccessible to the average person; however, those 

with whom they share respect in business may informally have their ear during casual 

social events.  With the granting of the proper gift (���), followed by a formal 

request complete with high levels of apology and politeness, business acquaintances can 

gain access to the prestigious.   

 

The outsider who has a strong background in Japanese language and culture may have 

the good fortune to meet prestigious and powerful colleagues over time; however, an 
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outsider will always be precisely that.  An outsider could not make any headway into 

Japanese society without the assistance of an informal gatekeeper whose family or 

contacts could in turn translate into the provision of formal contacts (Seidman, 1998).  

Therefore, a Japanese-born ‘informal’ colleague located in Japan can be of great value 

to an outsider because there is greater chance of close friendship that overcomes 

traditional barriers; indeed, interviewing79 the two corporations for this thesis was made 

possible first through informal gatekeepers and then progressively through formal 

gatekeepers (Figure 3.1).    

�

The informal stage began when one of my former students who was assisting the 

research, invited me on behalf of her father to a Lions Club meeting in Osaka80.  The 

student’s father, a successful and hardworking businessman, was the president of this 

particular Lions branch, one of the most famous for its membership of the top business 

elite ranging from illustrious shop owners to CEOs of imported car dealerships.  By 

attending this meeting, an introduction was gained to a very important businessperson 

of the region:  one who leases shop space from Hankyu Group and was in fact 

acquainted with the Managing Director of Hankyu Corporation of that time.  The 

businessperson’s interest in the topic later spurred conversation with the Managing 

Director of Hankyu Corporation.  Intrigued by the idea of an outsider carrying out 

research on Hankyu Group, the Managing Director welcomed contact through my 

former student, who would, from that point forward, introduce herself as the daughter of 
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her successful businessman father81. 

 

The informal meeting with the Managing Director of Hankyu took place in 2004.  In 

preparation, I had purchased a box of well known cakes as a token gift82 (���) on 

behalf of the businessman who had initially mentioned my topic to the Managing 

Director of Hankyu Corporation.  It was this meeting that provided the necessary 

introduction to the corporation for the purpose of a formal corporate interview in 2005.  

As a result it was also necessary to give a gift (���) to the businessman who had 

provided the initial contact, as well as a card of thanks hand-written in Japanese.  

Hand-written cards of thanks in Japanese were also sent to both the Managing Director 

of Hankyu Corporation and, to my former student’s father who had greatly assisted by 

inviting me to the Lion’s meeting.   
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Figure 3.1: Gatekeeper Network (for corporate interviewing) 
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Source: compiled by author 2006 
Note: This chart is not intended to represent individuals as having hierarchical status over the 
researcher. Rather, individuals are intended to be presented on a linear and equal basis with vertical 
placement representing time. The reason for this placement is to avoid the typical mistake of 
automatically assuming that a researcher is of lower status than the elite participants of the research.  

 

Through this network of informal and formal gatekeepers, and compliance with 

business protocol, barriers normally impenetrable were overcome.  Further to 

overcoming these barriers, it was necessary to adhere to measures of control during the 

collection of data in order to ensure, as best as possible, consistency within the results.  

One key control for interviews is always the act of recording the interview for the 

purpose of transcription (Dunn, 2005).  Recording and transcribing were particularly 

important for this research as the working language was Japanese, not English.  As a 

result, all interviews performed for this research were recorded and transcribed in 

Japanese. 

 

Researcher 

Former student/colleagues 

Father of former student 

Businessperson 

Management, private 
railway companies 

Introductory meeting 

Appointed elite contact 

General Manager, 
Public Relations 

Manager, Public 
Relations 

Corporate 
Interview 
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Control of the passenger/resident survey83 process was more demanding, due to the 

larger sample size and the reality that the researcher was not present during the 

completion of all surveys.  Nevertheless, all survey distribution was managed and 

monitored by the researcher and this prevented duplicate or incomplete submissions.  

Moreover, it increased the opportunity to ensure that ethical concerns84 were fully met.  

It was also stipulated that only one survey per household be completed in order to 

provide the widest pool of participants possible.  Finally, in order to secure these 

controls, the survey was accompanied by a cover page on which such controls were 

listed and to which participants were required to adhere.   

 

3.2 Methodological Schedule and Participant Selection 

 

Of the methods used for this research, the most crucial have been those carried out 

on-site in Japanese, for they enhance the research process and put it in context (Table 

3.1).  This is not to suggest that methods such as the review of English-based literature 

in Australia were not part of the methodological process or insignificant.  Rather, the 

crux of this thesis rests on narratives of the urbanisation of the Hanshin Region and 

within that, the history of Hankyu and Hanshin Groups, as well as the significant data 

generated through field-based methods.  Two and a half chapters are devoted to 

narratives that have been constructed through the method of historiography (Chs.4-6) 

and two and a half chapters are based on primary data that has been generated through 

field-based methods (Chs.6-8). 
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Field immersion was broken into two segments for financial and logistical purposes.  

The first period occurred between July 2004 and November 2004.  In many ways, it 

served as a ground-work phase, necessary to build trust and a relationship with Hankyu 

and Hanshin Groups; it also marked the beginning of collecting Japanese-based 

literature and networking with local Japanese geographers.  The second phase of field 

research took place between July 2005 and November 2005.  The time spent in Japan 

the previous year enabled a quicker engagement with fieldwork in 2005 because much 

of the groundwork had been put in place in 2004.  This had included the need to learn 

new Japanese academic terms and language associated with the research.  

 

The implementation of the methods listed in Table 3.1 involved the participation of 

many people.  As previously mentioned, this research examines the physical setting of 

the Hanshin Region, and processes both internal and external to the two corporations.  

To investigate the inner workings of the companies, methods engaged participants who 

were senior managers (of Hankyu and Hanshin Groups), and passengers/residents of the 

Hankyu and Hanshin railway lines.  Additional research participants, such as 

independent businesses surrounding the railway lines and Japanese geographers, 

provided insight into the historical processes (such as industrial and economic growth, 

and social change), and the setting in which they took place during the urbanisation of 

the Hanshin Region.  The data complemented that collected through historiography.  
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Selection of participants was one aspect of the formal data collection process and was 

one over which control was possible, yet limited due to the need to gain access to the 

participants, by and large, through gatekeepers.  Nevertheless, as illustrated in Table 

3.2, and based on the parameters set by Singleton Jr. and Straits (1998: 458-see table 

note) a satisfactory participation rate for this research was met.   

 

Table 3.2: Formal Data Collection Participants 

 

Semi-structured 
Corporate 
Interviews 

Semi-structured 
Interviews 

(Geographers) 

Semi-structured  
Interviews 

(Businesses) 

Surveys 
(Passengers/ 
Residents) 

3 members of Senior 
Management of 
Hankyu Group 

4 well-known 
Japanese 

Geographers 

5 Businesses 
surrounding the 

Hankyu line 

82 passengers/ 
residents 

of the Hankyu 
line* 

2 members of Senior 
Management of 
Hanshin Group 

 5 Businesses 
surrounding the 

Hanshin line 

55 passengers/ 
residents of the 

Hanshin 
line* 

 
*Note: The intention of the research was to collect 100 passenger surveys from both lines. However, 
due to having limited access to participants on the Hanshin line (lack of acquaintances) the total 
surveys collected for Hanshin passengers totalled 55. This is not deemed to pose a problem for the 
consistency of the results or analysis of the research as “typically studies use a sample of about 50 to 
100 respondents to build codes” (Singleton Jr. and Straits, 1999: 458).  

 

As discussed in Section 3.1.2., attempts to gain access, and the resulting gatekeepers, 

ultimately determined the participants for the corporate interviewing process.  

Following a preliminary interview with the Managing Director of Hankyu Corporation 

in 2004, negotiation with his secretary resulted in the corporate interview, held in 2005.  

The process involved the secretary putting the researcher in direct contact with the 

Manager of the Public Relations Department of Hankyu Corporation: this would ensure 

contact with corporate elite and, furthermore, a department that would be well equipped 

to respond to all things associated with the company.   

 



� ����

In a display of gratitude for this opportunity, the importance of interviewing corporate 

elite and in obtaining responses representative of the corporation as a whole was 

impressed upon the Manager.  This brought about an unexpected, but welcome 

outcome; namely a formal interview with the General Manager of the Public Relations 

Department (most senior), the Manager of the Public Relations Department, (second in 

charge) and the Assistant to the General Manager of the Public Relations Department.  

Further, the Manager of the Public Relations Department distributed the interview 

questions to all senior managers of the corporation prior to the interview, thereby 

ensuring responses that were well-informed and thorough.  In this ‘snowball’ 85 

fashion (Babbie, 2004), the participants of the Hankyu corporate interview were 

selected, the process for Hanshin Group being similar, although with fewer points of 

communication86. 

 

The businessperson who had earlier established initial contact with the Hankyu Group 

was also well acquainted with the Corporate Manager of the Vehicle Division of 

Hanshin Electric Railway Corporation.  A less formal atmosphere at Hanshin resulted 

in direct contact with the Corporate Manager who then arranged an interview that would 

include himself, and the Manager of the Public Relations Office.  This interview came 

at a time when the Manager of the Public Relations Office had just completed the 

compilation of the 100 year history of Hanshin Electric Railway Corporation, thereby 

enabling him to respond on behalf of all of the company divisions and management.  

Thus, the events involving gatekeepers had, by and large, affected the selection of 
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participants for both the Hankyu and Hanshin corporate interviews. 

 

Surrounding the two rail corridors in the Hanshin Region there are businesses that are 

run by Hankyu and Hanshin as well as those that are independently operated.  It was 

deemed relevant to interview some of the latter in order to determine to their 

perspectives on the urbanisation of the Hanshin Region, locational attributes, and the 

influence of Hankyu and Hanshin Groups87.  Participant selection was dependent on 

the willingness of business owners to participate and interviews were collected in a few 

different areas on the Osaka-Kobe lines of both railways in order to provide variation in 

the sample.  A number of business owners declined to participate due to suspicions 

about the research; others were very enthusiastic to complete the survey during quiet 

periods.  Through this process, the selection of participants occurred naturally and 

without the influence of gatekeepers. 

 

Another important aspect of this research was obtaining the perspectives of Japanese 

geographers, particularly as they relate to the history of urban development in the 

Hanshin Region and within that, the influence of private railway groups.  Once again, 

it was necessary to select participants through a network of gatekeepers and this began 

during the first fieldwork phase (2004), at which time the researcher was enrolled as an 

‘Entrusted Researcher’ in the Geography Department of Kwansei Gakuin University (�

����).  This affiliation was important not only for access to libraries and research 

materials but also as an introduction to Japanese geographers working at Kwansei 
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Gakuin University.   

 

Collegial relationships were formed through the geographers in the Kansai Region, 

resulting in an exchange of expertise (both linguistic and geographic) and introduction 

to interview participants.  Although only four geographers were formally interviewed,  

other colleagues also contributed by sharing literature, on-foot walking tours of areas, 

historical railway brochures and maps, and informal discussions88.  

 

Finally, to examine whether or not the promotion of Hankyu and Hanshin’s goods, 

images, and services mirrors that of their consumption, the largest selection of research 

participants involved the passengers/residents of the areas surrounding the Hankyu and 

Hanshin railway lines89.  It was initially intended that passengers be selected randomly 

at key rail stations; but Hankyu Group declined this or even a proposal to speak with 

them informally at the rail stations.  Hanshin Group similarly declined but suggested 

surveying them outside of the station site.  In addition to these complications, there 

was concern with regards to the time required to complete a survey and the apparent 

lack of time for Japanese commuters.  As a result, a new approach for selecting 

participants was established that would provide greater control as well as ensure a 

higher response rate. 

 

Many acquaintances had previously offered to participate in the research or assist in any 

way possible; therefore an opportunity occurred for distributing the surveys through 

acquaintances who, in turn, might distribute them to a wider audience.  Surveys were 

���������������������������������������������������
::� -���-�������*$*$������
�����"
�
���������
�
���""�������
���-�������*$4������
�
�

�
"�	�	�
		���
����'��������������'������������
���	$� �
:)� -���-�������*$*$*�����
�����"
�
���������
�
���""�������
���-�������*$4������
�
�

�
"�	�	������"
�����������	�������������
		�����	M��	�����	$�



� �� �

distributed using in-person, email, internet community90 and postal methods.  In 

particular, former students of the Mount Allison Sophomore Semester in English 

(MASSIE) Program91 made direct contact in order to participate.  All who assisted in 

this way were connected to the researcher’s network of colleagues and acquaintances in 

Japan.  Participant selection had snowballed on the basis of willingness.  

 

Hankyu participants originated from 31 different Hankyu area stations, while Hanshin 

participants resided in 15 different locations surrounding the Hanshin line (Hankyu and 

Hanshin passenger/resident surveys, 2005).  Further, participants were not only spread 

out over the full distance of the two lines between Osaka and Kobe, they were also 

predominantly unknown to each other.  These survey participants can be considered 

representative of the general public of the Hanshin Region as their place of residence 

was not confined to one area.  In this way, the likelihood of passengers/residents 

influencing each other’s responses was reduced.  Finally, although participants were in 

some way connected to the researcher’s network of colleagues and acquaintances, the 

researcher was not directly acquainted with many and did not have the opportunity to 

speak to the respondents, thereby not influencing their responses.  

 

3.3 Methods of data collection 

 

As Whitehand (1992: 4) has commented, the unique characteristics of an urban 

landscape; its ‘genius loci’, is the product not only of the present but also of the past.   

He further argued (2001) that it is necessary to consider the ‘users’ or individuals, 
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‘decision-makers’, corporate and public activities and various economic, social and 

geographical contexts of place.  This is in keeping with the present research which 

seeks to investigate the economic and industrial growth, social change, and locational 

attributes of the Hanshin Region, as well as the management structures, oligopolistic 

competition, corporate branding and consumption of Hankyu and Hanshin Groups.  

The methods of data collection have therefore been designed to investigate these 

processes and setting from a historical perspective.   

 

3.3.1 Historiography and Archival research 

 

The important role played by historical research in geographic investigations has been 

well documented (Roche, 2005; Berg, 1989; Guelke, 1982).  Historical data for this 

thesis was generated by archival documents, secondary sources, official publications, 

autobiographies, and ‘running records’; documents or historical publications kept by 

private organisations (Berg, 1989), in this case, Hankyu and Hanshin.  

 

As McDowell (2002: 75) notes, the method of historiography requires “a variety of 

sources to be examined and compared with one another to achieve satisfactory 

assessment of any historical event.”  This method is particularly salient for the present 

research, which investigates the urban development of the Hanshin Region and within it, 

the influence of two private railway groups.  In response to the first research question, 

archival documents and secondary sources have been particularly useful in piecing 

together a narrative of the main historical processes and locational attributes (i.e. 

archival maps, old newspaper articles, local history books) of the Hanshin Region 

(Chapter 4).    
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The running records of Hankyu and Hanshin Groups have provided a substantial 

amount of detail through which the influence of two private railway groups can be 

considered; however, it was necessary to understand the context in which those sources 

might have been created.  Material may have been polished92, or the corporations may 

have been selective in what information was or was not made public (McDowell, 2002).  

These sources have therefore been cross-referenced with archival and secondary sources 

(Table 3.3) to the greatest degree possible and the narratives found in Chapters 5 and 6 

are the result.  But this point also highlights the relevance of the corporate interviews 

performed for this research as they served to clarify histories and query matters that 

might not normally be published (See Section 3.3.2). 

 

Table 3.3: Historiographic and Archival Materials  

Document Type Location Data Generated/Key Data 

Archival maps Geography Department 
Collection: Kwansei Gakuin 
University;  Nishinomiya 
City Library 

Evidence of the urban 
development of the Hanshin 
Region; Housing maps 
showing property size; 
Topography of the Hanshin 
Region; Location of industries 
in the Hanshin Region 

Archival newspaper articles On-line newspaper archives: 
via Kwansei Gakuin 
University Library 

Articles detailing the 
historical competition 
between Hankyu and Hanshin 
Groups 

Archival railway publications Asahiya Shoten Articles detailing the 
historical competition 
between Hankyu and Hanshin 
Groups and JR 

National land value change 
and analysis records 

Kwansei Gakuin University Land values; Diagram 
showing the relative housing 
value along railway lines 
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3.3.2 Semi-structured corporate interviewing 

 

Corporate interviewing as a geographical method has attracted limited discussion over 

the years (Richards, 1996).  An important exception has been Erica Schoenberger’s 

(1991) work on ‘The corporate interview as a research method in economic geography.D  

In it she observes: “The richness of detail and historical complexity[,] that can be 

derived from an interview-based approach allows one to reconstruct a coherent 

representation of how and why particular phenomena came to be” (Schoenberger, 1991: 

188).  Work by McDowell (1998) on methodological considerations during interviews 

with banking elite in London, as well as McDowell’s (1992) comments on 

Schoenberger’s work, and relevant studies in international business (Welch et al, 2005) 

and political science (Richards, 1996; Moyser and Wagstaffe, 1987), highlight the value 

of corporate interviewing. 

 

Document Type Location Data Generated/Key Data 

Census mesh maps Kwansei Gakuin University Mesh maps displaying the 
population, employment and 
housing statistics of the 
Hanshin Region 

Hankyu and Hanshin running 
records 

Ikeda Bunko (Hankyu-owned 
and managed Museum); 
Hankyu and Hanshin Groups; 
Antique bookstore in 
Hankyu-owned Chayamachi 

Company statistics, slogans, 
corporate plans, and overview 
of companies; The 100-year 
history of Hanshin Group, 
Celebratory publications on 
the history of both 
corporations  

Secondary sources on the 
history of the Hanshin 
Region, and Hankyu and 
Hanshin Groups 

Ikeda Bunko; Kwansei 
Gakuin University Library; 
Geography Department 
Collection: Kwansei Gakuin 
University, Nishinomiya City 
Library, Otani Museum 

History of the Hanshin 
Region (social, economic, 
industrial, transport, cultural, 
urban); Histories of Hankyu 
and Hanshin Groups 

Autobiographies Ikeda Bunko Kobayashi Ichizo’s 
philosophies, vision and 
thinking 
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As a method, corporate interviewing may be associated with studies such as 

McDowell’s (1998), which involved gaining access to, and the interviewing of, a large 

sample of elite bankers.  However, corporate interviewing as a method simply implies 

that an interview takes place at a corporate level (irrelevant of the sample size) with 

corporate elite who possess influence and power within the corporation.  This status 

makes them eligible to respond on behalf of the corporation (Richards, 1996; Moyser 

and Wagstaffe, 1987). Corporate interviewing also involves the difficult process of 

gaining access to those elite, as was done for the present study, as much as the process 

of interviewing itself (Morrill et al, 1999; Cochrane, 1998).        

 

Without the interviewing of corporate elite, it would not be possible to gain “insight into 

the mind-set of the actor/s, [in this case, the two corporations], that have played a role in 

shaping the [Hanshin Region]” (Richards, 1996: 200).  Moyser and Wagstaffe (1987) 

note that “one of its [elite interviewing] great merits is that it lacks the inflexibility and 

narrowness of decisional data methods…thus, ‘behavioural’ evidence can, potentially, 

be created not only to cover such behaviour, but also to reveal information about 

underlying attitudes, interactions and intentions” (Moyser and Wagstaffe, 1987: 18).  

 

To better understand the processes internal to Hankyu and Hanshin over which they had 

control, and the way in which they might have been shaped by external conditions, it 

was necessary to utilise a corporate interview format.  It was also valuable in light of 

the absence of direct communication between scholars and the private railway groups 

that had existed to date (Moriya, 2004; Mizutani, 2000; Wakuda, 1997).  Its format, 

however, needed further consideration.  In particular, it was necessary to work within a 
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framework that provided some structure prior to and during the interview93, yet one 

flexible enough that it allowed for cultural considerations and the need to query certain 

things further at the time of the interview.  A semi-structured interview format that 

would allow for these considerations, both planned and impromptu, was therefore 

adopted. 

 

According to Dunn (2005), semi-structured interviews are “organised around ordered 

[but] flexible questioning” (Dunn, 2005: 88).  Further, a semi-structured format allows 

a researcher to focus on the most relevant areas related to the research questions (Dunn, 

2005), providing the best opportunity for balance between structure and flexibility.  

The interview questions are representative of the ‘structured’ aspect of this type of 

interview format; however, they do not demonstrate the flexible dialogue that took place 

between the researcher and the two corporations in the interview process94.  They 

might appear broad and general in nature, but they are only intended to act as a starting 

point for the interview framework- it is what takes place in the ‘un-structured’ dialogue 

between the researcher and researched that often gets at the heart of the matter 

(Longhurst, 2003).     

 

Although some scholars view semi-structured interviews as informal (Longhurst, 2003), 

the setting of corporate Japan, and the need to respect seniority and power relationships 
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in language and behaviour, renders the atmosphere formal.  Therefore, by combining 

the more formal atmosphere of a corporate interview with the balanced format of 

semi-structured interviewing, the ability to collect data was effectively made possible95.   

 

One further point regarding the use of a semi-structured corporate interview for this 

research must be mentioned:  the method was adapted for the unique corporate setting 

of Japan, thereby allowing the thesis to make also a methodological contribution.  As 

Yeung (1995: 330) has written, “when carefully administered, [a qualitative personal 

interview] may offer greater accuracy and validity because it allows a more 

comprehensive and detailed elucidation of the interplay among strategy, history and 

circumstance.”  Based on my experience therefore, I carefully crafted the interviews to 

reflect: 1) access through a network of contacts; 2) proficiency in the language, not only 

for its terminology but also its honorific (��) emphases; 3) culturally conscious 

behaviour-which includes the required exchange of business cards, bowing according to 

seniority and ensuring the interviewees felt comfortable with the researcher and; 4) the 

cultural protocol of returning favours and/or showing professional gratitude. 

 

The corporate interviews were centred on four key themes96 that were inspired by the 

research questions, particularly the one which queries the influence of two private 

railway groups: 1) the historical involvement of the two corporations in the urban 

development of the Hanshin Region97; 2) the meaning of their corporate slogans and 
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how this may relate to corporate brands; 3) perceived competition between Hankyu, 

Hanshin and Japan Railways; 4) miscellaneous questions providing background 

information on the companies and their diversified businesses.  These themes provided 

a framework for studying the corporations’ management structures, oligopolistic 

competition; and corporate branding – things that might have facilitated their ability to 

influence.  Further, the interview questions associated with those themes referenced the 

long-standing history of the corporations within the context of the region, thereby 

opening the door for the corporate elite to discuss ways in which their strategies might 

have been influenced by processes and setting intrinsic to the Hanshin Region.   

 

3.3.3 Semi-structured Interviewing of Japanese Geographers and Independent 

Businesses 

 

Obtaining the perspectives of Japanese geographers on the urban development of the 

Hanshin Region and within that, the influence of private railway groups provided 

insight from those outside of the corporations.  This insight was particularly relevant 

as the geographers interviewed for this research were themselves railway ‘fans’.  Their 

expertise on private railway groups of the Hanshin Region have resulted in publications 

as well as extensive literary and private railway memorabilia collections (See 	
, 

2004; 200398; Miki, 2003).  These perspectives, combined with data collected through 

an historiography, help confirm the locational attributes and historical processes of the 

Hanshin Region.     

 

Once again, the semi-structured interview format provided the ability to obtain in-depth 
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responses while maintaining a balance between structure and flexibility99.  Inquiry was 

centred on four key themes inspired by the research questions and concerning the 

locational attributes and historical processes of the region: 1) miscellaneous questions 

providing background information on the urban development of the Hanshin Region; 2) 

the perceived influence of the two corporations on the urban development of the 

Hanshin Region; 3) possible inter-play between the strategies of the two corporations, 

locational attributes, and historical processes during urban development and; 4) 

perceptions of the area surrounding the two railway lines.  These themes primarily 

served the examination of key aspects of the region’s urbanisation such as economic and 

industrial growth and social change, and the setting in which they took place.   

 

Separate from the interviews of Japanese geographers, were the semi-structured 

interviews of independent businesses100, which were also aimed at obtaining the 

perspectives of those outside of the corporations.  Questions were asked in person, 

creating more of a discussion between the researcher and the participants.  Further, 

some of the questions encouraged the participants to expand verbally more on issues 

and concerns associated with their business, as they related to the Hankyu and Hanshin 

Groups.  The process was therefore more similar to that of a semi-structured interview 

than to a questionnaire survey.  However, the brevity and design of the questions 

portrayed that of a questionnaire survey, creating a more inviting and less impeding 

approach to the business owners who might not have wished to be disturbed for great 

amounts of time during work hours.  
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The investigation of independent businesses was centred on four key themes which 

were inspired by the first two research questions: 1) the perceived influence of the two 

corporations in the urban development of the Hanshin Region; 2) whether or not 

businesses located near to the Hankyu or Hanshin line, respectively, due to the ‘image’ 

of that place and if so, what that image is; 3) the types of customers of these businesses 

and whether or not they match those targeted by Hankyu and Hanshin respectively; 4) 

perceptions of the area surrounding the two railway lines.   

 

3.3.4 Passenger/resident Surveys 

 

The third research question asks:  Does the promotion of Hankyu and Hanshin’s goods, 

images, and services mirror their consumption by passengers/residents?  In order to 

respond to this, it was essential to examine the experiences of passengers/residents and 

their consumption, both purchased and perceived, of the images, goods and services of 

Hankyu and Hanshin Groups.  If there is a match, consumption by the 

passengers/residents may have contributed to the self-perpetuation of these goods, 

images and services in the areas surrounding the two rail lines for more than 100 years.   

 

Questionnaire surveying seemed a suitable method, as it “is a research method for 

gathering information about the characteristics, behaviours and/or attitudes of a 

population…” (McLafferty, 2003: 87).  McGuirk and O’Neill (2005) also suggest that 

surveys can help establish patterns in responses and how those responses might 

illustrate the unique experience of the place being studied.  Further to this, surveys can 

be user-friendly, relatively open-ended in questioning (allowing for individual thought) 

and require little time for completion.  With this in mind, a well designed survey could 
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allow participants in a relatively short time to reflect, in an open-ended and 

uninfluenced manner, on their perceptions and experiences of the two private railway 

groups and the area surrounding their respective railway lines101. 

 

Surveys, however, are not without limitations; for example, response rates may vary 

depending on the method of delivery.  The survey process for this research was carried 

out in person, via email, internet communities and postal delivery.  In person, 

participants could query the researcher directly, should they not clearly understand any 

of the questions.  Also, as Bridge (1992) suggests, when performing the survey in 

person the response rate tends to be higher than that of postal methods.  Conversely, 

the email-based survey enabled participants to complete the survey at a time convenient 

to them and the return process merely involved attaching the documents to a reply email.  

Although it may take longer for a participant to return the survey via email than when in 

person, email also presents an opportunity for the participant to ask the researcher 

questions via email, and receive an electronic response. 

 

It was important to consider the structure of the questionnaire, if it was to avoid being 

seen as an invasion of privacy, especially with questions related to demographics.  For 

this reason, a relatively non-intrusive format was used.  Participants were not required 

to respond to overly personal inquiry or details such as their birth date, thereby retaining 

privacy for the respondents.  Further, participants were asked to comment first on the 

area102 surrounding the specific railway line nearest to their home (be it Hankyu or 

Hanshin) and then comment on the area surrounding the other railway line.  This 
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pattern of comparison continued throughout the survey. 

 

Survey questions were centred on three key themes which were inspired by all three of 

the research questions:  1) perceptions of the areas surrounding the Hankyu and 

Hanshin railways lines; 2) consumer preference towards the goods and services of the 

two private railway groups; 3) perceptions of the flagship Hankyu and Hanshin 

Department Stores; 4) miscellaneous information on mobility, residence and consumer 

practices.  What might impress one person may not inspire another.  Do 

passengers/residents perceive the areas surrounding the two railway lines as distinct - 

similar to the friends and colleagues of the researcher?103   

 

If these perceptions sustain the proposition that distinctions in place, indeed urban space, 

do exist, then it opens the door to consider their meaning.  What do such patterns 

reflect?  In terms of the first two research questions, what are the main historical 

processes and locational attributes that have influenced these distinctions?  What 

influence do private railway groups have in terms of the unfolding of these distinctions?  

As will be seen in Section 3.4, coding can help make sense of such data by enabling 

data to be quantified, and visible patterns identified (Crang, 1997).   

 

To consider the influence of the private railway groups further, it is necessary to explore 

the relationship between the consumption of Hankyu and Hanshin’s goods, images, and 

services or, as will be discussed in Chapter 5, their ‘brands’.  Participants were asked 

to indicate three words that they felt best described the Hankyu and Hanshin 
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Department Stores.  According to Moore (1997) and Corrigan (2000), the ‘flagship’ 

store of a company is the ‘nerve’ of a brand.  Correspondence and consistency, 

between perceptions of the areas surrounding the Hankyu and Hanshin lines and those 

describing the two department stores, might make more evident not only an attempt by 

both companies to operate within the context of local setting and urban processes, but it 

may also reveal business strategies that intentionally play to those conditions.  To what 

extent were the slogans and attempted ‘branding’ by Hankyu and Hanshin responses to 

the setting, and economic and industrial growth in the Hanshin Region, and to the social 

change that it produced?  This data alone cannot answer the research questions, it must 

be supported by historical narratives, corporate interview data, and visual evidence; 

nevertheless, it is an important piece in the puzzle of understanding the influence of two 

private railway groups.  

 

3.3.5 Photographic and Image-based Documentation  

 

Visual evidence is important because reality can often be captured in an image and this, 

in turn, can become an effective tool for argument (O’Reilly, 2005; McDowell, 2002).  

Photographs have a ‘documentary power’- a sort of ‘virtual witnessing of landscape’ 

(Schwartz, 1996: 35/36).  Further, the combined use of text and images makes it 

possible to cross-examine data in an attempt to understand complex processes (Pink, 

2001; Emmison, 2000).  It is in this context that images, both historical and recent, 

contribute to this research.   

 

Collier and Collier (1986: 162) wrote that “an elementary reality [of photographic 

documentation] is that total documentation is almost always impossible, and if such 
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saturated recording were attempted, we would become engulfed in an overload of 

complex details from which it might be impossible to reconstruct a contextual view.”  

The research questions in this thesis examine historical processes and locational 

attributes of the Hanshin Region, the influence of Hankyu and Hanshin Groups, and the 

consumption of their goods, images and services by passengers/residents.  Evidence of 

these processes, and the setting in which they took place, can be found in both historical 

and recent photographic documentation, thereby providing visual context for 

cross-examination.        

 

Table 3.4 explains the types of photographs collected for the purpose of this research 

and the method involved in their collection: 

 

Table 3.4: Collection process for photographic documentation 

 

Image Source Method of collection 

Historical and archival 
photographs of the Hanshin 
Region, particularly during 
urbanisation 

Secondary sources, Hankyu  
and Hanshin running 
records104 

Location and browsing of  
sources followed by  
scanning of relevant images   
2004-2008 

Historical and archival 
images of Hankyu and   
Hanshin businesses, advertis- 
ements, tickets and posters  

Hankyu and Hanshin  
running records, secondary  
sources 

Location and browsing of  
sources followed by  
scanning of relevant images 
2004-2008 

Present day photographs of 
certain locational attributes of 
the Hanshin Region 

The researcher Aerial, mountain-top and  
ground-level photography of 
key topographical features in  
the Region 
2004-2008 

Present day photographs of  
urban processes such as  
continued industrial areas 

The researcher On-foot exploration and  
photographing of historical  
locations mentioned in  
secondary sources and the  
corporate running records 
2007-2008 
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Image Source Method of collection 

Present day photographs of 
Hankyu and Hanshin advertis- 
ements and posters (inside of  
trains and general railway  
properties) 

The researcher Passage from Kobe to Osaka 
was made on board a Hankyu  
train during which time  
posters throughout the  
carriage were photographed.  
 
Upon arrival in Osaka,  
commercial properties of both  
companies were photograph- 
ed before a Hanshin train was 
boarded to Kobe and posters 
throughout were photograph- 
ed. 
 
Photos of commercial areas  
at other urban centres such as 
Nishinomiya, Amagasaki, and 
Ashiya also took place. In  
these cases, the train was dis- 
embarked mid-passage and  
re-embarked en route for the  
main destination.    
 
Images representing identical  
aspects of both corporations  
were therefore taken on the 
same day on various 
occasions over the course of 4 
years. 2004-2008 

Present day photographs of 
key Hankyu and Hanshin  
urban developments 

The researcher If still present, photographs of 
the same Hankyu and  
Hanshin developments shown 
in archival photos (Chs. 5 and 
6) were taken. As much as  
possible the composition of  
these mirrored the original  
image  
 
Certain images are of general  
Hankyu and Hanshin  
properties and were taken to  
complement narratives 
2004-2008 

Present day maps of the 
Region showing Hankyu and 
Hanshin properties; 
Topographical maps; Maps 
showing the location of 
industries; Mesh maps 
displaying population, 
employment and housing 
statistics; Maps illustrating 
urban growth and the 
presence of the two railway 
lines   

Zenrin Corporation, Hankyu  
and Hanshin running records, 
archival and secondary  
sources 

Location and browsing of  
sources followed by scanning 
of relevant images. Maps  
from Zenrin Corporation have 
been generated first by the  
researcher using computer  
software and then saved as an 
image 
2004-2008 
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The images presented in this thesis have been collected through the method of 

historiography as well as photographic documentation by the researcher.  They 

facilitate an investigation into the locational attributes and historical processes of the 

Hanshin Region, and Hankyu and Hanshin Group’s influence, and the consumption of 

private railway goods, images and services by passengers/residents.  The analysis 

associated with these photographs and images is discussed in Section 3.4.3.  

 

3.4 Data Analysis 

 

Relph (1976: i) suggested that, “the analyses of behaviour or of particular problems are 

so frequently mechanical and abstract, simplifying the world into easily represented 

structures or models that they ignore much of the subtlety and significance of everyday 

experience.”  In collecting the perceptions of individuals as well as in-depth responses 

from Hankyu and Hanshin Groups, Japanese geographers, and independent 

businesspeople, the intention was not to simplify the complexities associated with the 

Hanshin Region; rather, it was to allow subtleties and unique characteristics to stand out, 

while deciphering the present day region and, within that, the influence of Hankyu and 

Hanshin Groups.   

 

This type of analysis “concentrates upon the ways in which space, place and the 

environment participate in an unfolding dialogue of meaning” (Shurmer-Smith, 2003:3).  

In so doing, analysis can demonstrate “patterns, explicit and implicit, of and for 

behaviour acquired and transmitted by symbols” (Kroeber and Kluckhohn, 1952: 357).   

This research employs four methods of analysis related to the nature of data and its 

purpose in the research.  As previously discussed, the method of historiography 
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involves not only the research and gathering of historical information but also the 

analysis of that evidence (O’Connor, 2007).  Historical narratives are substantiated 

through cross-referencing and the chronological and thematic arrangement of material 

(O’Connor, 2007; Ogborn, 2003; McDowell, 2002).  

 

It was earlier mentioned that the present study has also employed two methods of 

analysis commonly used by human geographers in its examination of primary data:  

latent content analysis and manifest content analysis.  These methods of analysis are 

further complemented by an inter-disciplinary approach to visual analysis105. 

 

Latent content analysis involves the investigation of the fundamental meaning of 

communications whereas manifest content analysis helps decipher tangible terms 

located within communication (Babbie, 2002).  The utilisation of both of these 

methods of analysis, when complemented by visual analysis and historiography, is 

likely to produce balanced and inter-connected results that allow for the collected data 

to speak for itself, as well as the complexities of place to be demonstrated (Pink, 2001; 

Berg, 1998).   

 

3.4.1 Manifest content analysis 

 

Dunn (2005) wrote that manifest content analysis enables a researcher to assess visible 

surface contents of research data such as participant surveys.  Generally it refers to 

“those elements [within collected data] that are physically present and countable” (Berg, 

1998: 225; also Fish et al, 2002).  This involves assessment of documents for themes 
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(individual words or phrases) which can be sifted, sorted and tallied into results.  

These results can then provide qualitative substance, or be processed into quantitative 

values, in order to determine dominant themes within the data and ultimately render 

evidence for the answers to research questions.  “By reporting the frequency with 

which a given concept appears in text, researchers suggest the magnitude of this 

observation [which then] is more convincing for their arguments” (Berg, 1998: 226).   

 

The means for sifting and counting data are known as coding.  For example, “coding 

for computer analysis consists of assigning numbers or symbols to variable 

categories…..the categories are answers to questions; and the common practice, which 

simplifies data entry and analysis, is to use numerical codes…” (Singleton Jr. and 

Straits, 1999: 457).  The use of computers for data analysis is increasingly common; 

however, in considering the analysis required for this research, a number of potential 

problems associated with the use of software were considered.   

 

The use of software involves both time and financial commitment and it was necessary 

to weigh this while acknowledging the strengths and weaknesses of various programs 

(Crang, 1997).  Further, while the use of software may speed the process of analysis, it 

might not be able to interpret the underlying meanings of certain data as intended by the 

participant.  This is a significant point when considering the present research and the 

bilingual employment of Japanese and English.  Therefore, software will not be used 

for the purpose of data analysis; rather, data will be manually coded based on the 

dominant themes found in the collected surveys.  

 

With this in mind, a coding scheme “that does not require a separate code for every 
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respondent or case but that adequately reflects the full range of responses” (Singleton Jr. 

and Straits, 1999: 457) has been developed.  These codes are not intended to reduce 

data to inflexible categories solely for the purpose of counting; instead, they act as “an 

aid in making sense of the material, providing the means of conceptually organising 

materials but not an explanatory framework in themselves” (Crang, 1997: 188).  The 

explanation of the data remains the responsibility of the researcher, thereby allowing 

complex and interesting discourses to be woven from the presentation of coded data in a 

manner that is respectful of linguistic and cultural concerns.  

 

A sample of the coding for manifest content analysis, using data from the 

passenger/resident surveys, can be seen in Table 3.5.  The collected data have been 

separated into six codes based on the dominant themes evident in the participant 

responses – those most frequently mentioned.  These categories are:  1) people; 2) 

businesses and facilities; 3) housing and lifestyle; 4) ambience; 5) locational attributes; 

and 6) general.  Although these themes were not envisaged prior to data collection, 

they can be linked back to some of the processes discussed in the vignettes of Chapter 1.  

Further, they are categories under which the data found in Chapter 4, as well as that 

from Chapters 5 and 6, can be considered together.   

 

By allowing the dominant themes of the collected data to act as codes, the results of the 

participants will remain intact without influence by the researcher.  Certain words or 

phrases were used by more than one participant and therefore the coding will indicate 

the number of times all words/phrases appeared in participant responses.  At all times, 

responses of passengers/residents of both railway lines will be shown in comparison. 
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The codes permit participant responses to be directly compared and words, which 

provide very clear images, are not reduced to numbers.  The display of words also 

enables cross-examination of the perceptions of passengers/residents, the locational 

attributes and historical urban processes of the Hanshin Region, as well as the inner 

workings of Hankyu and Hanshin Groups.   

 

Of particular interest is to examine whether or not there are any similarities between the 

perceptions, the goods, images, and services of the two private railway groups, the 

physical setting of the region and characteristics stimulated by industrial and economic 

growth, and social change.  If it is discovered in this research that Hankyu and Hanshin 

Groups developed two distinct corporate brands, and the characteristics of these were in 

response to other urban processes and the setting in which they took place, then 

similarities in perception might suggest that the two private railway groups have in 

some way contributed to distinctions, or at least their persistence in place.    

 

The use of manifest content analysis, as that demonstrated above, provides the results a 

certain amount of reliability.  By displaying words or phrases in a coded fashion, the 

measure of that data enables a researcher to demonstrate reliability and consistency 

(Babbie, 2004).  The present thesis therefore displays frequency of responses (in terms, 

phrases, or the connotation associated with those terms and phrases) as further evidence 

of the distinctions found in the areas surrounding the Hankyu and Hanshin railway lines.  

Further, if Hankyu and Hanshin have developed two distinct brands, the characteristics 

of which have similarity with the passenger/resident perceptions, this frequency will 
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also help shed light on the extent to which symbols of their diversified businesses might 

have contributed in some way to these distinctions. 

 

3.4.2 Latent content analysis 

 

Although latent content analysis might not appear separate from the process of manifest 

content analysis, it is unique in its particular applicability to interviews.  As Dunn 

(2005: 100) notes, “it involves searching a document for themes.”  The interviews 

performed during the undertaking of this research have generated a much more complex 

text from which themes must be established.  In latent content analysis, it is necessary 

to read the collected data, in order to decipher significant themes directly from the text; 

but it is not necessary to code every section of that text (Dunn, 2005).   

 

This form of analysis can also be seen in ‘institutional ethnography’ which examines the 

linkages between daily livelihoods, organisations, and local processes (DeVault and 

McCoy, 2001).  Using interview transcripts to examine these linkages, the analysis 

employed in such investigations does not employ interpretive coding but rather ‘chunks’ 

of transcript that address certain themes or topics (DeVault and McCoy, 2001).  The 

notation of these themes and ideas during the reading process is known as ‘open coding’ 

“and is based on getting as close to the material as possible, both to get a feel for it and 

to avoid missing anything” (Crang, 1997: 186). 

 

Open coding for latent content analysis of interview transcripts is used in the present 

research; enabling the text to be cross-referenced against other data.  For example, the 

results of manifest content analysis (i.e. perceptions of passengers/residents towards the 
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areas surrounding the two railway lines) can be cross-examined with the latent content 

analysis from the responses of the corporate interviews.  This fluid type of approach 

enables connections between the individuals and the corporations to be deciphered.  

For that reason, the open coding will be focused on emergent themes embedded in the 

text from the interviews, rather than individual words or phrases.   

 

The manner in which ‘chunks’ of text from these transcripts are analysed within the 

thesis is known as the ‘writing-IN’ of the research (Cameron, 2000); a matter of moving 

back and forth between the collected data and the main text of the thesis (DeVault and 

McCoy, 2001).  It becomes a matter of establishing a balance between the insertion of 

data, summary of that data and its interpretation within the main body of text (Cameron, 

2000).  As Smith (1998) has written, it is the quoted excerpts of interviews that create 

‘windows within the text’ therefore, excerpts of interview data will appear in text boxes, 

surrounded by summary and interpretive text (as is demonstrated by the text box that 

proceeds this paragraph).   
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Direct quoting from a corporate interview ensures that nothing is lost in translation and 

might clearly reveal how, in this case, Hankyu Group defines one of its mottos.  This, 

when compared with the passenger/resident data could show a direct correlation 

between the vision of the corporation and the perception of its passengers/residents-and 

this would be evidence for certain research questions.  This evidence can be increased 

by using data from other interviews and field methods as described in this chapter. 

 

3.4.3 Photographic analysis 

 

In Chapters 4 through 7, photographs are embedded in the text in order to provide 

“evidence, and to support and illustrate written points” (Pink, 2001: 126).  This style, 

which Latham (2004: 126) calls a “bricolage of text, talk and photography115” has 
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“What is written there has a slightly different meaning than usual- it means to 

strongly produce products that have a feeling of culture, a little bit of unique fun.  In 

my opinion, it is not the usual life-style; it is to supply contents that are reflective of 

elegance and peace.  I think a symbol of this is the Takarazuka Theatre.  I think it 

is to supply a little bit of culture, elegance and refinement, customers can experience 

‘smart’ lifestyle elements.”     

 

    Hankyu Corporate Interview, October 19, 2005 
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become an important tool for urban sociologists, ethnographers and geographers.  It 

can combine “photography, transcript data, academic discussion, and descriptive and 

reflexive passages” (Pink, 2001: 130) in an effective research process.   

 

The images used in this thesis begin with historical photographs found in Chapters 4 

through 6, which illustrate the narratives.  The majority of these photos serve to 

complement the text and will therefore not be formally analysed.  In so doing, the data 

can be observed as a whole and in comparison, illustrating discernible patterns and 

providing documented evidence of the Hanshin Region (Collier, 2001; Van Leeuwen 

and Jewitt, 2001). 

 

Chapter 5, Section 5.5, however, examines the diversified business of Japanese private 

railway groups and how their management structures may have fostered a consistent 

corporate brand.  To do this, historical photographs of corresponding Hankyu and 

Hanshin businesses, historical marketing brochures and railway tickets, will be 

examined using structural visual analysis.  This form of analysis involves the 

examination of visuals in search of set variables (Collier, 2001).  As the analysis aims 

to determine whether or not the Group management structures have fostered a consistent 

corporate brand, thereby marketing a ‘brand’ throughout all of the businesses, the set 

variables for this analysis will be:  1) the presence of the Hankyu or Hanshin corporate 

logo or name and; 2) the general image portrayed in that visual and whether or not it is 

consistent between the various businesses.   

 

In Chapter 6, historical photographs are once more embedded in the text in order to 
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illustrate the narratives.  These photos are also intended to show the increasing 

distinctions between the style of urban development projects pursued by Hankyu, and 

those undertaken by Hanshin.  As Pink (2001) has commented, photographs might 

represent different things to the researcher versus individuals either captured in the 

image, or those involved in the creation of the subject matter that has been 

photographed.  To deal with such differentiating viewpoints, Wagner (1979) suggested 

that subjects of the study view the images and provide analysis.   

 

As the main subjects of this research are Hankyu and Hanshin Groups, and it is their 

goods, images, and services which have been photographed, analytical comments on the 

nature or style of these urban developments will be based on commentary from the 

corporate elite from both corporations.  To achieve this, the images requiring analysis 

have been sent to the same corporate elite interviewed for this research, and from these 

groups one senior official per company has been appointed to complete the task.  In 

keeping with the open-ended nature of certain questions116, the elite have been asked to 

provide three words to describe the urban development project or property (most 

commonly residential properties) captured in the photograph.  As agreed upon with the 

two corporations the words provided will be cited as ‘Hankyu (or Hanshin) employee, 

2008’ to anonymously acknowledge the individual responsible for the data. 

 

Present-day images taken by the researcher, which appear in Chapter 7, have undergone 

the same analysis.  Requesting the corporate elite to provide perspectives on the 

“visual and aesthetic aspects, and spatial character”117 (Garcia et al, 2006: 110) of 
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private railway properties enables the landscape to be deciphered as text (Tolia-Kelly, 

2004: 685).  In particular, Kowaltowski (1998: 302) suggests that the ‘image’ 

portrayed in a photograph and the ‘atmosphere’ of the object(s) are created by deliberate 

design.  To examine the ‘image’ in a photograph, as described by the two corporations, 

enables consideration of whether or not that ‘image’ is deliberately symbolic of the 

corporate brands of Hankyu and Hanshin Groups-and how these may be an extension of 

other local processes and setting.   

 

Present-day images of select urban developments by Hankyu and Hanshin also appear 

in Chapter 7 in order to show the continued presence of these goods, images and 

services in the Hanshin Region.  These photographs are not intended for analysis other 

than to demonstrate that many of these private railway symbols persist to this day.  In 

order to achieve a satisfactory comparison between past and present, archival photos of 

these developments were studied, and the present day locations established.  Then, as 

much as possible the composition of the recent images was set to mirror that of the 

original image.  

 

Finally, maps play a role in this thesis by providing visual evidence of the urban 

development of the Hanshin Region, as well as illustrating the presence of Hankyu and 

Hanshin Group properties, which may have been vehicles for their corporate brands.  

These maps are displayed and labelled where appropriate as a means of providing a 

sense of space and within that, the presence of Hankyu and Hanshin Groups. 

 

3.5 Successes and Problems 
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As outlined in this chapter, the act of research involved a complex series of interactions, 

methods and analyses; its complexity and magnitude made it inevitable that both 

success and shortcomings would be encountered.  The following section briefly 

reviews some of these as they were encountered during the course of research.   

 

Ethics protocol and suspicion 

 

The rules of ethics for the conduct of safe and ethical research within the university 

community are rigorous but created with general principles in mind.  Complex 

research situations, like those in Japan, may present unique requirements and concerns.  

 

Pursuance of generally required ethics regulations could affect the research process in a 

negative manner.  For example, the UNSW ethics protocol requires that all research 

participants receive a project information statement and once they have read and 

understand it, they must sign the consent form in order to take part in the research 

process, acknowledging that they voluntarily agree to participate.  It is a process that 

does not allow for the natural reaction of a participant towards formal documentation, 

especially in a case like that of Japan, where the researcher might be viewed as 

suspicious due to appearance alone.  Data collection for this research, as shown below, 

illustrated precisely the nature of the problem.  

 

Potential apprehension towards such documents is heightened by the Personal 

Information Protection Law (������), passed in April 2005.  The aim of the 

legislation was to ensure the safety and privacy of individuals in a society increasingly 
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concerned by the impact of technology and crime.� Since its establishment, it has 

raised sensitivities and a sense of alarm amongst individuals, causing people to panic as 

soon as they are requested to render information that might disclose their identity in 

some way.  The extreme reactions are often a result of a misunderstanding of the Act 

and its intentions.   

 

“The government has finally begun to address confusion and overreaction caused by 

the Personal Information Protection Law by informing individuals and groups about an 

opt-out clause written into the law. In some cases, oversensitivity in interpreting the law 

has prevented [what may be considered acceptable exchange of information from taking 

place].   Under the law, an individual can choose not to have his or her personal 

information provided to a third party.”  

      The Daily Yomiuri, March 7, 2006  

 

Data collection for this research did not involve the revealing of identity.  In the 

context of the alarm created; however, it is easy to understand why certain individuals 

literally ran away upon presentation of such documentation, an incident (immediately 

evading the researcher) that was encountered during the initial stages of the passenger 

surveys and semi-structured interviews.   

 

As a result, it was necessary to adopt a more flexible approach that accommodated for 

this problem.  For example, more time was spent in creating a relationship of trust 

between the participant and the researcher, by apologising in advance, in accordance 

with Japanese custom, for the complicated documents for they would provide protection 

of personal information (����).  The consent form was altered so that individuals 
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were not forced to choose between participation on the basis of identification versus 

anonymity.  Simply, they were assured that everything was entirely anonymous, and 

by signing their name they were agreeing to participate anonymously.  Without 

flexibility in research methods, this problem could not have been overcome.   

 

Limits to access 

 

The successful use of gatekeepers had resulted in data of good quality being yielded by 

corporate interviews.  Although exceeding what has been available to the public and 

academics to date, and certainly sufficient for the research questions of this thesis, there 

remain certain areas of data that cannot be commented upon.   

 

This problem stemmed in part from the management structure of the private railway 

groups, through which various businesses are overseen distinctly and almost secretively 

by other areas of the corporation.  For example, the Department Store division was 

inaccessible; the researcher was advised that the management of this division is 

independent and would not respond to questions regarding strategies and process.  

Similarly, the General Manager of Public Relations was unable to comment on behalf of 

the Department Store, as this division does not make other sections of the company 

privy to certain information.  Another reason for inaccessibility stems from the reality 

that these corporations cannot be penetrated in their entirety, as corporate business in 

Japan, to this day, retains a certain level of ‘closed-door’ policy.   

 

Problems associated with being an ‘outsider’ 
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On a number of occasions, particularly those during which I was alone and approaching 

independent businesses for the purpose of semi-structured interviewing, my physical 

appearance (of non-Japanese descent) stirred suspicion and caused potential participants 

immediately to turn me away.  The problem would be endemic to a foreigner carrying 

out research in Japan without a network of contacts.  Although the potential 

participants did not directly express their discomfort, their immediate rejection without 

explanation clearly displayed a lack of trust and discomfort based on my being 

non-Japanese.   

 

Formal data collection was heavily reliant on the ability to approach individuals and this 

was highly problematic; yet it was overcome by having a Japanese acquaintance appear 

in the doorway of businesses first, thereby assuring potential participants of my 

trustworthiness and that their privacy would not be violated in any way.  In certain 

locations, where I was acquainted with business owners, the acquaintance would in fact 

walk me from shop to shop and introduce me to other shop owners while requesting 

their participation in the research!  Without a Japanese acquaintance present, 

regardless of my knowledge of language and culture, the volume of data acquired could 

not have been collected. 

 

Lost in translation? 

  

Whether performed by a hired assistant or the researcher, translation and interpretation 

in a foreign field location is a daunting task.  “Translation is not only difficult but also 

dangerous, because it convert[s] a set of experiences and ideas that existed in one 

‘house’ into those of another (Heidegger, 1971:5).  If this task is not performed by the 
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researcher, there is a risk, as Sutherland (2004) notes, of having more than one voice 

influence the interpretation of the text, and these influences could be affected by power 

relations.   

 

In the case of this research, the writer was in the unique position of being fluent in 

Japanese language and culture.  Despite this, even the most qualified 

interpreter/translator or knowledgeable researcher will encounter issues in translation 

and interpretation in a language which has many hidden meanings and is constantly 

evolving.  Further, direct involvement in the fieldwork allowed for increased learning 

of the language specific to this research.  It is possible that terminology pertinent to the 

subject matter and the field of geography may be new to an interpreter or translator 

certified by the National Association of Translators and Interpreters (NATI).  One 

element for ensuring good translation is the display of original Japanese text in its initial 

format, next to the English translation, a practice that has been adopted for the text of 

the present research. 

 

Possible bias 

 

Section 3.2 described the selection of survey participants, and the way in which they 

were representative of the general public of the Hanshin Region.  Nonetheless, it is 

necessary to account for the possibility that survey responses may be biased.  It might 

be argued that as participants were in some way connected to the researcher’s network 

of colleagues and acquaintances answers were swayed.  However, as previously 

explained, respondents were neither confined to one area nor were they generally 

connected to each other.  Further, as colleagues and acquaintances invited friends and 
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family with whom I had no connection or communication to participate, responses 

cannot be seen as influenced by the researcher.  The isolated fashion in which most 

respondents participated suggests that passengers/residents of the Hanshin Region 

generally have similar views that are not biased as a result of the researcher. 

 

3.6 Conclusion 

 

This chapter has detailed the mixed-methods adopted for the purpose of this research.  

Beginning with the selection of participants, the structure and delivery of data methods 

and later the analysis of data, the methods employed in this research have been designed 

to examine the locational attributes, industrial and economic growth, and social change 

of the Hanshin Region, as well as the management structures, oligopolistic competition, 

branding and consumption of Hankyu and Hanshin Groups.  In the next chapter, the 

research begins to examine the historical context in which the Hanshin Region 

developed, and therefore attempts to address the first research question.  

 

�
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Chapter 4 

The influence of locational attributes and historical processes 

on distinctions in the Hanshin Region 

 

 

 

 

 

 

 

 

 

 

 
Figure 4.1 Illustration of the Hanshin Region overlooking Imazu and Nishinomiya: circa 9th Year of 
the Showa Period (1934). Source:�������, 1997118 

  

Translated, the above statement describes the earliest development that occurred in the 

Hanshin Region of Japan: 

  

“Sandwiched between Osaka and Kobe, Rokko Mountain stands out as the backdrop of 

the Region.  This region achieved dramatic development from the Meiji Period 

opening of railways, together with suburban housing and the cottage areas of Osaka 

merchants.”  

 

The Hanshin Region (Figure 4.2) is physically characterised by flood plains which lie 

between Osaka Bay and the mountains (Japanese Geographical Survey Institute, 1990; 
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��, 1998119).  From the Meiji Period (1868-1912) onward, a series of historical 

processes unfolded here resulting in profound change for the region.  The coastal area 

from Osaka to Kobe was developed through industrial and economic growth, railway 

lines, suburban housing, and leisure destinations (�����	, 1997120; Fukutake, 

1980; Fujimori, 1980).  This, in turn, had a number of implications such as social 

change, pollution and the emergence of mass society (Walthall, 2006; 
�, 2004; 

Gordon, 2003; �����	, 1997121).   
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Figure 4.2 Map of the Hanshin Region. Source: ��������	
�, � 46�122. 

 

The historical processes of economic and industrial growth, and social change, when 

combined with the locational attributes of the Hanshin Region, constitute an important 

backdrop for this research.  As this chapter will illustrate, they are the starting point 

from which the distinctions found in the areas surrounding two railway lines can be 

unravelled. 

 

4.1 Locational Attributes 

 

The physical geography of the Hanshin Region is characterised by a narrow belt of 

flood plains set against mountains of strong relief – the highest of which is Mt. Rokko 

(��) at 931 metres above sea level (Japanese Geographical Survey Institute, 1990; 

��, 1998123) (Figure 4.3).  The flood plains constitute an area of land on which 

residences could be constructed, industries could operate and urban-suburban growth 

could take place.  During the Tokugawa Era (1603-1867) national trade and shipping 

routes passed through the coastal part of the region (Taniuchi, 1984).  This coastal 

access continued to play an important role when Kobe and Osaka developed as key 

ports, allowing for the importation of Western technologies and exportation of trade 

goods (�����	���� 9���41�(Figure 4.4)$  Consequently, some of the earliest 

settlement of the region, outside of the Osaka castle domain, took shape along the 
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trading and navigational routes that follow the coast between Osaka and Kobe (Taniuchi, 

1984; Yazaki, 1968)125.   

 

 
Figure 4.3 Aerial view of the Hanshin Region looking west, with the Rokko Mountain Range in the 
background. Source: the author, 2008 
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Figure 4.4 Aerial view of the southern coastal area of the Hanshin Region, looking towards the port 
of Osaka. Source: the author, 2008. 
 

In contrast to the accessibility provided by Japan’s coastal routes, approximately 70 

percent of Japan’s land is considered mountainous, and 66 percent of this mass is 

thought to be forested (��	���������� !"�#, 1993126).  

Conditions such as these had a direct impact on some of the earliest urban 

developments127 (Sorensen, 2002; �����	���� 9�;���	������

���� !"�#, 1993128).  In the Hanshin Region, for example, the limited 
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amount of land available for growth129, combined with the rapid population increase, 

resulted in urban settings of high density (Lutzeler and Ben-Ari, 2004; Fujimori, 1980) 

(Figure 4.5).  So dense was the settlement of the area between Tokyo and Osaka that 

Gottman (1961) called it the ‘Japanese Megalopolis’.  Karan (1997) later extended this 

definition to include Hiroshima ($%), and Fukuoka (&') on the southern island of 

Kyushu (Figure 4.6).    

 

 
Figure 4.5 Overlooking the densely settled Hanshin Region from Mt. Rokko. Source: the author, 
2005. 

 

 

 

���������������������������������������������������
��)� 0�		��
�����#���������
�
�D	�"
����	����	�������C
&��
&"�D�(��/
��������41$�



� �44�

 

Figure 4.6 Contemporary map of the Japanese Megalopolis. Source:  Karan, 1997. 

 

Between 1920 and 1940 coastal cities between Osaka and Kobe were doubling and even 

tripling in population (()*+�,-./012, 2005130).  Today, this 

concentration of population, predominantly in lower-lying areas of the region, can still 

be seen (Figure 4.7).  As illustrated in the map, settlement is confined to these areas 
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due to Osaka Bay to the southwest, and mountain ranges to the north including the Mt. 

Rokko, and Myoken Mountain ranges.  

 

 

 
Figure 4.7 Total population density of the Hanshin Region, 2004. Source:  ��������	

16�131 
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The map illustrates that in general, cities which lie between Osaka Bay and the 

mountain ranges to the north have a total population density of 10,000 to 19,999 people 

per square kilometre (345678, 2005132).  Further, a number of areas beyond 

these places remain unsettled due to the slope of the land being a degree uninhabitable.  

These physical conditions further complicated matters as the development of the region 

was not restricted to population increase.   

 

With Meiji-era urban planning centralised in Tokyo, and the absence of a “system for 

regulating private development and building activity” (Sorensen, 2002: 81), population 

growth was taking place right next to industrial development133 (Fielding, 2004).  

Some have commented that this “nebulous intermingling of traditionally separate land 

uses” (Hebbert, 1994: 71) or “spatial juxtaposition” (McGee, 1991: 5) is typical for 

many Asian cities due to topography, population density and rapid urban development 

processes.   

 

The physical geography has also been of aesthetic and leisure significance to the 

Japanese population (McCargo, 2004).  It was common, and remains popular today, 

for Japanese to retreat to places of natural beauty such as hot springs in the mountains 

or bathing resorts along the coast.  In the Hanshin Region, historically such sites were 

serviced by ‘excursion trains’ that ran exclusively for seasonal sight-seeing (Ogawa, 

1998).  Temporary and permanent resort areas such as those on Rokko Mountain (�
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�), at Ashiya Beach (9:;) (Figure 4.8), and Arima spa (<=>?) were popular 

destinations where locals could enjoy the scenery and be close to nature 

(�����	, 1997134).      

 

To the south of the plains, the coast lining Osaka Bay was once a vista 

of “white sands and green pines along a chain of fine sandy beaches” 

(McCormack, 2001: 29).  In the early 1900s, these beaches were 

converted into ‘bathing resorts’ with temporary tents and facilities.  

Wealthy merchants from Osaka and Kobe travelled with their families 

to these bathing resorts in the summer, as a form of leisure and to enjoy 

the natural setting (McCormack, 2001; Ogawa, 1998; �����	, 

1997135).  The mountainous features of the region were also of interest 

to those who sought to live ‘high’ above others.  

 

Allinson (1984) wrote that since Tokugawa times (1603-1867), residences located on 

higher ground have always been home to the wealthy and social elite.  With easy 

access to the centres of towns, properties in more mountainous areas were coveted for 

their ‘more appealing topography’ which attracted breezes.  Sorensen (2002: 39) added 

that, “the housing ideal of the emerging middle class [during Japan’s modernisation] 

….was modelled on the spacious detached houses of the samurai elite, and the detached 

house with a garden became the goal of all those who could afford it.”  Traditionally 

located on higher ground, the ‘high-city’ of the samurai had: 
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Figure 4.8  
Ashiya Beach 
advertisement
, circa 1935. 
Source:���
����,  
1997= The 
Executive Ex. 
Committee, 
1997. 
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Figure 4.9 One of the large homes of Rokurokuso. Source: the author, 
2004. 

“…green, treed slopes and quiet neighbourhoods [that] provided a powerful vision of 

an ideal kind of urban residential environment, and in great contrast with the 

commoner areas, individual houses had the privacy of a garden surrounded by a wall 

with an entrance gate, and were set in a sea of verdant green.” 

       Sorensen, 2002: 39 

 

Some of the earliest manifestations of this mountain residence ideal can be seen in the 

cottage areas (@AB) of the region; particularly Rokurokuso (�CAD) in the 

mountainous area of 

Ashiya City.  During 

the Meiji Period, a 

select group of Osaka 

merchants retreated to 

the mountains in their 

motorised vehicles for 

holidays and this led 

to the building of 

cottages.  This residential development has traditionally been recognised as ‘high 

class’ and home to the wealthy (�����	�1997136).  The reputation of 

Rokurokuso continues today with exclusive mansions of the rich and famous, 

overlooking the plain (Figure 4.9).  
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The locational attributes of the Hanshin Region such as the mountainous topography 

and coastal border have at times posed a challenge for development; at others they have 

facilitated trade and access.  Further, these features have come to represent natural 

sanctuary or status symbols.  These circumstances have influenced dense settlement, 

and distinct leisure patterns and housing ideals associated with place.  It was also in 

this setting that a series of key historical processes took place, particularly from the 

Meiji Period (1868-1912) onward and these will be discussed in the following Sections. 

    

4.2 Economic and Industrial Growth 

 

4.2.1 Economic Growth and the Modernisation of Japan 

 

The Meiji Period (1868-1912) marked the end of the feudal Tokugawa era (1603-1867) 

and its ‘closed-door’ policies.  The new government adopted a strategy to promote 

industry and high levels of productivity, in order to create a ‘capitalistic economic 

system’ and ‘catch up to the West’ (Jansen, 2000; Hunter, 1989; Masai, 1988; Murata, 

1980).  This modernisation included the building of railway lines, establishment of a 

financial system and currency, new laws governing commercial activity and urban 

planning, and the promotion of private investment and modern industry (Gordon, 2003; 

Fukutake, 1989). 

 

As Gordon (2003: 94) has argued, “agrarian society played a critical role in the 

economic transformation of Japan.  It was a vital source of the labour power, food, tax 

revenues, and export earnings that made the industrial revolution possible.”  Described 
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as exploitative, the government had no option other than to rely on agrarian society for 

finance as there was very little economic activity outside of agriculture at the time 

(Fukutake, 1989; Lehmann, 1982).  According to Fukutake (1989: 17), “farmers made 

up as much as 80 percent of the working population [and therefore] provided the 

over-whelming bulk of government revenue.”   

 

While early economic transformation was funded by agriculture, the government also 

directly invested funds in state enterprises, which imported Western technological 

expertise in an attempt to establish successful industries (Murata, 1980).  Further, the 

government maintained a ‘visible hand’ over Japan’s modernisation at all times while 

encouraging private-sector competition and entrepreneurship.  The economic growth 

of the nation came to depend “on a dynamic mix of state and private initiative” (Gordon, 

2003: 99).  Lehmann (1982: 191) has described this economic environment as a 

‘bureaucracy-business nexus’, which remains characteristic of the Japanese economy to 

this day.   

 

The foundations of this special relationship stem from the Meiji oligarchs – many of 

whom had their own capitalist interests and personally invested in railroad and 

shipbuilding technologies (Walthall, 2006).  Iriye (1989: 729) has argued that the 

oligarchs were “intent on providing national leadership for economic development so 

that the country as a whole would increase production and create industry.”  Economic 

development would ultimately serve not only national interests, but the Meiji oligarchs 

would also financially reward themselves with salaries; sometimes hundreds of yen 
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more than salaries of the general public (Ramseyer and Rosenbluth, 1995; Yazaki, 

1968).    

 

When the economy slowed, “both popular and intellectual opinion blamed the nation’s 

political leaders for lining their own pockets at the expense of the majority” (Gordon, 

2003: 143).  Organisations known as zaibatsu ((E)137 came under particular scrutiny 

at this time for their monopolistic capitalism.  According to Lehmann (1982: 218), 

zaibatsu played a central role in the emergence of Japan’s economy as they “engaged in 

all stages of production and in all sectors of industry; primary, secondary and tertiary.  

Their tentacles, therefore, spread to mining, real estate, textiles, metalwork, shipbuilding, 

construction, shipping, insurance, banking, trade, etc.”  As a result of their activities, 

by the late Meiji period, the Japanese economy was dominated by a narrow group of 

zaibatsu (for example:  Mitsui, Mitsubishi, Sumitomo and Yasuda), who controlled 

affairs “to an extent which no other group of financial or industrial combines have ever 

been able to establish in any other capitalist country” (Lehmann, 1982: 215-216).   

 

The exploitation of long-standing relationships with government representatives and the 

comprehensive involvement in key industries by the zaibatsu would ultimately come to 

an end (Gordon, 2003; Lehmann, 1982).  They were officially disbanded during the 

Allied Occupation due to their economic monopoly (��	���������� 
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"�#, 1993138).  Nevertheless, they were a unique feature of Japan’s economic 

growth and helped power ‘the Workshop of Asia’ connotation that emerged over the 

course of just three decades (1860-1890), and continued well into the next century 

(Gordon, 2003).   

 

Another important feature of Japan’s economic growth was the country’s 

industrialisation, which occurred later than Western nations.  At the turn of the century, 

“manufacturing output rose 5 percent annually - a much stronger performance than the 

worldwide annual growth rate of 3.5 percent” (Gordon, 2003: 96).  It was for this 

reason that Japan came to be known as ‘the Workshop of Asia’, and Japan’s economic 

competitiveness rested on the low wages of its industrial workers139.  The industrial 

growth from the Meiji Period onward went hand in hand with the economic 

development of Japan and therefore, further discussion is warranted here. 

 

4.2.2 The Industrial Growth of Japan 

 

The Meiji government’s program to ‘increase the wealth of the nation’ (FG140) was 

dependent on industrialisation.  The silk industry was the first to be fostered by this 

program – with silk becoming Japan’s most vital export commodity in the early years of 

the Meiji Period (Hane, 1982).  Textiles, including silk and cotton, were to lead 

Japan’s pre-World War I industrialisation.  According to Gordon (2003: 96) “from the 

1890s through 1913, [the] output of silk quadrupled.  By the eve of World War I, 
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three-fourths of these threads were produced by machine, [with] production of cotton 

thread increas[ing] at similar rates.”     

 

The revenue from the textile industry was then used to purchase foreign technology, 

ending Japan’s reliance on the importation of Western-manufactured textiles (Lehmann, 

1982).  Cotton spinning and weaving factories were constructed to produce cloth for 

domestic consumption as well as textiles for export (Walthall, 2006).  Hane (1982) has 

suggested that a conservative estimate of workers involved in the textile industries in 

1913 is about 800,000 people.  With the increased importation of Western technology, 

steam and electric power modernised these industries, but these new forms of power 

also stimulated growth in other sectors (Lehmann, 1982). 

 

In particular, emphasis was placed on heavy industries that would further assist in 

Japan’s modernisation and strengthen its defence capacity (Jansen, 2000; Hunter, 1989).  

Industries such as ship-building, machinery, chemical, electrical, and iron and steel 

production, all benefited from the importation of Western technology and expertise 

(Murata, 1980).  World War I further propelled these industries:  “output increased 

about 3.4 times during 1914-1918, [while] the number of factories having 10 or more 

workers increased to 22,400 with a total of 646,000 factory workers” (Murata, 1980: 

19). 

 

By the end of World War I, Japanese industries were developing and producing faster 

than those of major Western countries (Murata, 1980).  Over the course of 1914-1918, 

the national industrial output had risen from 1.4 billion yen to 6.8 billion yen (Gordon, 
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2003).  However, further international events such as the Depression and World War II 

had a negative impact on their success (Gordon, 2003; Murata, 1980; Kaneda, 1980).  

As the stock market crashed, so did many of Japan’s export commodities.  Production 

decreased, wages were reduced, staff were let go and factories closed (Gordon, 2003; 

Murata, 1980).  Although Japan recovered from the Depression faster than other 

countries, the events surrounding World War II caused a shortage of materials, 

destruction of industrial sites through air-raids and economic turmoil (Murata, 1980; 

Kaneda, 1980).  

 

Lehmann (1982: 197) has written that Japan’s economic and industrial growth was 

made possible by a series of inter-locking processes and conditions.  As evidenced in 

this Chapter, those processes and conditions included:  

 

“1) the political revolution [of the Meiji Period] and subsequent widespread institutional 

reform; 2) the powerful and progressive role of the state; 3) the investment in and 

development of the infrastructure; 4) import and diffusion of Western technology and 

expertise; 5) the rise of an able and dynamic entrepreneurial class with a close symbiotic 

relationship with the state; 6) agricultural growth and diversification; 7) the role of silk 

in generating foreign revenue; 8) the advantage taken from forward linkage effects in 

development of a viable and increasingly competitive textile industry catering in due 

course both to domestic demand and providing revenue from export; 9) the 

development and indeed emphasis given to heavy industry, the increased use of modern 

sources of energy, coal, steam, electricity; 10) cheap labour; 11) militarism and 

imperialism.” 
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The Hanshin Region in particular would come to play an important role in the import 

and diffusion of Western technology, as well as the industrial development of the nation 

described by Lehmann (1982).  To understand how this came to influence distinctions 

that are found in the region and key to this thesis, it is relevant to discuss the specifics of 

its industrialisation.         

 

4.2.3 The Industrialisation of the Hanshin Region 

 

As discussed in Section 4.1, the coastal access provided by the key ports of Kobe and 

Osaka in the Hanshin Region facilitated the importation of Western technologies and 

the exportation of trade goods (�����	���� 9��4�1.  Further, the low-lying 

plains provided favourable conditions for the construction of industrial properties while 

urban planning laws allowed for the mixed-use development of land (Hebbert, 1994; 

Fielding, 2004).  Fujimori (1980: 83) has commented that these circumstances 

equipped the Hanshin Region to be an ‘all-inclusive’ industrial area.    

 

The establishment of modern industries in the region began around the end of the 1890s 

with government factories such as the Osaka Artillery Arsenal (1879) and the Hyogo 

Shipbuilding Arsenal (1883) (Fujimori, 1980).  Following the founding of the Osaka 

Spinning Company in 1882, Osaka came to be recognised as the ‘Manchester of the 

Orient’ (Sakudo, 1994).  By 1892 there were 724 industrial companies in the region 

and although this number decreased to 395 in 1896, then increased again to 488 in 1904, 
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the capital value of these industries consistently rose.  In 1892 the capital value of 

these industries was 23,858 yen; in 1896 it increased to 31,977 yen; and in 1904 this 

amount further rose to 47,217 yen (()*+�,-./012, 2005142).   

 

At the end of the Meiji Period and through the Taisho Period (1912-1926), the area 

underwent industrial development to the extent that it was recognised as the “Hanshin 

Industrial Zone that connected Osaka and Kobe” (HI, 1987143).  In terms of built-up 

areas, number of establishments, number of workers and value of shipments per unit 

area, the Hanshin Region has historically surpassed Tokyo and as such, is recognised as 

the oldest industrial area of Japan (Fujimori, 1980).� Industries produced cement, glass, 

matches, textiles, food, steel and other heavy goods, and chemicals (()*+�,-.

/012, 2005, HI, 1987144; Fujimori, 1980) – a trend which continued throughout 

the Showa Period (1926-1989) (Figure 4.10).        
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Figure 4.10 Map of the distribution of manufacturing in the Hanshin Region. Source:  
International Society for Educational Information, 1970 

 

The industrial development at Amagasaki (JKL and Nishinomiya (MNL is of 

particular interest to this research for the implications it had on place image and 

people145.  Amagasaki has a long-standing history of industrialism; reflected in a 
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historical city slogan:  ‘An industrial city cultivating the economy of citizens’ (OP-

QRSTUVWXYOL�ZHI, 1987146).  The important role played by 

industry in Amagasaki can still be seen today in the city’s logo (Figure 4.11) 

which incorporates the katakana characters for ‘a’ ([) and ‘ma’ (�) (the 

beginning of the city name), and the English letter ‘I’ for industrial (JK

O, 2008147).    

 

As early as 1905, the population at Amagasaki increased by more than 20% as a result 

of nearby industries (()*+�,-./012, 2005148).  The city became well 

known for its production of soya sauce (\]L and steel and chemicals.  The 

production of soya sauce significantly increased after 1867 with capital values over 

30,000 yen per year (HI, 1987), while the majority of national manufacturing of 

chemicals took place in Amagasaki (40.8% of the nation’s total) (()*+�,-./

012, 2005149).  The population and industries in Amagasaki continued to increase – 

by 1916, there were 52 factories in the city and many of the 32,000 people living there 

were factory workers (Yazaki, 1968).  In 1967, over 330,000 people were still working 

in the steel industry alone at Amagasaki (^_$B�`YOab	, cd 46�150).  

 

The rapid growth of these industries resulted in a landscape of smokestacks and 

factories (Figure 4.12).  A survey in 1901 found that there were 2,335 factory 

smokestacks in the region; many of which were located in Amagasaki (Sakudo, 1998).   
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As with the continued importance of industry to the city, this setting continues today 

(Figure 4.13).  The industrial ‘ambience’ that has taken shape over many years is 

noteworthy as the Hanshin line runs through this area151.  This will be addressed later 

in this thesis as it relates to the activities of two private railway groups, and the 

perceptions of passengers/residents of both railway lines.  For the moment, it is 

sufficient to note that industrialisation had already brought growth to the city of 

Amagasaki through processes that did not originate with the railway companies, and 

over which they had no control. 

 

 
Figure 4.12 Industrial area of Amagasaki, circa 1920. Source: ��������	
��, 
2005152 
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Figure 4.13 Present day industrial area of Amagasaki. Source: the author, 2008. 

 

Similarly, to the west of Amagasaki, the city of Nishinomiya was developing through 

industrial growth; particularly that involving sake (eL���.  As early as the 1600s 

(Tokugawa Period) sake was produced in the area of Nishinomiya.  It is believed that 

the locally-produced sake has four characteristics that make it distinct from that which 

is produced in other areas of the country.  These attributes include the use of Yamada 

Nishiki rice (the most famous rice in Japan); the use of miyamizu (water that flows from 

Mt. Rokko); the migration of famous brewers to the area; and the cool winds that blow 

from Mt.Rokko, which slow the fermentation process (fghijk, 2008154).  In 

Japanese the word ‘go’ (hL stands for a place in which there is a high concentration of 
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sake producers.  Accordingly, Nishinomiya has also come to be known as 

‘Nishinomiya go’ (MNh) (MNO, 2008155). 

 

As was the case of heavy and chemical industries in Amagasaki, the sake breweries of 

Nishinomiya inspired a certain ambience.  With the region producing the largest 

volume of sake in Japan, Nishinomiya has 

come to symbolise the success of the 

industry both in capital and in landscape (f

ghijk, 2008156).  The continued 

significance of sake in this city can be seen 

in the persistence of actively producing 

factories next to residential areas (Figure 

4.14), as well as a sake museum (Figure 

4.15) and factory walking route. 

 

 

Once more, the ambience created by this industrial activity warrants further discussion 

in later chapters as it relates to the activities of the private railway groups, and the 

perceptions of passengers/residents of both railway lines.  Hanshin Nishinomiya 

Station157 is within 5-10 minute walking distance of the sake factories, whereas Hankyu 

Nishinomiya-kitaguchi Station was built further to the north – far away from the 

industrial setting.  The present acknowledgement of these processes, however, 
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Figure 4.14 Sake factory in Nishinomiya. 
Source: the author, 2008 
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increasingly demonstrates that a number of historical processes were at work, prior to 

the establishment of the private 

railway groups.  Further, these 

processes influenced the nature of 

certain developments as they 

unfolded.  This becomes more 

evident when the social change 

affected by these processes is 

considered.   

 

 

4.3 Social Setting 

 

A number of academics have written that the industrialisation of Japan was disastrous 

and devastating for many (Gordon, 2003; Ashton, 1984; Lehmann, 1982; Kaneda, 1980).  

At the same time, it might be argued that many Japanese benefited from this 

modernisation, both economically and socially (Walthall, 2006; Fukutake, 1989).  The 

social implication of these events, and particularly the way in which they might have 

influenced distinctions in society, will be addressed in this Section.   

 

4.3.1 Social Change Caused by the Economic and Industrial Growth of Japan 

 

As discussed in Chapter 2, social divisions in Japan have existed since the Tokugawa 

Period (1603-1867) (Gordon, 2003; Sorensen, 2002; Yazaki, 1968); however, it has 

Figure 4.15 Sign at the entrance to the Sake Museum, 
Nishinomiya. Source: the author, 2008. 
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been argued that the word ‘shakai’ (�	), meaning society, first came into use in the 

early Meiji Period (Fukutake, 1989; Gluck, 1985).  As Gordon (2003) has written, 

although social variation was not new, the context in which society continued to evolve 

from the Meiji Period onward was very different from the past.  The Meiji Period 

would involve the centralisation of polity, the development of economy, the 

rearrangement of social classes, international recognition, and the influencing of the 

hearts and minds of citizens (Gluck, 1985). 

 

At the beginning of the Meiji Period a small group of politicians in the new government 

attempted to abolish class divisions; however, farmers and samurai rebelled for fear of 

losing their livelihood and traditional identity (Walthall, 2006).  Motivated by a desire 

to prevent colonisation or subordination by foreign powers (Jansen, 2000; Hunter, 1989), 

democracy, and a capitalist economy were ultimately “achieved through compromise 

with, and not a break away from, the legacy of feudalism158” (Yazaki, 1968: 416).   

 

Waswo (1996) has argued that although the new Meiji government was critical of 

Tokugawa rule, they were hesitant to abolish social structures, as it would mean 

abandoning their own social upbringing.  Fukutake (1989) has argued that the 

utilisation of certain feudal structures for capitalistic purposes meant that modernisation 

took place from the top-down.  This top-driven control, when combined with the 

rapidity of events, caused social imbalances to be accentuated (Fukutake, 1989; 

Lehmann, 1982; Yazaki, 1968).  
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The increasing number of factories required labourers - the majority of whom came 

from rural areas as it was perceived that there was little economic value left in 

agriculture (Murata, 1980; Gluck, 1985).  The national percentage of people living in 

“small, predominantly rural administrative districts, with fewer than 10,000 residents, 

[decreased] from 87 percent in the late 1880s, to 54 percent in the mid-1930s (Waswo, 

1996: 57).  In 1905, the population at Amagasaki and Nishinomiya increased by more 

than 20% as a result of the nearby industries.  By 1909, there were over 296,000 

people employed at industries in the Hanshin Region; 37 percent of the national total.  

The number of industrial employees in the region continued to rise with over 500,000 in 

1914, and a dramatic increase to over two million in 1919 (()*+�,-./01

2, 2005159).   

 

The migration of workers to the industrial areas of Japan not only caused a sudden 

increase in urban population (and consequently the growth of cities), but the factory 

conditions and pay rates caused new social disparities.  Gender differences could be 

seen between labourers and the type of factory in which they worked.  A 

disproportionate number of textile workers were “poorly paid female workers, in most 

cases very young girls from impoverished rural communities” (Hane, 1982: 174).  

According to Lehmann (1982) it was not until the militarisation of the 1930s when the 

number of male factory workers exceeded that of females.  Even at that time, women 

still made up over 40 percent of the total industrial workforce.   
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In 1927, the average daily wage of a skilled male machinist was 2.6 yen and a standard 

work day consisted of 12 hours.  Conversely, women worked 12 to 14 hours a day or 

more depending on the nature of work, and were paid 30 to 70 percent less than male 

labourers (Gordon, 2003).  Not only were manual labourers required to work under 

oppressive conditions (Lehmann, 1982), but the taxes of this period were also increased 

as well as multiplied in type.  According to Gluck (1985: 31) “the combined national 

and local tax burden of each taxpaying household more than tripled between 1897 and 

1912 alone.”  The lot of the lower-income strata during this era was hard to bear; even 

when production was growing and labourers were required, people in this stratum 

starved (Gluck, 1985).   

 

Socio-economic differences could also be seen between factory labourers and their 

managers.  Fukutake (1989: 107-108) has explained that at the same time that more 

blue collar workers were required for production, the growth of white collar employees 

corresponded with the demand “for general management as enterprises expanded, for 

personnel management as organisations grew in size and complexity, and for sales as 

markets became increasingly extended.” (See also Mohwald, 2004; Ishida, 1993)   

 

A large component of Osaka’s population increase was the stratum of white collar 

workers.  These individuals had generally obtained their jobs through educational 

achievement and would come to be recognised as salary man (lmn���) (Walthall, 

2006; Gordon, 2003).  Working in the ‘Manchester of the Orient’, however, came at a 

price:  the rapid concentration of population and factories in Osaka caused urban 

over-crowding and associated problems including: “noise, building vibration, bad 
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smells, air and water pollution and, general environmental problems” (��, 2004: 

13160).  There was a lack of housing for the growing white collar class, and there was a 

desire on their part to move away from these urban ills, therefore, the appearance of 

white collar residential districts more than 15 kilometres outside of the city began (op, 

2000161).   

 

New wealth from secondary industries enabled people to place distance between the 

place of production and residence162, and this created, to some extent, a spatial 

manifestation of social differences (op , 2000163).  Gordon (2003) has argued, 

however, that “within towns and cities, diverse groups of wage labourers, shopkeepers, 

and a new ‘middle class’ of salaried employees of large corporations and state bureaus 

jostled in close proximity.  This would suggest that socio-economic differences did not 

cause the ‘flight of the middle class’ to suburbs (Whitehand, 2001) in the same way 

elsewhere.  Nevertheless, “empirical evidence confirms actual differences in income of 

residents, quality of housing, and degree of congestion” (Allinson, 1984: 177), and this 

was spatially manifested.   

 

Mizuuchi (1995) wrote that the one of the most identifiable spatial patterns of this social 

change was the development of middle-class suburbs based on garden city ideals.  Not 

only were these areas inhabited by the newly wealthy, but “these residential areas [also] 

maintained high building standards, and are still today regarded as being upper-class, 
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owing to both the good housing standards and the wealth of the middle class residents 

[who live there] (Mizuuchi, 1995: 134).   

 

In contrast, other members of society who worked in low-paying jobs were “forced to 

live in miserable shacks” - in urban ghettoes and “in segregated slums in the villages” 

(Hane, 1982: 151).  Yazaki (1968: 366) has described these buildings as “single-story 

nagaya (q:164), with a different family occupying each small room of four and a half 

or six mats (9 x 9, or 9 x 12 ft respectively).  As Sorensen (2002: 93) has commented, 

the development of these slums, which often housed industrial workers, occurred at the 

same time as suburban housing built to cater to the “growing middle class of civil 

servants, white-collar workers, and professionals.”  Not only did these events cause 

increased urban sprawl, but increasingly contrasting living conditions based on social 

status.    

 

Various academics have attempted to chart the social groups of the Meiji, Taisho and 

early Showa Periods.  Gordon (2003) has written that cities of these periods consisted 

of the new wage-earning masses (‘new middle class’), their wealthy employers (the 

nouveau riche), and the ‘old middle class’165.  Walthall (2006) and Lehmann (1982) 

have also supported these divisions of ‘new middle class’, ‘bourgeoisie’ and ‘old middle 

class’.  Gluck (1985) has written, however, that as commentators of the era pointed out, 

Japanese society in these times was more complicated (rstu�	166).  Fukutake 

(1989) has attempted to plot these complexities (Table 4.1); showing the existence of 
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three strata and within those, various sub-groups based on types of employment.        

 

Table 4.1:  Japanese class divisions in 1909, 1920 and 1930 

Class Strata 
percent of total national 

population 

�  1909 1920 1930 

1. Ruling Class 2.3 2.5 2.5 

Imperial family, aristocracy, and 0.2 0.2 0.2 

Imperially-appointed officials �  �  �  

Landlords (more than 5 hectares) 0.9 0.8 0.6 

Capitalists (more than 100,000 yen 1.1 1.4 1.5 

capital and 5 employees) �  �  �  

Pensioners (Imperially-appointed) 0.1 0.1 0.2 

2. Intermediate Strata 36.3 30.4 29 

Lower officials 0.5 0.7 0.6 

Famers (owners-cultivators with 22.7 17.3 15.6 

less than 5 hectares) �  �  �  

Fishermen 2.5 2.4 2.4 

Artisans and retailers 6.8 5.9 6.5 

Independent professional and 3.5 3.7 3.4 

technical workers (doctors,  �  �  �  

teachers, priests, etc.) �  �  �  

Pensioners (lower officials) 0.3 0.4 0.5 

3. Lower Class 61.4 67.1 68.5 

Poor farmers (tenants and part- 39.5 34.9 29.4 

tenants) �  �  �  

Self-employed workers 7.7 8.4 3.4 

Manual workers 13.4 21.4 32.7 

Public employees 0.8 2.4 3 
    Data source: Fukutake, 1980. Table source: the author, 2008. 

 

Social change in Japan occurred markedly from the early 1870s; and although the new 

government celebrated the word ‘society’ (�	), it was not until the early 1900s that 
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social concerns captured their attention (Gluck, 1985).  The tendency to substitute the 

word ‘society’ for ‘economy’ in ideological language meant that many of the social 

changes taking place in this Period happened without monitoring or concern (Gluck, 

1985).  Economic and industrial success was well underway; the next task was 

civilisation and this would involve the creation of a national identity, conscription, 

education, national holidays and an emphasis on all things Imperial (McCargo, 2004; 

Waswo, 1996).   

 

Nevertheless, the rapid industrial and economic growth of the Meiji and Taisho period 

had left society in “disarray, afflicted with ills, beset by economic difficulties, roiled by 

the struggle for survival, upset by labour problems, exposed to dangerous thought, 

threatened by socialist destruction, rent by gulfs between rich and poor, city and country, 

worker and capitalist” (Gluck, 1985: 28; See also Mohwald, 2004).  As discussed in 

this Section, these social changes were inevitably manifested in urban space; in housing, 

employment type, income, and level of congestion (Allinson, 1984).   

 

Mesh maps based on Census statistics show that differences in the settlement pattern of 

blue and white collar workers are evident still today.  Figure 4.16 demonstrates that a 

higher number of production workers and general labourers continue to live closest to 

the coast – the area through which the Hanshin line runs.  Conversely, there is a higher 

percentage of professionals and managers residing in the area surrounding the Hankyu 

railway line (Figure 4.17).  These conditions not only exemplify dissimilarities in 

income and class in the areas surrounding the two railway lines, but as the historical 

evidence in this Section has demonstrated, they originated from historical processes of 
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the region.  As will be seen in the next Section, however, social differentiation in the 

Japanese city also involved ethnicity and race.   

 

 
Figure 4.16 Proportion of Production Workers and Labourers. Source:  ��������	
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Figure 4.17 Proportion of Professional Workers, Managers and Official Workers. Source:  ���
�����	
 16�168 

 

4.3.2 Ethnic and Race Differences 
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Chapter 2 briefly addressed the social rifts which have existed, and continue to exist, for 

the various minority groups in Japan.  Included in these are the Koreans, Ainu 

(indigenous Japanese) and the Burakumin (people who stem from families engaged in 

employments considered to be un-clean such as tanneries or abattoirs) (Kaplan et al. 

2004; Wiltshire, 2004; Kim, 2003; Hane 1982; De Vos and Lee, 1981).  To these, 

Brandes et al (2004) have added the hiyatoi169 (�vw), Chinese, Nikkeijin170 (�x

+), and inhabitants of the Ryukyu Islands who are also known as Okinawans.  

According to Tsuda (1998), ethnic difference in Japan is a social and cultural stigma.   

 

In 1979, Japan ratified the International Covenant on Civil and Political Rights.  In its 

first report to the U.N., Japan stated: 

 

“The right of any person to enjoy his own culture, to profess and practice his religion or 

to use his own language is ensured under Japanese law.  However, minorities of the 

kind mentioned in the Covenant do not exist in Japan.” 

      Human Rights Committee, 1980 

 

This statement is really a denial of the existence of ethnic, religious and linguistic 

minorities in Japan (Brandes et al, 2004: 219).  As Sugimoto (2003) has written, 

however, Burakumin and Koreans are particularly concentrated in the Hanshin Region, 

where the minority population exceeds 10 percent.  What is important about these 

groups as it relates to this research is that the conflict surrounding their existence has 

���������������������������������������������������
�8)� ;���"��'���������
���
���	���������"�������&����
��&�������
��������������
��
��

������(A�
���	����
"�����41$�
�5�� F.�	�������	�����
�
��	��������
��	������;����
���A�
@�"�'�����������
�
�����
'��%�����G�(A�
���	����
"�����47����1�



� �5*�

resulted in distinct segregated residential districts, particularly in the areas of Osaka and 

Kyoto in the Hanshin Region (Yamaguchi, 2005; Gordon, 2003; Hane, 1982).  As can 

be seen in Figure 4.18, which illustrates the homes of Okinawans in Takarazuka City in 

the Hanshin Region, this segregation causes distinct settlement patterns. 

 

 
Figure 4.18 Segregated homes of Okinawans living in Takarazuka City, circa 1963.  Source:  
Yamaguchi, 2005.    

 

According to Yamaguchi (2005) the congregation of Okinawans, particularly in the 

Takamatsu district (further inland from the Muko River), was largely driven by a desire 



� �54�

for mutual support.  Although the land was ‘well-suited for farming’ the general 

conditions were undesirable as it was a back-marsh – humidity and very muddy 

conditions were not uncommon.  These communities also faced problems due to 

“spontaneous settlement and the absence of proper town planning…the streets were not 

straight and the houses were not uniform in size” (Yamaguchi, 2005: 591).  In this way 

distinct settlement patterns involved not only a visible density of Okinawans, but 

conditions were of lower quality compared to other places. 

 

These distinctions in the urban space of the Hanshin Region were not limited to areas 

settled by Okinawans.  Ethnic groups such as the Buraku and Koreans were confined 

to urban ghettoes, due to perceived social stigma, and “the residential segregation 

promoted inevitably through spatial processes dominated by industrial capitalism” 

(Mizuuchi, 2003: 19).  Some of the small wooden houses typical of these slums were 

eventually replaced by concrete apartments through the ‘Low Standard Housing 

Clearance and Improvement Act’ of 1927.  However, poor housing conditions and 

segregation for ‘non-Japanese’ became an issue again in 1947 with the enforcement of 

the ‘Alien Registration Ordinance.’  The spatial manifestation of poverty in the city 

came to have an ethnic connotation once more – adding to it new groups such as the 

Chinese (Mizuuchi, 2003).   

 

The residential segregation of groups such as these was therefore one more contributing 

factor to distinctions found in the urban space of the Hanshin Region.  These social 

histories will be re-visited in Chapter 7 as it relates to the perceptions of 

passengers/residents of the area.  
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4.4 The History of Japan’s Planning and Land Use Laws 

 

The mixed-used pattern of urban development that took place in Japan, including the 

Hanshin Region, was briefly discussed in Section 4.1 (Fielding, 2004; Hebbert, 1994; 

McGee, 1991).  Although urban planning is not the focus of this thesis, it is important 

to consider the planning context in which the processes of economic and industrial 

growth, and social change took place.  The history of urban planning in Japan provides 

further clues regarding the capacity for historical processes and locational attributes to 

influence distinctions in urban space along the Hankyu and Hanshin railway lines over 

time. 

 

As previously discussed, the accelerated modernisation of Japan involved the economy 

evolving from an agrarian base to one of manufacturing (y�, 2004; op, 2000171).  

Such changes required that planning and land-use laws “resolve the urban problems 

inherited from the previous era in order to adapt Japanese cities to new economic 

conditions” (Sorensen, 2002: 45).  The result was the establishment of the Tokyo 

Rebuilding Act (1888) and one year later, the Land-use and Building Restriction Act for 

Tokyo Rebuilding (1889) (Alden and Abe, 1994).   

 

In the Hanshin Region, the prefectural government of Osaka chose to establish a 

committee in 1886 through which a city improvement plan could be produced 

(Sorensen, 2002).  Ultimately, however, it was required that the Tokyo ordinance be 
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“applied to Osaka, Kyoto, Nagoya, Yokohama and Kobe in 1918” (z^{, 2001:5172).  

The attempt to apply the Tokyo Rebuilding Act highlighted the reality that the 

experience of Tokyo could not be superimposed on other Japanese cities; instead it 

resulted in the more comprehensive City Planning Act (1919) which became known as 

the Urban Planning Act (1919) (op, 2000173).    

 

The Urban Planning Act of 1919 “provided the first national legal framework for land 

use controls and urban zoning systems in Japan’s major cities, as well as the provision 

of major roads and other infrastructure and urban land readjustment” (Edgington, 1994: 

184).  The Act was comprised of five main components:  1) A land use zoning system, 

2) The Urban Buildings Law174, 3) An urban fringe growth control system, 4) Public 

facilities designation and, 5) A Land Readjustment system (Sorensen, 2002).  These 

components were enforced by the centralised government of the time. 

 

Local governors were by and large controlled by the national government (Braibanti, 

1950).  Further, all urban plans and city planning budgets had to be approved by the 

nationally-based Home Ministry.  Therefore, the centralised nature of the Japanese 

government directly affected the Urban Planning Act of 1919 in two ways:  1) Tokyo 

maintained control over all planning and budgetary decisions related to city planning 

thereby incapacitating local governments to make locally-based decisions; and, 2) by 

repeating the problems associated with superimposing the earlier Tokyo Rebuilding Act 

there was no allowance for regional variation (Sorensen, 2002).     
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Of particular relevance to this chapter is the minimalism of the Act’s zoning system, 

which consisted only of three main zone categories: 1) residential, 2) commercial and, 

3) industrial 175  (Sorensen, 2002).  The broad intent to separate residential from 

industrial zones created an atmosphere of minimal restriction, thereby providing greater 

freedom to private enterprise in housing and urban development.  This is evidenced by 

the juxtaposition of industrial and residential areas in the Hanshin Region (Figure 4.19 

and Figure 4.20).  Further, the Act was ineffective in certain areas due to its delayed 

enactment176 (Sorensen, 2002).  With this, and the realisation that the experience of 

Tokyo could not be applied on the nation, the regulations could be interpreted in a 

variety of ways.   

 

The political atmosphere of the years leading up to and during, World War II, also 

affected the urban planning environment.  Inevitably, many businesses were affected 

by war mobilisation177; industries faced a shortage of supplies as well as destruction to 

factories (Gordon, 2003; Murata, 1980; Kaneda, 1980).  The centralised government 

became pre-occupied with war mobilisation and this, “put an end to most urban 

planning apart from that necessary for military bases” (Sorensen, 2002: 148).   
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Figure 4.19 Mixed land-use surrounding Hanshin Amagasaki railway station. The area consists of a 
mixture of commercial, residential, and industrial districts.  Scale 1: 15,000. Map source:  ���
������, 	
 8�; Legend source: ������������, 	
 13�178 
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Figure 4.20 Mixed land-use surrounding Hanshin Nishinomiya railway station. The area closest to 
the Hankyu line is predominantly residential whereas the land nearest to the Hanshin line is a 
mixture of residential, commercial, and industrial districts. Scale 1: 15,000. Map source:  ���
������, 	
 8�; Legend source: ������������, 	
 13�179 

 

The legislation of urban planning and land use during the Meiji and Taisho Periods was 

one aspect of Japan’s modernisation.  Although the laws created regulatory features, 

there was also flexibility 180  in implementation in order to allow for ‘market 

mechanisms’ (Alden and Abe, 1994).  This had resulted in a “strong central 

government control over planning initiatives accompanied by weak controls over 

private development activities” (Sorensen, 2002:81).  The product of this framework 
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was a ‘patchwork’ land use pattern through which a variety of urban functions – 

residential, industrial, transport, and commercial – could leave a lasting mark on the 

urban landscape (Fielding, 2004; Hebbert, 1994; McGee, 1991).   

 

As was the case with the physical geography, industrial and economic growth, and 

social change described in this chapter, urban planning and land use laws also had 

spatial implications on the urban development of the Hanshin Region.  While they may 

not have directly influenced social differentiation, they facilitated the growth of a land 

use pattern that was varied and highly mixed.  In turn, this influenced the spatial 

organisation of the urban space of the Hanshin Region.  

 

4.5 Conclusion 

 

The locational attributes of the Hanshin Region have had historical influence on the 

urban development of the area as well as the leisure or lifestyle activities of individuals.  

In this setting, the economic and industrial growth of Japan fuelled the evolution of 

different land uses, social distinctions, and the means with which they could be 

displayed.  The combined processes in the Hanshin Region would be defined as 

‘Hanshin Region Modernism’ (^_|}~���) – the search for a modern lifestyle 

through industrial development, suburban housing areas, leisure activities, and the 

diffusion of Western culture.   

 

As Wiltshire has commented (2004: 85), “the social geography of all cities cannot help 

but be influenced by deep embeddedness in their wider societies.”  This chapter has 
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illustrated how the historical processes of industrial and economic growth, and social 

change, combined with the locational attributes of the region, influenced certain 

distinctions in urban space.  Distinctions in ambience, socio-economic settlement 

patterns, urban development, and leisure activities can be found to have ties to setting 

and events that existed prior to the establishment of Hankyu and Hanshin Groups.   

 

A look at maps of the Hanshin Region from 1894 (Figure 4.21), in the early stages of 

modernisation, followed by one from 1932 (Figure 4.22), provide visual evidence of the 

processes of urban development described in this chapter, and the setting in which they 

took place.  In just over 30 years, the isolated rural communities along the coast 

became a series of inter-connected urban settlements, characterised by a variety of 

land-uses.   

 

It was against this complex backdrop that Hankyu and Hanshin Groups emerged:  a 

second glance at these maps hints at the significant presence of their lines through the 

developed areas in 1932 (neither company was in operation in 1894).  Some 30 years 

after the modernisation of the region had started to unfold, these lines, and that of JR 

(Japan Rail), seem to stand out as both the bond, and passage, from one urban 

jurisdiction to the next (Figure 4.23).   
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The mere presence of these railway lines during a time of such growth and change, and 

in such proximity to one another, raises questions as to their history and what influence 

they might have had, if any, in the distinctions along their two railway lines.  Similar to 

Wiltshire’s (2004) comment regarding the relationship between cities and deep 

embedded processes, the relevance of these companies to the Hanshin Region cannot be 

overlooked. 

  

According to the book entitled ‘Hanshin Region Modernism’ (�������	):  

 

“�������	
���������������������� !

"#���	�$	%&�'(��)*+,-.�/�0�12�'3�45

��6-7	89	:;<=�>?�@��AB����CD�E�F�G

<H:IJK-.�/�” 

      (
�������� 9 �: 28) 

 

“The development of the private railways cannot be separated from the development of 

the Hanshin Region.  Still today, the three lines of JR, Hankyu and Hanshin are 

running side-by-side on the urban area sandwiched between Rokko Mountain and the 

sea.  Therefore the three companies are providing a high quality service to the people 

of the Hanshin Region on various fronts such as heavy competition, price, and speed.” 

     

(The Executive Exhibition Committee, the 9th year of the Heisei Period, 1997: 28). 
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These questions lead to the narrative found in the next chapter (5), which unfolds the 

history of Hankyu and Hanshin Groups; key individuals, events, and actions that 

fostered the unique image of each company, including competition between the two.  

Understanding the history of both companies and in particular, their internal processes, 

is necessary in order to investigate the extent to which two private railway groups have, 

through their diversified businesses, contributed in some way to distinctions in the areas 

surrounding their two railway lines. 
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Chapter 5 

Management structures, competition and the beginnings of 

Hankyu and Hanshin’s corporate brand 

 

     The easterly breeze is the pioneer of spring 

     Open Umeda’s Eastern entrance 

See below the coming and going of the train 

Cross the footbridge in the northern field 

[Excerpt from Mino-Arima Train 

Song]181 

 

 
Background photo: ��������	
, 
�����“��������”182 

 

More than Osaka Castle’s pines183 

Osaka City will be prosperous forever 

Change from the circling train 

And leave for Umeda Station 

 [Excerpt from Hanshin Train Song]184 

 

 
Background photo: Hanshin Department Store, 
Umeda, Osaka. Source: Anne-Louise Semple, 
2004. 

 

The above song lyrics are poems of Japanese cultural appreciation for seasons and 

prosperity – they put into prose some of the locational attributes and historical processes 

mentioned in the previous chapter185.  A closer look at these songs, however, reveals 
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another connotation:  they symbolise two private railway groups and the space through 

which their lines run.  The song for Mino-Arima Railway (����186) resonates with 

images of nature, relaxation and broad lands.  Conversely, the song for Hanshin 

Railway (����) conveys images of busyness, urbanity and progress.  These 

depictions draw attention to an inter-play between geographical setting and processes 

exogenous and endogenous to Hankyu and Hanshin Groups.  Over the course of the 

next few chapters this will be investigated further for its possible influence on the way 

the two groups developed places that were so distinctively different.  

 

Central to this research is the examination of the historical development of these two 

corporations, particularly their management structures, oligopolistic competition, 

corporate brands, and the consumption of their goods, images and services; particularly, 

how these things affected the development of the Hanshin Region.  There is an 

interesting story to be told of how these processes evolved, and interacted with the local 

setting as well as processes that originated external to Hankyu and Hanshin.  This 

chapter is the starting point for that story and it focuses on the management structures of 

Hankyu and Hanshin, competition between the two and the beginnings of their 

corporate brands.187   

 

Following a map (Figure 5.1) which highlights places mentioned in this chapter, the 
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narrative begins with a brief explanation of the company names and the context of 

private railway groups in the Hanshin Region.  It then addresses management 

structures, key individuals, events, and competition that fostered unique images of each 

company.188  Building on this, key elements in the history of urban development by 

Hankyu and Hanshin Groups, will be discussed in Chapter 6, including corporate 

interview data which addresses the evolution of two distinct corporate brands. 
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Figure 5.1 Map of Hanshin Region Source: Zenrin Co., Ltd., 2002  

 

5.1 Defining company names and structure 

 

5.1.1 Hanshin Electric Railway Company 



� �)��

Figure 5.2. Source: 
Hanshin Electric Railway 

Corporation, 2004 

 

In June of 1899, the Setsu Electric Railway Company (�	�
���

��) was founded under the guidance of Sotoyama Shuzo (����) 

and the company applied for permission to open a railway line 

between Kobe (�� ) and Amagasaki 189  (�� ).  When the 

establishment of the company was officially granted in July 1899, 

the trading name was changed to Hanshin Electric Railway Company (���
��

���) (�������� !"#, 2005190), and it is this name that has remained 

throughout the over 100-year history of the company. (See Figure 5.2 for the company 

logo). The name Hanshin (��) is used colloquially by locals, when speaking of the 

company and the area through which its railway line runs.   

 

5.1.2 Hankyu Railway Company 

 

The present day Hankyu company name is a result of a series of changes beginning with 

the establishment of the Mino-Arima Electric Railway Corporation (��$%�
&

����) in 1907.  After 11 years of operating rail services between Osaka and the 

north-west areas of Mino (��), Arima ($%), Ikeda ('() and Takarazuka ()*), 

the Mino-Arima Electric Railway Corporation had received approval to run a non-stop 

service, and was ready to open its rapid service between Osaka (+�) and Kobe (��) 

(,��-.�����, /0 341191).  With this the company changed its name 

to represent its high-speed service; so in 1918 the name changed to Hanshin Express 

Railway Corporation (��-.�����) (not to be confused with the Hanshin 
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Electric Railway Company) (�-�����, 2004192). In later years, transport in 

Japan would become a tool of military mobilisation (Aoki et al, 2000; Mizutani, 2000; 

Saito, 1997; Ike, 1955).  As explained below, it was this period that once more affected 

the name of the company. 

 

A unified railway system was an essential aspect of Japan’s growing militarisation 

(Aoki et al, 2000; Mizutani, 2000; Saito, 1997; Ike, 1955).  This led to the Hanshin 

Express Railway Corporation merging in 1940 with Keihan Railway Corporation (,�

�����) (,��-.�����, /0 34 1193).  By 1943, this merger 

had led to a combining of company names to Keinhanshin Express Railway Corporation 

(,��-.�����).  Finally, in 1973, the “�” (han) character2 representing 

Osaka, and the “-” (kyuu) character which means ‘rapid’, were combined in order to 

become the present day Hankyu Railway Corporation (�-�����) (�-��

���, 2004194) (See Figure 5.3 for the company logo).  For management purposes, 

“the Hankyu Railway Corporation underwent a full reorganisation in April 

2005.  [At that time,] it was divided into a pure holding company, 

Hankyu Holdings Inc. (�-3456789: ) and an operating 

company, Hankyu Corporation (�-���)” (�-345

6789:, 2005195).  Individuals colloquially use the name 

Hankyu (�-) when speaking of the company and the area through which its railway 

line runs.   

 

Despite events and name changes over the years, both Hanshin and Hankyu have 
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established clear identities with their logos, and they are recognisable by their present 

day colloquial names.  Still not clear however, are their inner-workings, and the way in 

which these might have been shaped in some way by locational attributes and other 

historical conditions external to the companies.  These questions are examined further 

in the following Section 5.2. 

 

5.2 The context of private railway companies in the Hanshin Region 

 

Private railway companies are commonly understood to be more developed and 

successful in the Kinki Region196 than in any other location in Japan (including Tokyo).  

So powerful are they that the region has been named the “Empire of Private Railways” 

(Miki, 2003).  Among them, Hankyu and Hanshin stand out because of their widely 

regarded pioneering spirit and business diversification (Cervero, 1998; Kato, 1996; 	

;<, 19911971.  One example of this recognition may be the nickname ‘Hankyu Plain’ 

used to describe extensive high-quality residential areas in the Hanshin Region that 

have been developed by Hankyu Group (Saito, 1997).   

 

The following Section describes the status of Hankyu and Hanshin in relation to railway 

nationalisation, national and international railway examples, and private railway laws.  

However, it does not seek to cross-examine more specific details of urban development 

in relation to Hankyu and Hanshin Groups, for these will be discussed in Chapter 6 in 

the context of Japan’s urban experience.        
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5.2.1 Railway Nationalisation ���������������������������� 

 

In the late 1800s, the Japanese government owned several short railway lines linking 

principal cities such as Tokyo (=,) and Yokohama (>?)198.  While some politicians 

viewed the establishment of rail networks positively as a mechanism for economic 

development and a system of national defence, others feared that railways would enable 

foreign invasion, or were simply an unnecessary extravagance for Japanese society (Ike, 

1955).  Opposition aside, government railways slowly developed and it was these 

railways that ultimately formed the Japan Railway Company (JR) in 1881.  The 

formation of this governing body emerged in response to demands by members of the 

nobility for the development of an enterprise from which they could receive consistent 

income (Ike, 1955).   

 

Japanese engagement in the Sino-Japanese War199 raised new debate over railways.  

Certain politicians argued for a nationalisation of all railroads in order to promote 

transportation, communications and military mobilisation, (Aoki et al, 2000; Mizutani, 

2000; Saito, 1997; Ike, 1955) while others who supported private enterprise argued that 

the chief purpose of investment in railroads was profit, not service provision.  

According to Saito (1997: 3), private railways around Japan were busily engaged in 

profit-making business as “the total track length of private railways was more than 

double that of government railways.”  But political and military demands were strong, 
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and these resulted in the government purchasing 17 private railways and then merging 

them into a publicly-owned system from 1906 to 1907 (Aoki et al, 2000; Saito, 1997; 

Ike, 1955).  This event, known as Railway Nationalisation (��@$�AB) did not 

involve Hankyu and Hanshin. 

 

Following the establishment of the company in 1899, railway passenger services of 

Hanshin Electric Railway Company commenced in 1905 (���
�����, 

2005200) and Hanshin was fully operational at the time of railway nationalisation; 

however, the private railways that succumbed to nationalisation in the Kansai Region 

were:  the Nishinari Railway (CD��) and the Hankaku Railway (�E) (����

���� !"#, 2005201).  Hanshin Electric Railway Company was not taken over 

by the government because it was operating a line between Osaka and Kobe, an area 

already serviced by the Japan Railway Company (JR) from 1874, and was viewed as 

providing a local service, whereas the goal of the Japan Railway Company was to 

provide national infrastructure.  The government, with insufficient budgetary means, 

encouraged private sector investment in local railways, enabling government money to 

be put towards national military mobilisation (Mizutani, 2000).       

 

When Hankaku Railway was nationalised, the dissolved board of directors became 

responsible for the Mino-Arima Railway initiative202.  However, insufficient funds 

prevented the proper establishment of the railway line (Ogawa, 1998); as a result, it was 

not operating or physically available for purchase during the time of railway 
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nationalisation.  The Mino-Arima Electric Railway (present day Hankyu) finally 

commenced business in 1907, after railway nationalisation had been completed (�-�

����, 2004203).  Thus, both the Hanshin Electric Railway Company and the 

Mino-Arima Electric Railway (currently Hankyu) escaped railway nationalisation and 

remained privately owned and operated railway companies.   

 

5.2.2 The Hanshin Region ‘rivals’ 

 

The land in between the Hankyu and Hanshin lines is bisected by the Tokaido main line 

of JR204 (Figure 5.4).  The latter JR was a publicly-owned and operated institution, 

limited to operating railway services only, until 1987 at which time it became private.  

In fact, the pressure to privatise was due to constant profit-loss in the face of successful 

private railway enterprise, such as Hankyu and Hanshin (Saito, 1997).  The 

experiences of Hankyu and Hanshin Groups, as private diversified railways, are distinct 

from the experience of JR and comparisons will therefore not be drawn.  Nevertheless, 

the Japan Railway Tokaido line is included in the grouping known as the ‘Hanshin 

Region rivals’ (�������� !"#, 2005; FC��!"�, 1997205) and 

will therefore be mentioned in Section 5.5 as it relates to competition. 
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Figure 5.4 Aerial photo of Shukugawa, circa 1980, with demarcation of Hankyu, JR and Hanshin 
railway lines (performed by the author, 2007). ��������	
�� 55206

� 

 

5.2.3 Japanese private railway companies in an international context 

 

The experiences of Western private railways were compared with those of Japan in 

Chapter 2207.  Attempts have been made to liken the early cases of American private 

railway management to the diversified business model of Japanese private railway 
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companies; but it is evident that even at their height208, American private railways were 

not complex and diversified businesses through which a corporate brand was 

consistently marketed and possibly consumed by residents surrounding the lines.  The 

Japanese private railways present a scenario that is in certain aspects distinct from 

private railway experiences elsewhere.   

 

This is not to suggest that Japanese private railways were not influenced in any way by 

the experiences of foreign private railway companies.  In 1869 the British Minster to 

Japan, Harry Parkes, was the first to advise the new government of the Meiji 

Restoration that railways could play a vital role in the modernisation of the country 

(Aoki et al, 2000).  Once the government agreed, the funds necessary for construction 

were in fact acquired through the sale of railway bonds in London by an English 

colleague of Parkes, Mr. Horatio Nelson Lay (Aoki et al, 2000). 

 

Foreign expertise continued to influence the introduction of railways in Japan when first, 

British steam locomotives were introduced in 1871 and then, in 1890, electric traction 

was exhibited by a New England company at Tokyo’s exposition at Ueno Park (Demery 

Jr., 2002).  The technological influence of Western railways also played a role during 

the establishment of both Hankyu and Hanshin Railways.  In particular, key 

individuals within the corporations had visited the United States and found the electric 

railways of cities such as New York, to be a good example of engineering to follow in 

Japan.  This resulted in both Hankyu and Hanshin Railways constructing wide-gauge, 

high-speed inter-city trains with foreign-developed engineering methods (�����
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��� !"#, 2005; GH, 2001209). 

 

Demery Jr., (2002) has suggested that the earliest managers of both Hankyu and 

Hanshin Railways, in devising the diversified model of private railway business, were 

influenced by early Western private railways that were active in land speculation.  

Indeed, the earliest Japanese private railway companies (1890s) were often engaged in 

seasonal resort and scenic transport provision (Ogawa, 1998).  Their articles of 

association210 limited business to railway transport and any loss in profit became the 

responsibility of the company shareholders.  This meant that risks associated with 

running other businesses, such as the risk of potential profit loss becoming the financial 

burden of shareholders, were undesirable (Ogawa, 1998).  This ‘passive’ form of 

business (restricting business to railway operations and seasonal resorts) is believed to 

have been based on American and European systems (Ogawa, 1998), that did not 

diversify their businesses aggressively due to the associated financial risk. 

 

According to Demery Jr. (2002), Kobayashi Ichizo (GHIJ), one of the founders of 

Hankyu Railway211, had grand visions of diversified business including amusement 

facilities, entertainment and theatres, housing development, retail, and railway services 

that were not dissimilar to the U.S. examples of P.T. Barnum, Walt Disney212 and Henry 

E. Huntington213.  However, Kobayashi does not allude to any such influences in his 
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autobiography; rather competition with Hanshin, as well as his own interests and 

experiences, were listed as the main reasons behind the businesses he chose to develop.  

In fact, if there is any connection to the Western experiences of land development it 

seems most likely to have been imported by early managers of Hanshin Electric 

Railway as evidenced in their 100 year history214.  

 

The dense population of urban areas has been one factor contributing to the success and 

continued importance of railways within Japan’s urban experience (Saito, 1997).  

Although automobile ownership in Japan has steadily risen since the 1960s (@KLM

N, 2000215), commuting by railway and bus remains the most common form of 

transport in dense urban areas (Nojiri, 1992).  In Western experiences, social, 

environmental and spatial elements have been, and continue to be, strongly affected by 

the automobile (Kaplan et al., 2004; Hall, 2003).  Although recent transit-oriented 

development in Western locations has been aimed at overcoming the effects of the 

automobile, certain hurdles remain.  These include characteristics216 of Western cities 

such as urban sprawl and lack of transport accessibility in more peripheral areas 

(Calthorpe, 2004).  In addition to the urban density, this may be the result of the 

physical setting and public policies.   
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The reality that Japan is predominantly mountainous, (�����OP4Q86R

STU8V��5) and heavily reliant on imported oil, has resulted in rigid controls on 

automobile ownership (Cervero, 1998).  Vehicle and petrol taxes as well as the 

requirement to prove capacity for parking automobiles off-street (due to narrow roads) 

have made car ownership and subsequent usage for commuting less desirable (Cervero, 

1998).  The transport offered in Japan is of high quality and the tax incentives provided 

to company employees for non-automobile commuting are in “contrast with U.S. policy 

where, historically, workers have received the tax-free benefit of free parking” (Cervero, 

1998: 188).   

 

This evidence therefore suggests that although early Japanese private railway 

management may have drawn on some Western private railway cases or technological 

expertise, the information acquired was then adapted to a Japanese context.  For that 

reason, it is argued that the case of Japanese private railways is in some ways dissimilar 

from Western railway examples.  However, despite this and as would be the case 

elsewhere, these companies do not operate without regulation or interaction with other 

organisations.  Hankyu and Hanshin adhere to government directives and laws that 

include those governing business operations.  Knowledge of these laws is necessary if 

one is to explore the level of influence these companies had during urban development.  

The following section therefore examines the general laws governing business 

activities. 

 

5.2.4 Railway-specific laws/regulations 
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Prior to the privatisation of Japan Railways, Japanese private railways were governed 

by the Regional Private Railway Law (WXY��) which recognised that inter-city 

private railways operated differently from nationally-owned railways (Aoki et al, 

2000218).  However, in order to accompany the privatisation of Japan Railways (1987), 

the Railway Enterprise Law (��Z[�) was amended in order to apply to all 

Japanese private urban railways (Akatsuka and Yoshida, 1999).  Therefore, there are at 

present two main laws governing the day-to-day business activities219 of Japanese 

private urban railways: 1) Railway Enterprise Law (��Z[�) and, 2) Railway 

Operations Law (���[�)220.  The most recent amendments to these laws were 

made on March 31st, 2006 (\]N.^_`a, 2007221). 

 

One of the most pertinent aspects of the Railway Enterprise Law, which focuses on 

management, (Section 2, Article 3) is that all private railway companies must obtain 

permission from the Ministry of Transport in order to operate.  This Section of the law 

is important because it is an area of private railway operation that cannot be decided 

within the private railway management structure itself; rather it is one element that is 

monitored and controlled by the government.  For example, in order to obtain 

permission to operate a railway line, or a business outside of railways, the private 
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railway company must submit a comprehensive plan explaining the fundamental aspects 

of how the company proposes to carry out business222 (Section 2, Article 4, #6) (\]

N.^_`a, 2007223).   

 

This requirement to apply for business establishment was also present when Hankyu 

and Hanshin were founded.  Both companies were required to apply for license by 

submitting their ‘articles of association’224 for approval to the Ministry of Transport (,

��-.�����, /0 34 1; �������� !"#, 2005225).  As 

both companies developed, they changed their articles of association to include 

increasingly diversified businesses and these alterations were approved by the 

government (,��-.�����, /0 34 1; �������� !"#, 

2005226).  The growing business diversification of private railway companies is also 

now addressed under Section 3 of the law, where once more, the need to apply for 

approval from the Ministry of Transport is indicated (Section 3, Article 33) (\]N.

^_`a, 2007227).    

 

Therefore, although a private railway company will ultimately have the ability to make 

many in-house decisions associated with the planning of its diversified businesses, the 

plan for the company must first be approved by the Ministry of Transport, thereby 

ensuring quality control.  As earlier indicated, during the establishment of Hankyu and 
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Hanshin, the government had been preoccupied with war mobilisation228 and it relied 

heavily on private railway companies to build railway track as well as develop urban 

areas (Aoki et al, 2000; Mizutani, 2000; Saito, 1997; Ike, 1955).  Further, as Mizuuchi 

(1995) noted, Hankyu and Hanshin maintained high building standards and this in turn 

projected an image of high quality to the government.  For this reason, it is possible 

that Hankyu and Hanshin were permitted to diversify extensively with little restriction. 

 

In the context of the present day Japanese law (Section 3, Article 34) a flexible 

environment exists, albeit for different reasons.  Japanese private railway groups 

demonstrating sufficient ability to perform qualified business internally will be 

submitted to a standard audit, rather than a gruelling application process (\]N.^

_`a, 2007229).  In general, present day Japanese railway planning occurs within the 

private railway company itself: “the planning of railway projects [associated with any of 

the businesses run by the private railway group,] is not done by the Ministry of 

Transport, but by each individual rail enterprise” (Mizutani, 2000: 274).  The role of 

the Ministry, therefore, is to approve a likely high standard of business planning which 

has already occurred within the private railway company.  This suggests a certain level 

of professional expertise within the companies and a respect for that expertise by the 

government when it comes to the business planning approval process.   

 

With these things in mind, the remaining sections of this chapter are centred on the 
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corporate histories of Hankyu and Hanshin Groups; particularly their management 

structures, those who pioneered business diversification, and fierce rivalry between the 

two.   

 

5.3 The management structures of Hankyu and Hanshin Groups   

 

As mentioned in Chapters 1 and 2, Japanese private railway companies operate a myriad 

of businesses, and the structures through which these are managed will be highlighted in 

this Section.  The business diversification of Japanese private railway companies 

represents much more than competition:  it is an exceptional strategy through which 

profit is generated in order to subsidise the operation of the railways (Terada, 2001; 

Mizutani, 2000; Aoki et al, 2000; Wakuda, 1997230).  Further, a variety of business 

ventures provide the companies with the opportunity to gain access to more consumers 

and thus the potential for a wider-spread market.   

 

The diversified businesses also serve as a mechanism through which the logos of the 

companies and their corporate images can be consistently marketed and subsequently 
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made a reality231 .  As Saito (1997: 3) has written, “the major private railway 

companies can no longer be viewed as mere railway or transportation businesses; today, 

they are more like urban developers or local service businesses supporting the lives of 

people living along the railway line”.  The management structures of these businesses 

might therefore be an important component in understanding the influence of Hankyu 

and Hanshin Groups in the urban development of the Hanshin Region. 

 

5.3.1 History of the Japanese Diversification of Private Railway Business 

 

The strategy of business diversification is one for generating profit.  It subsidises the 

railway business and, as a tool of competition, has been the spine of the 100-year 

business success of both companies.  But the strategy also cleverly represents a 

specific engagement with businesses that are closely related to urban life.  These 

include real estate development and sales surrounding the railway lines, construction 

and operation of shopping facilities, and development of the tourist industry (Aoki et al., 

2000).  This decision, to engage in businesses associated with urban lifestyle, has truly 

made the business diversification strategy feasible, because it has stimulated passenger 

transportation and consumer demand.  As will be introduced in this chapter and 

discussed further in Chapters 6 and 7, it has also facilitated the transfer of symbolic 

images or, corporate brands, into concrete representations.  The way in which this 

business model was created by the two companies is highly pertinent to this research. 

 

Inspired by overseas events, Imanishi Rinzaburo232 (bCHJcd, Senior Managing 
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Director of Hanshin Electric Railway (1907-1917), pioneered business diversification 

within the context of Japan’s societal, industrial and economic development.  Those 

early strategies included the opening of an amusement park and the building of rental 

housing along the Hanshin railway line (�������� !"#, 2005; Ogawa, 

1998, Sakuma, 1993 233 ).  In order to understand the evolution of the business 

diversification of Japanese private railways, however, it is necessary to explore further 

the ideas of Kobayashi Ichizo234 (GHIJd, who was a founder of Hankyu Railway. 

 

Prior to Nationalisation, the Hankaku Railway Company headquarters were located to 

the north-west of Osaka in an area that would later be developed by the Mino-Arima 

Railway as Ikeda City ('(e).  Kobayashi attended meetings of the Board of 

Directors and company promoters and it was on these occasions, when Kobayashi went 

back and forth between Osaka and Ikeda, that he “fantasised about corporate planning 

and housing management” (GH, 2001: 164235).  Kobayashi drew his idea from 

existing company housing provided to staff of the largest banks in Japan but was 

cognisant that the area of Ikeda was yet to be populated.  Further to this, he viewed the 

location as optimal because it was in a ‘nature’ setting and the cost of land was low (G

H, 2001236).  Kobayashi, therefore, was to launch into a whole new dimension of 

housing development different from that of Hanshin; namely, ‘new town’ 

development237 (Cervero, 1998). 
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Kobayashi’s management made Hankyu the pioneer of certain businesses.  But it is 

important to note that the reasoning behind Kobayashi’s choice of businesses was not an 

attempt to mimic Western railway examples of land speculation, but a reflection of 

Kobayashi’s unique vision (+f, 1999238).  For example, Kobayashi’s motivation in 

creating the all-female Takarazuka Revue239 ()*ghP4d came from seeing the 

Western-style all boy band of Mitsukoshi Department Store in Tokyo (Robertson, 1998).  

As will be discussed further in Section 5.4.2, Kobayashi saw ways in which business 

could be increased and the desire to engage in creative economies was directly related to 

his personal interests and tastes240.                               

 

It is on the basis of Kobayashi’s vision of diversity that all Japanese private railway 

business diversification was modelled (Cervero, 1998; Kato, 1996; 	;<, 1991241).  

So significant was Kobayashi’s decision-making that the business diversification model 

has often been called the “Takarazuka Strategy” ()*ij) (k�, 1998; 	;<, 

1991242), recognising Kobayashi’s development of the Takarazuka area243.  It has even 

been formally labelled “Kobayashi Ichizo’s Business Method” (GHIJlm�) (n

o, /0 541244), perpetuating reverence for a business man of great vision.  It is 

Kobayashi’s notion of establishing housing, creative economy enterprises and retail - all 

anchored by the railway line - that comprises the present-day model for Japanese private 
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railway diversified business.  With this in mind, the particular diversified businesses of 

Hankyu and Hanshin will be briefly considered. 

 

5.3.2 Diversified business structures 

 

As will be further discussed in Sections 5.4 and 5.5, the history of competition between 

Hankyu and Hanshin Groups demonstrates that Hanshin was the first to diversify into 

the areas of housing and amusement parks (Saito, 1997).  Hankyu and Hanshin have 

come to establish a network of businesses that are unique to each company.  In order to 

understand the present-day corporate functions of Hankyu and Hanshin Groups in the 

Hanshin Region, it is necessary to consider the main areas of their diversified 

businesses. 

 

Hanshin Group’s diversified businesses are divided into six divisions: 1) Transport; 2) 

Retail; 3) Real Estate; 4) Construction; 5) Leisure and Service; 6) Other245.  Dispersed 

throughout these are 70 different businesses246 ranging from the famous Hanshin Tigers 

Baseball Team to less visible sundry shops and kiosks (���
�����, 

2005247).  Compared with traditional notions of railway companies, this diversification 

is clearly beyond transport service provision, and this, as will be seen in Section 5.5, 

provided an opportunity for Hanshin to project a corporate image through all of its 

goods and services.  Yet, it is still surpassed by that of Hankyu. 

 

Hankyu Group’s diversification stretches even more broadly than that of Hanshin’s:  
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an extension of Kobayashi’s earliest strategies to out-perform Hanshin248.  At present, 

Hankyu operates 117 different businesses249 dispersed throughout seven divisions: 1) 

Urban Transportation; 2) Real Estate; 3) Travel and International Transportation; 4) 

Hotels; 5) Entertainment and Communications; 6) Retailing and; 7) Other250 (�-��

���,22004251).  This diversification has enabled Hankyu, like Hanshin, to extend 

well beyond the functions associated with the railway lines, thereby also creating the 

opportunity for Hankyu to communicate its corporate symbols through its diversified 

businesses (See Section 5.5). 

 

5.3.3 Profitable success of diversified business 

 

The strategy of business diversification has been proven a profitable scenario for both 

Hankyu and Hanshin Groups.  In 2006, Hanshin had an operating revenue of 

p299,011 million (approximately $3.5 billion AUD) with assets totalling p416,571 

million (approximately $5.5 billion AUD) (���
�����, 2004252).  But 

once more, the prowess and dominance of Hankyu is evident in the even greater 2004 

operating revenue of p471,483 million (approximately $5.6 billion AUD) with assets 

totaling approximately $16 billion AUD.  This larger revenue and assets has enabled 

Hankyu to be ranked the 13th most powerful railway corporation in the world for profit, 

holdings and service provision (qP4:r74s,22005253).  
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5.3.4 Management structures 

 

With large operating revenues and assets, both Hankyu and Hanshin Groups rely on 

strong corporate management structures to oversee their diverse business activities.  

This type of ‘group’ management structure has been in place since the beginning of the 

companies, as may be seen in viewing Hanshin’s corporate structure of 1907 (See 

Appendix G).  Although these structures alone cannot fully explain the influence of 

Hankyu and Hanshin Groups in the urban development of the Hanshin Region, it is 

important to understand at least the structure through which their businesses are 

managed.  This hints at the links between management structures, decisions made by 

the corporations, and the ability for Hankyu and Hanshin Group to project consistent 

images through their goods and services254.  

 

The present day corporate management structures in general are led by a board, and a 

president.  Below senior management are a series of divisions which represent the 

various diversified businesses.  From these, branches extend to ensure management of 

the many businesses within those divisions (Appendices H, I).  In these corporate 

structures the various business compartments all directly feed into the larger corporation 

with very little separation between levels.   

 

The internal coordination of strategies, decisions and capital is an important 

characteristic of Japanese private railway groups, including Hankyu and Hanshin.  The 

connectivity of their diversified businesses enables the corporation proper to direct the 

activities of all of its subsidiaries, overseeing control; further, it fosters the opportunity 
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for uniform images to be marketed.  As de Ruyter and Wetzels (2000) have 

commented, the ability for a company to maintain image consistency and extend into 

various goods and services depends on its ability to centrally collaborate.  The 

consistent marketing of uniform images through the diversified businesses of Hankyu 

and Hanshin will therefore be further addressed in Section 5.5 as it relates to 

competition.  First, however, the role played by pioneers in creating those images must 

be examined. 

 

5.4 Pioneers of Hankyu and Hanshin Groups 

 

Japanese company employees are generally given to understand that “no enterprise can 

be better than the people engaged in it” (Hasegawa, 1986: 1).  Like a community, 

employees are motivated to work hard for the benefit of the company and managers are 

responsible for directing and inspiring employees.  These responsibilities, to inspire 

and direct, could not have been reflected more strongly than among the earliest 

managers of Hankyu and Hanshin Groups, for they were responsible for creating a 

whole new way of business for private railways.  These companies would ultimately 

represent much more than railway service provision; they would come to symbolise 

innovation, ambition and complex business management.  And the most significant 

managers in their history would ultimately shape the images of the present day 

companies.  This Section of the chapter, then, discusses key individuals and their 

contributions to the development of distinct corporate images255 for Hankyu and 

Hanshin Groups.      

 

���������������������������������������������������
�  � ����
	��������
�������
���&�
��$�



� ��*�

5.4.1 Hanshin’s Early Leaders 

 

Sotoyama Shuzo 	
��	
��	
��	
��2  

 

Under the management of Sotoyama Shuzo256 (Figure 5.6), Hanshin Electric Railway 

applied for approval to build inter-city railway lines and, in 1899, business officially 

commenced (�������� !"#, 2005257).  Sotoyama’s leadership was 

influenced by an earlier business trip to the United States, and also by a young Japanese 

engineer who had spent time studying abroad.  In September 1887, Sotoyama visited 

New York “in order to research progressive business” (�������� !"#, 

2005:23258).  Such business trips were encouraged during the Meiji Restoration as a 

means of obtaining intelligence that would help propel Japan’s modernisation.  During 

the trip, Sotoyama toured the electric railway around Central Park and took an interest 

in the businesses of electricity and electric railways.  This experience influenced 

Sotoyama’s directive for Hanshin Electric Railway to become involved in both 

electricity provision and electric railway services (�������� !"#, 

2005259). 

 

Sotoyama was also influenced by a young Japanese engineer by the name of Misaki 

Shozo (J�NJ) 260, who had spent his high school years (1886-1890) studying at the 
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Hamilton Grammar School in San Francisco.  “Misaki then studied electrical 

engineering, first at Stanford University (1890-1892) and then at Purdue (1892-1894) 

from which he graduated.  Upon graduation in 1894, Misaki spent six months on 

practical training in New York and Chicago, following which he returned to Japan and 

took up employment in an electrical factory” (�������� !"#, 2005: 

24261).  Sotoyama became aware of Misaki three months later, when Misaki was sent 

on a business trip to America to research electric railways, and he decided to recruit 

Misaki for his expertise.  “By going to Misaki’s home to recruit him and have 

discussions on railways, Sotoyama proved his leadership and vision for Hanshin 

Electric Railway” (�������� !"#, 2005: 24262). 

 

Based on Misaki’s advice, Sotoyama’s vision involved the transfer of American-style 

wide-gauge high-speed technology263 in order to build an inter-city electric railway.  

Not only did he instigate the construction of Hanshin’s Electric Railway using this 

technology (construction began in 1900), but his decisions under the guidance of Misaki 

Shozo ensured that the company would continuously pursue an American-style 

technical model.  Sotoyama fell ill in 1905, the year commuter service for Hanshin 

Electric Railway officially commenced, and was forced to step down as manager (��

������ !"#, 2005264).  His brief time as manager and his technical 

contributions of that time, make Sotoyama an important figure in the establishment of 

the company, and the construction of the railway.   He was not involved; however, in 

the evolution of the present day corporate image which has grown out of the 
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diversification of its businesses. 

 

Sugimura Seitaro���������������� 

 

In response to Sotoyama’s sudden illness, Hanshin’s executive director Sugimura 

Seitaro (Figure 5.7) was quickly advanced to the top position in 1905.  His career as 

manager (1905-1907) of Hanshin Electric Railway was even shorter than his 

predecessor due to a disagreement with shareholders (�������� !"#, 

2005265).  With the opening of the Osaka to Kobe service in 1905, this stage of 

Hanshin’s corporate history should have been ground-breaking; however, the potential 

for progress was overshadowed by the instability of corporate management.  This 

would change in 1907 with the appointment of Imanishi Rinzaburo (bCHJc) who 

had a much grander vision for the company and its image. 

 

Imanishi Rinzaburo��������������������  

 

Imanishi Rinzaburo (Figure 5.8) transferred from a management position at Sanyo 

Railway (�t��) to become the Senior Managing Director at Hanshin Electric 

Railway in 1907 (Ogawa, 1998).  Only two years into operation, this period was a 

critical period for Hanshin, particularly as Hankyu was being established, thereby 

raising market competition.  While at Sanyo 

Railway, it is likely that Imanishi was influenced 

by Nakamigawa Hikojiro (uvwxy), who had 

researched railway management practices in the 
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Figure 5.5 Koroen Amusement Park, circa 
1908. Source: �������� 
	
��, 2005 = Research Office of the  
History of Japanese Management 
Foundation, 2005. 
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United States and Europe (Ogawa, 1998).  Inspired by the theme parks of America and 

Europe, and based on the seasonal railway excursions of the earliest private railway 

companies in Japan, Imanishi projected that the construction of amusement parks close 

to the railway line, and in conjunction with railway service, could be a lucrative 

business266 (Ogawa, 1998).  With this in mind, Imanishi oversaw the creation of 

Koroen Amusement Park (1907) (Figure 5.5) north of the present-day Hanshin Koroen 

(z{|) Station (Ogawa, 1998).  As Sakuma (1993) noted, advertisements for the 

park created an image of nature; boating on a lake and strolling through spacious 

gardens that blossomed with plums and cherries in spring. 

 

What is important about Imanishi’s direction is that the creation of Koroen Amusement 

Park by Hanshin preceded similar developments by Hankyu in 1910 (�-����

� , 2004 267 ).  Further, although the amusement park was an attempt to mimic 

American and European theme parks (Ogawa, 1998), the decision to open the park in 

direct relation to a railway stop, owned by the same company, was something quite new 

worldwide.  In the same year and, equally important, Imanishi was also inspired by 

Howard’s ‘Garden City’ model268 at a time when the Japanese industrial revolution 

made city living undesirable (�������� !"#, 2005269).  He thereby 

initiated Hanshin’s involvement in housing through the publication of a booklet entitled 

‘Suburban living recommendations’ (e�}~l���) (�������� !"
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#, 2005270).   

 

Imanishi’s pioneering of private railway diversification involved the creation of 

businesses that were inspired by overseas events, but were created within the context of 

Japan’s societal, industrial and economic development.  His vision was made further 

unique because these businesses were created along the Hanshin Electric Railway line 

and managed by the one company 271 ; thereby creating a pioneering, 

community-integrated, and community-conscious image.  Although Imanishi’s 

leadership in ‘ambitious’ private railway diversification preceded that of Hankyu, his 

role272 in being the first to practice diversified business centred on railways (����

���� !"#, 2005273) is not evident in most discussions on private railways of 

the Hanshin Region.  Further, of the two railways, Hanshin is least recognised by 

scholars for its involvement in urban development274.  Why this should be so might 

have something to do with the key managers who followed Imanishi. 

 

Kataoka Naoki����������������,  Misaki Shozo����������������, and Ozone Kiichiro ���� ���� ���� ���� 

     

Of the early Hanshin Electric Railway managers, Imanishi Rinzaburo would hold the 

longest term; 10 years (1907-1917).  Following his retirement the company once more 

suffered a succession of short-lived managers.  First of these was Kataoka Naoki in 
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1917 (+� 61275), (Figure 5.9) followed by Misaki Shozo (Figure 5.10) only five 

years later in 1922 (+� 111276) (�������� !"#, 2005277).  It was 

Misaki Shozo who had originally advised Sotoyama (See page 160) to employ 

American technology in the building of Hanshin Electric Railway and he continued this 

engineering expertise during his time as Manager.  As previously mentioned Misaki 

was not educated in the areas of business and therefore did not have an impact outside 

of technological advancement on the corporate image as a whole. 

 

Finally, within only 27 years of the beginning of Hanshin’s business, the sixth manager 

to be appointed in 1927 (/0 21278) was Ozone Kiichiro (�������� !"

#, 2005279) (Figure 5.11).  This is not to say that Kataoka, Misaki and Ozone were 

inefficient or did not make an impact within the company.  Rather, the Hanshin 

Electric Railway Corporation280 recognises Imanishi Rinzaburo as the most innovative 

business leader in Hanshin’s corporate history for his pioneering of diversified 

businesses (�������� !"#, 2005281; see also Ogawa, 1998).  He was 

therefore responsible for the foundation of Hanshin’s present day corporate image 

which symbolises the agglomeration of various businesses under the one umbrella.   

 

The lack of more aggressive diversification (in comparison to that of Hankyu) is likely a 

result of the earliest managers, with the exception of Imanishi Rinzaburo, being heavily 

influenced by the pioneering manager, Sotoyama.  Well-versed in the technical aspects 
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of American railways, these managers were skilled in maintaining what had been 

pioneered in earlier days, but Hanshin’s corporate 100-year history text suggests that 

management turnover was too quick for them to have a more lasting and innovative 

impact on the company and its image.  This is an important point, particularly in the 

face of the creation of Hankyu and the competition that development between the two, 

for it is likely to have directly affected Hanshin’s corporate image as one of ‘community 

service provision but not exclusive.’  

 

 

5.4.2 Hankyu’s Early Leaders 

 

Kobayashi Ichizo �� ��� ��� ��� � 

 

In the history of all private railways in Japan, no other figure 

Figure 5.12 Source: �������
�	1982=Hankyu Railway Corporation,  
1982 
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has attracted more attention than Kobayashi Ichizo (GHIJ) (Figure 5.12), one of the 

founders of Hankyu Corporation282.  His innovative management techniques and 

pioneering spirit created the foundation for urban private railway business 283 

throughout Japan; as a result, he has made Hankyu’s name pre-eminent among private 

railways (Demery Jr., 2002; k�, 1998284; Kato, 1996; Kato, 1992).  As earlier 

discussed, however, it was the Hanshin Electric Railway, and not Hankyu, that was the 

pioneer of railway service, residential development and amusement park construction285.  

It is therefore necessary to question why Kobayashi Ichizo is recognised as the creator 

of the Japanese private railway business model and how this has affected the present 

day image of Hankyu Corporation.  This requires an historical overview of 

Kobayashi’s beginnings, initiatives as Manager of Hankyu, and his philosophies.  This 

is particularly important as Kobayashi is virtually revered still today as the founder of 

Hankyu’s corporate image (See Figure 5.31).   

 

Kobayashi was very creative and had a desire to achieve grand things.  At a young age, 

he imagined himself a novelist, but ultimately decided to pursue a career in the business 

world in order to have a notable lifestyle; one in which he could follow his great interest 

in public opinion and public trends (GH�/0 371286).  These skills and interests 

would ultimately play an important role in the development of Hankyu and its corporate 
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image.  

 

Kobayashi began his business career at the Mitsui Bank (J��.) in 1893 (Demery 

Jr., 2002) and from it learned financial planning and investment (Ogawa, 1998).  

Following the dissolution of the Hankaku Railway (See Section 5.2.1) in 1907, 

Kobayashi was encouraged by his former boss287 of the Mitsui Bank to help turn the 

Mino-Arima Electric Railway Company into a profitable business venture (Ogawa, 

1998).  This proposal was of interest to shareholders as Kobayashi was known for his 

innovative ideas, particularly those related to residential development and 

management288, in conjunction with railway service (�-�����, /0 571

289).  Thus, Kobayashi took on a central management role in the establishment of the 

Mino-Arima Electric Railway in 1907.  

 

Kobayashi was not only equipped with ideas but was 

also determined to turn them into successful ventures.  

The Mino-Arima Electric Railway “ran through rough 

fields touching virtually no areas of high population or 

traffic” (Kato, 1992: 69) (Figure 5.13) providing 

Kobayashi with a blank canvas on which to build.  

This is the first instance in which Kobayashi’s 

management style became distinct from that of Hanshin.  Although there was still 
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vacant land for development throughout the region, the latter’s line had been built 

around existing population290 - and this is why the line frequently curves.  The 

residential properties created by Hanshin291 were to serve an existing population and to 

accrue profit; whereas Kobayashi sought aggressively to attract new residential 

population, in order to create fare-purchasing passengers for the Mino-Arima Electric 

Railway and stimulate housing profit.  As will be discussed further in Chapter 6 using 

primary data from the corporate interviews, the nature of existing settlement patterns 

and particularly the type of people inhabiting them, might have impacted corporate 

strategies for attracting people.  What is understood is that so determined was 

Kobayashi to make housing synonymous with railway progression that he delved into 

innovative techniques for attracting people.  

 

One such technique included selling houses at cost.  Further to this, he “directed 

[Hankyu] company employees to buy houses” (Demery Jr., 2002: 4) and developed a 

monthly instalment plan which could be paid at the company headquarters in Umeda, 

Osaka.  Using the railway terminal, which also served as company headquarters, as the 

place to collect payments was a convenience for company employees who commuted 

between Osaka and their new homes, and it also saved the company the cost of 

maintaining branch offices (Demery, Jr., 2002).  This strategy of ‘killing two birds 

with one stone’ became the centrepiece of Kobayashi’s efforts.  It can be illustrated by 

considering the second point which sets Kobayashi’s management apart from that of 

Hanshin. 
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In competition with Hanshin’s Koroen Amusement Park, Kobayashi initiated the 

construction of Takarazuka ‘Paradise’292 ()*����:) (Figure 5.14), which 

opened in July 1912  (,��-.�����, /0 34 1293).  The leisure 

complex housed hot springs facilities and Japan’s first indoor swimming pool.  

However, unlike most of Kobayashi’s business ventures, the facility failed to attract 

customers, in part because the pool was unheated and the icy waters kept customers 

away (Robertson, 1998).  Undeterred, Kobayashi covered over the pool294 and created 

new ventures on the same site ranging from a botanical garden to a zoo, and most 

famously, a theatre (	;<, 1991295).  From 1913 this theatre would become home to 

the present-day icon Takarazuka Revue ()*g�P4 ): an all-female cast 296 

performing musicals of world-class calibre; a business venture now synonymous with 

Hankyu’s corporate brand (Figure 5.15).  This 

move by Kobayashi steered Hankyu well beyond 

amusement park facilities and into the creative 

economy of entertainment.  Although his 

intention was to provide theatre for the masses (G

H, 2001297), Kobayashi’s entertainment and amusement initiatives created the image 

that Hankyu was cultured and refined (��.������D )1�):1.                          
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During the era in Hankyu’s history known as the ‘pioneering of interurban transport’, 

Kobayashi instigated the creation of Japan’s first terminal department store (�-��

����/0 571299).2 The first incarnation in 1925, called the ‘Hankyu Market’ 

(Figure 5.16), sold cooking goods and daily necessities as well as having a cafe, all 

directly managed by Hankyu (�(,2004300).  This move was well beyond the earlier 

business diversification of Hanshin Electric Railway and solidified Kobayashi’s position 

as the ultimate entrepreneur in Japanese private railways.  It also increased Hankyu’s 

image as an innovative pioneer and provided a new outlet through which people could 

consume the goods, images, and services of Hankyu.  Justification for the store was his 

realisation that more than 100,000 people were commuting to and from Osaka each day 

and that every person was a potential shopper, (GH, 2001301; Demery Jr., 2002).  The 

market soon became a full-fledged department store in 1929 (�-�����, 

2004302) (Figure 5.17) with several floors of goods, all overseen by Hankyu.     
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Although he did not pursue his original dream of becoming a novelist, Kobayashi’s 

talent for writing, as well as his PR and advertising skills, helped create a corporate 

image of Hankyu.  He ultimately became the pioneer of the business model for 

Japanese private railway diversification, and this research suggests that he was largely 

responsible for setting the experience of Hankyu apart from that of Hanshin, by: 1) 

intertwining well-balanced businesses that ultimately made the operation of the railway 

profitable; 2) venturing into new business areas such as the terminal department store; 

3) adopting innovative and aggressive ploys to build a railway empire; and 4) providing 

consistent and stable leadership to a young enterprise (Aoki et al, 2000; Cervero, 1998; 
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Kato, 1996; 	;<, 1991; Kato, 1973303).   

 

Often recognised as a modern day Hideyoshi304 (Kato, 1992), Kobayashi’s general 

thinking was to provide real customer service and sell quality goods that were popular, 

at inexpensive prices.  If successful, this system would keep overall management 

expenses low and goods could be sold for inexpensive prices (GH�/0 361305).  

However, Kobayashi’s business decisions produced much more:  they established a 

progressive, innovative, and powerful image of Hankyu Group which was quite distinct 

from that of Hanshin Group; in particular it was more ambitious.  This history reveals 

the beginnings of distinctions between the companies which would result in profit and 

image competition.  Key elements of this competition are relevant to further 

understanding the corporate brands and the capacity for the two companies to influence 

urban development.   

 

5.5 The History of Competition Between Hankyu and Hanshin Groups. 

 

The documented history306 of competition between Hankyu and Hanshin describes 

individual company triumphs.  For example, a newspaper article in 1919 reported  

Hanshin Express Railway (present day Hankyu) lines used the biggest express cars with 

competitive times over those of Hanshin Electric Railway (������,2+� 81
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*�51$� � Just two months later, local newspapers reported that Hanshin Electric Railway 

had plans for an express train in response to competitive standards set by the Hanshin 

Express Railway (present day Hankyu). (��������+� 8 1*�:1� � The fierce 

competition between the two companies to deliver better service in both time and 

comfort is also evident from old Hankyu train posters announcing decreases in 

commuting times between Osaka and Kobe (Figures 5.18, 5.19).   

 

   
Figures 5.18 and 5.19:  Hankyu train posters announcing the number of minutes for travel between 
Osaka and Kobe, circa 1929 and 1933. Source: ��������,1982309 

 

Sakai (1997: 60) has written that the pre-war catchphrases of Hankyu, Hanshin and JR 

(Japan Railways) were motivated by competition between the three.  Hanshin’s 

original slogan was “Ride without waiting” (�������) and to this, Hankyu 

responded with “25 minute express to Kobe’s downtown Sannomiya” (��lu�J

���- 25 �d.  As previously mentioned, the land between the Hankyu and 

Hanshin railway lines is bisected by the JR line and as such, JR competed for rail 

service by crafting the catchphrase:  “Before you have the chance to wait the next train 

will come” (�� ¡¢£¤¥¦§�d.  Hankyu was quick to react to the increased 
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competition by changing their motto to:  “You only have to wait 12 minutes” [for a 

train] (��¨¢ 12�d.      

 

The goal, fuelled by technological advances, was to deliver reliably the quickest 

commute between the two major cities; however, the competition between Hankyu and 

Hanshin would soon be played out in other businesses.  This, in turn, would further 

propel the evolution of images associated with each company, and the corporate 

symbols associated with these started to appear in the urban space310.  The following 

Sections will address the nature of competition between Hankyu and Hanshin Groups, 

and the way in which it further stimulated two distinct corporate images.  In particular, 

Sections 5.5.2 and 5.5.3 will examine both historical and recent brochures, as well as 

items displaying corporate logos, in order to introduce the emergence of these images in 

urban space, as an extension of two corporate brands311.  

 

5.5.1 Competition between diversified businesses 

 

Both companies received financial backing from Kitahama Bank (©?�.) during the 

critical early years under the management of Imanishi Rinzaburo and Kobayashi Ichizo 

(,��-.�����, /0 341312).  This created an obsession in Kobayashi 

to ‘catch up’ with Hanshin, which had pioneered rail service, housing, and an 

amusement park in the area.  Performances of both companies were reviewed by the 
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same group of bank shareholders, and it is believed that Kobayashi’s obsession to 

perform better than Hanshin in order to secure continued finance was the motivation 

behind Hankyu’s aggressive business diversification- a strategy divergent from that of 

Hanshin at the time (Ogawa, 1998).  This competitive spirit flowed into the diversified 

businesses of both Hanshin and Hankyu. 

 

As noted previously, Hankyu became the first to open a terminal department store in 

Japan with its Hankyu Market in Umeda, Osaka in 1925 (�(, 2004313).  Hanshin 

responded with the founding of its own terminal department store (Hanshin Mart) in 

Umeda, Osaka, directly across from that of Hankyu in 1937 (�������� !
���������������������������������������������������
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"#, 2005314) (Figure 5.20).  With both stores selling general sundries and daily 

household needs, Hankyu decided to change its management principle when it opened 

its full-sized terminal department store in 1929.  Hankyu commenced sales of 

high-class exclusive items, not only increasing its competitive image but furthering a 

corporate image of exclusivity (ª(, 1993315). 

 

In 1924, Hanshin had established a baseball stadium at Koshien («¬|) (Figure 5.21) 

which would become the home stadium for the Hanshin-owned316 ‘Tigers’(�®4

:) professional baseball team (Figure 5.22) from 1935 (¯(, 2003317).  Hankyu 

followed pursuit by building a baseball stadium at (C�©°) Nishinomiya-kitaguchi 

(Figure 5.23) in 1936, which became home field to the Osaka Hankyu Baseball Club318 

(+��-±²s�³) (Figure 5.24) from 1937 (�-�����, /0 571319).  

These events led both companies to project images that included sports, and the direct 

competition that existed between the Hanshin and Hankyu-owned baseball teams 

heightened competition between their corporate images to rival status (¯(, 2003).  

One other highlight of competition was the battle between the companies over real 

estate and ropeways on ´«� (Rokko Mountain), overlooking Kobe.  
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Rokko Mountain was originally a cottage community for foreigners of the Kobe area; as 

a result, the first developments were led by foreigners (��.���, 1997320).  

However, from the 1920s onward, both Hanshin and Hankyu competed on Rokko 

Mountain with the establishment of hotels, cable car and ropeway, buses (connecting 

railway stations below the mountains), restaurants, shopping and gardens/parks (���

����� !"#, 2005321). Hankyu’s first Rokko Mountain-oriented business was 

the exclusive Rokko Hankyu Club322 in 1925, which welcomed customers to enjoy the 

luxuries of imported foods (Figure 5.25) (,��-.�����, /0 341323).  
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Hankyu then opened a ropeway in 1931 (�-�����,/0 571324) in order to 

complement existing bus services (Figure 5.26).  Hanshin was in hot pursuit opening a 

cable car in 1932 (��e, 2006325) (Figure 5.27).  In 1933, Hanshin opened a 

botanical garden on the mountain which would be the start of a series of family-oriented 

enterprises including a hotel, ski-run and shops (Figure 5.28) (�������� !

"#, 2005326).  
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The example of Rokko Mountain shows that competitive business between Hankyu and 

Hanshin was not confined to one business per location, nor were their target markets 

likely the same due to the historical development of the region327.  The companies 

engaged in aggressive competition through various businesses that opened up around 
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Figure 5.27: Hanshin Cable Car, Showa 
Period. Source: ��������	

��, 2005 = Research Office of the  
History of Japanese Management  
Foundation, 2005 

Figure 5.28: Hanshin Rokko Commercial Area. 
Source: the author, 2005 
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major company-owned landmarks.  Opened around the Hanshin-owned baseball 

stadium for example, were shops (food, souvenirs and so on), as well as transport and 

housing, all owned and operated by Hanshin.  Similarly, Hankyu created a variety of 

businesses surrounding its baseball stadium at Nishinomiya-kitaguchi.  This 

competition came to represent much more than attempts for renewed finance at the 

Kitahama Bank:  it was also driven by concerns for profit and the need to attract, and 

maintain, passengers and customers alike.   

 

5.5.2 Attracting and targeting residents 

 

As indicated, Hanshin built its railway lines mainly around existing population, whereas 

Hankyu laid tracks in relatively unpopulated territory.  That is not to say that Hanshin 

was not required to attract or target customers; rather approaches to such strategies may 

have been different from those of Hankyu.  Investigation of advertising materials is 

useful for this research as “much of advertising tells stories because stories involve the 

corporations, captivate, and entertain consumers” (Escalas, 1998: 267).  Some of these 

approaches will be explored here as one window on the corporate brands that were 

established through competition between Hanshin and Hankyu, as “communication is 

the driving force behind a brand” (Bonsall and Harrison, 2006: 199).  These brands 

will be examined further in Chapter 6 using primary data collected from the corporate 

interviews of this research.    

 

In order to increase passengers, Hanshin planned to construct quality amusement parks 

and hold events along its line; first, however, it was determined that housing 

development surrounding the line would be the plan for increasing population (���



� �*4�

� , /0 48 1328 ).  Therefore, in 1907, Hanshin published a booklet entitled 

‘Suburban living recommendations’ (e�}~l���) (Figure 5.29) in which it 

advertised migration from the cities to the suburbs (����, /0 481329).  This 

illustrated the image of life in the suburbs being better than life in the city; in the 

pamphlet, existing residents described the area surrounding the Hanshin line as “warm 

in winter, cool in summer” and having “good air and good water” (��������

 !"#, 2005: 65330).   

 

At this point in time suburban life was perceived as being inconvenient, as daily 

necessities were expensive, shopping facilities were limited and police services were not 

yet extensively established.  Life in the city, however, was not necessarily better as 

pollution and illness were on the rise due to industrialisation (��, 2004331).  As a 

result, Hanshin chose to focus on projecting an image that living along its line would 

equate to a higher quality of life.  To do this, it wrote that the health condition of most 

of the people living around its line had improved after migrating there (������

�� !"#, 2005332).  This image was complemented by one of housing that was 

“better than usual, but just fine” which could be rented for an inexpensive price (���

����� !"#, 2005: 93333). 

 

Two years later, Kobayashi Ichizo put his writing skills to good use in order to attract 

customers to the Hankyu line, where he claimed residents could enjoy a leisurely and 

idyllic life.  In a 1910 newspaper advertisement he wrote: 
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“Unfortunate Osaka citizen living in this smoke-darkened metropolis, its once sparkling 

waters gone as if in a dream of yore…let each of you breathe at ease in your own home, 

your own castle. What we have always spoken of as “clothing, food, and shelter” must 

be rearranged in its natural sequence to “shelter, food and clothing”…Coming into the 

city to work the day through, day upon day, batters the brain; you who would ease your 

tired body at home should awaken the following morn to Chanticleer’s call, rejoice in 

the evening to the music of insects, in the heath, savor fresh, hand-cultivated vegetables. 

You should demand the spacious garden of your desires that you might live amidst these 

pastoral pleasures….if one were to proposes to present this idyllic home to you, without 

hesitating, you would decide in favor of living in the country. Just as you expected! This 

perfect new homesite, this idyllic new house, is right at hand. Read carefully the 

following: “Exemplary Suburban Life-Ikeda New Town.” 

 Kobayashi Ichizo, 1910:334  

 

The above passage went beyond suggesting suburban life was cleaner than that of 

smoke-darkened Osaka.  Words such as “spacious”, “pastoral”, “idyllic” and 

“exemplary” portrayed something even better.  The success of Kobayashi’s clever 

marketing was in selling something unique to that of Hanshin; namely, images usually 

only portrayed in books335, and these images were further solidified in slogans and 
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pamphlets selling Hankyu properties336 (Figure 5.30).  Images of spacious housing 

surrounded by various luxury and leisure facilities – all created by Hankyu.  

 

 

The side-by-side comparison of Hanshin’s earliest housing brochure and that of Hankyu, 

further illustrates the different marketing approaches of the two corporations.  That is 

not to suggest that one promulgated images that were of lower quality or less persuasive 

than the other.  The image portrayed in the Suburban Living Recommendations 
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brochure has been described by Hanshin as ‘rental properties’ (Hanshin employee, 

2008).  Conversely, the brochure for Hankyu’s Ikeda Muromachi has been described as 

representing ‘the wealthy livelihood of society around its railway line’ (Hankyu 

employee, 2008).  Both the images portrayed are positive and desirable, yet distinct.  

This promotional material shows attempts by the two companies to capture audiences 

who might be particularly drawn to the images found in the brochures337, and this 

distinction persists in present day marketing materials.  

 

The 2005 corporate mottos of Hankyu and Hanshin illustrate this point.  Hankyu’s 

motto (Figure 5.31) clearly draws on the pioneering innovation of Kobayashi Ichizo and, 

in particular, the passion with which Hankyu has always performed business.  But it is 

the statement ‘even grander aspirations’ that acknowledges the luxuriant nature of 

Hankyu’s past and the ostentation of its aspirations for the future.  Just as Kobayashi 

sought to set Hankyu apart from Hanshin in the early 1900s, Hankyu sees itself today as 

continuing a distinct path, unique among other private railway companies. 
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Figure 5.31 Hankyu’s 2005 corporate motto. Source:� ��������	
���, 2005338 

 

In contrast, and perhaps not entirely different from the past, Hanshin’s corporate mottos 

(Figures 5.32, 5.33 and 5.34) evoke images of ‘comfort’, and ‘happiness’, and as a 

result, further sustain the distinction between the two companies that grew out of the 

earliest competition.  These characteristics are valuable and important for quality of 

life, but they do not convey the more exclusive images evident in Hankyu’s grand vision, 

nor are they intended to.  Rather, they are in keeping with the distinct corporate image 

that has evolved throughout Hanshin’s 100-year history.   
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Figures 5.32, 5.33 and 5.34 Hanshin’s 2005 corporate slogans. Source: ��������	
, 
2005339 

 

These present-day slogans and mottos clearly represent continued competition between 

Hankyu and Hanshin:  not only in their efforts to attract and target customers, but also 

in their attempts to market two distinct images.  While they do not definitively 

demonstrate the spatial manifestation of the distinctions they do provide visual 

reference points of the ways in which both corporations have marketed their identities 

over the past 100 years.  Additional clues regarding the extent to which two private 

railway groups have, through their diversified businesses, contributed in some way to 

distinctions in place can be found in the oligopolistic nature of their competition and the 

way in which this was manifested in urban space 

     

5.5.3 Oligopolistic competition 
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Competition between Hankyu and Hanshin Groups has continued up to the present time 

with Hankyu’s recent efforts to dominate, through the purchase of Hanshin shares in 

2006340.  Today, Hankyu recognises that Hanshin customers compose an entirely 

distinct area of the private railway business market; as such, the goal is not to turn 

Hanshin into Hankyu, but to maintain competitiveness between the businesses (µ��

¶, 2005341).  Consequently, the contest between the ‘Hanshin Region rivals’ (Hankyu, 

Hanshin and JR), has been an important factor in the evolution of corporate brands (�

������� !"#, 2005; FC��!"�, 1997342).  As evidenced in the 

sketch ‘The great champion train race of the Hanshin Region’ (��·l¸�+g4

:) (Figure 5.35), distinctions in image can even be seen in the design of the trains343.  
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Figure 5.35 ‘The great champion train race of the Hanshin Region’. Hankyu is portrayed in the lead, 
JR in the middle and Hanshin in third place. Source: �������, 1997344  

 

Kuenne (1998) has coined the term ‘integrated rivalry’ to describe the competition that 

takes place between firms concerning prices, brands and the nature of their activity 

within the industry.  According to Frank (2006), the creation of brands (including 

associated images) and effective advertising measures, is vital in such rivalries.  In 

order for Hankyu, Hanshin and JR to survive in such close proximity therefore, the 

establishment of distinct identities would have been a necessity.         

 

In this instance, the management structures of Hankyu and Hanshin provided a unique 

framework through which such identities might be established (Soudien et al, 2006345).  
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The ability to ensure that all aspects of the company are consistently and successfully 

communicated to an external audience lies in the creation and unified communication of 

a corporate identity346 (de Chernatony and McDonald, 2003).  As described in Section 

5.3, the management structures of Hankyu and Hanshin enabled such internal 

coordination of strategies, decisions and capital.  Further, the connectivity of their 

diversified businesses enabled the corporation proper to direct the activities of all of its 

subsidiaries.  This type of framework is what Kuenne (1984: 4) would call 

‘oligopolistic’, which takes the form of a ‘community’ – “goals and decisions are 

shaped by a mixture of rivalry and cooperation varying with[in] the industry, the 

personalities of the presently and historically active agents, and the market strength of 

the contending firms.”   

 

Further, the longevity of Hankyu and Hanshin’s operations, their relative proximity and 

apparent distinctions parallel Kuenne’s (1998) definition of a ‘mature oligopoly’; 

exhibiting three main characteristics:  1) staying power; 2) a distinct identity in the 

industry; and 3) coexistence within a context of active competition (1998: 53-54).  

This would suggest that Hankyu and Hanshin have been, and continue to be, in mature 

oligopolistic competition with each other.  The combination of oligopolistic 

competition and the management structures of the corporations therefore constitute a 

unique platform from which corporate images can be generated and promulgated.  This 

can be confirmed by examining visual evidence in search of corporate logos and images 

portrayed by different branches of the corporations347.   
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As previously discussed, catchphrases of the ‘Hanshin Region rivals’ were motivated by 

competition and these appeared in newspaper advertisements, and company-printed 

posters (Figure 5.36, 5.37).  However, the companies went even further:  these 

catchphrases were made into neon lights which were displayed in prominent locations 

on key railway properties such as their termini (Figure 5.38).  

        

 
Figures 5.36 and 5.37:  Newspaper clipping and Hankyu poster showing the changing slogans:  
“25 minute express to Kobe’s downtown Sannomiya”; “You only have to wait 12 minutes”, circa 
Showa period.  Source: �������, 1997348 
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Figure 5.38:  Hanshin Motomachi Station in Kobe with company slogan at the top: “Ride without 
waiting,” circa Taisho era. Source: �������, 1997349  

 

Examination of other historical properties and advertisements further demonstrates that 

the corporate logos of Hankyu (previously Mino-Arima Railway) and Hanshin have 

always been clearly communicated - consistently identifying their ownership in urban 

space, although they represent various branches of the corporations (Figures 5.39-5.42).  

Further, the logos and images of Hankyu have historically been distinct from those of 

Hanshin.  Their train stations (Figures 5.39, 5.40), which were located adjacent to each 

other in Umeda, Osaka, clearly portray two distinct images:  that of Hanshin was 

‘lively’ and ‘post-World War 1 retro’ in design whereas that of Hankyu ‘expressed 

creativity and the birth of Japan’s terminal department stores’ (Hanshin employee, 2008; 

Hankyu employee, 2008).  This type of distinction can be seen again in Figures 5.43 

and 5.44, where the Hanshin Railway line brochure projects images of ‘family’ and 
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‘leisure’, while that of Hankyu conveys the “birth of Hankyu enterprises” (Hanshin 

employee, 2008; Hankyu employee, 2008).   
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Hankyu and Hanshin corporate images and logos can even be found at a micro-scale on 

the railway tickets/cards (Figures 5.45-5.48).  These cards often advertise other 

non-railway branches of the companies such as the Hanshin Tigers Baseball Team or the 

Hankyu Takarazuka Theatre.  The cards displaying trains can be tied to the images 

illustrated earlier by their railway songs; Hanshin’s card depicts ‘comfortable and fine’ 

services which are ‘in full fling’ whereas that of Hankyu resonates with ‘the merging of 

Hankyu trains with the scenery typical of its railway line’ (Hanshin employee, 2008; 

Hankyu employee, 2008).  These comparisons demonstrate that the diversified 

management structure of the private railway companies has long-strengthened the 

ability of the companies to communicate their corporate images consistently in the face 
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of competition.   

 

 

The oligopolistic competition and management structures of Hankyu and Hanshin have 

been in existence since the beginning of the companies, and they appear to have 

facilitated the consistent marketing of distinct corporate images.  According to 

Prebensen (2007: 747) “image is an essential part of powerful brands.”  Central to the 

strategy of branding is the presentation of visual stimuli including: “logos, signage, 

packaging, product design, and advertisements” (Henderson et al, 2003).  Therefore, in 

portraying consistent images and continuously displaying their logos, the diversified 
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businesses of Hankyu and Hanshin were communicating two brands through their 

various business branches (de Ruyter and Wetzels, 2000)350.  These were successful 

because they were “positioned to capitalise on their unique characteristics – their 

competitive advantages” (de Chernatony and McDonald, 2003: 321).   

 

Schultz and Hatch (2006: 16) have also argued that “successful corporate branding 

resides in the alignment of strategic vision, organisational culture, and stakeholder 

images.”  In this sense, the earliest managers of both companies, particularly Imanishi 

Rinzaburo and Kobayashi Ichizo, played an important role because they had vision.  

As illustrated in Figure 5.31, this vision is relevant still today.  The management 

structures bolstered and maintained consistent internal values, beliefs and the heritage of 

the corporations.  What then were the views of external stakeholders?351 

 

Also relevant to this investigation therefore, is the motivation behind these ‘brands’ and 

the way in which they were consumed.  Competition certainly played a role in 

stimulating different mottos; however, it is possible that the companies were also 

responding to other processes.  According to Sakai (1997: 60), “Osakans have no 

patience:  whether eating, in the station, or shopping, they are easily irritated.”  If this 

is true, it hints that the changing slogans of Hankyu, Hanshin and JR were in part also 

shaped by an awareness of their audience.  This accords with the work of Ogilvy 

(1983), who explained that advertising, particularly that of a brand, is often designed to 

fit the ‘self-image’ of the target audience.  This is something that must be considered 

further in the following two chapters in order to determine what influence private 
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railway groups might have had in terms of the unfolding of distinctions in place. 

 

5.6 Conclusion 

 

At the beginning of this chapter, lyrics from the Mino-Arima Railway (present day 

Hankyu) and the Hanshin Electric Railway songs provided a small window on the 

symbols of two private railway groups and the space through which their lines run.2

Moreover, the images conveyed by these songs hinted that an inter-play between setting, 

and processes exogenous and endogenous to Hankyu and Hanshin Groups might have 

occurred352.  A history of company names, private railway groups in the Hanshin 

Region, management structures, key individuals, events, and competition has 

demonstrated the beginnings of two distinct corporate brands. 

 

The history of the two companies described in this chapter has provided a context for 

understanding these distinct images, at times in direct competition while, at others, 

divergent in their strategies.  Hanshin was the original pioneer of railway, housing and 

amusement parks whilst Hankyu, under the guidance of Kobayashi Ichizo (GHIJ), 

ultimately became the pioneering powerhouse in private railway business.  Hanshin 

provided services and businesses to accompany urbanity and progress while Hankyu 

charted new idyllic territory for those in search of something greater.  The images 

associated with these were present not only in their corporate brochures, but also in 

signage on their properties and, as demonstrated at the beginning of this chapter, in their 

songs353.  Management structures and oligopolistic competition between the two were 

���������������������������������������������������
* �� !�	�������"
��'�""�&������	���
��������������/
�����8��	��������
����
�
���������
������
�����������'	$�
* *� <	�H�&	���
���.
���	���(���41�
���	����	���7���
��	��
��
���
����	�
""��
	�'�""�

	�������	����$�



� � ��

integral processes not only in the evolution of their images, but also in their 

promulgation. 

 

This corporate history has focussed on the context in which the two private railway 

groups developed in relation to each other, and their resultant corporate images.  In so 

doing, it suggests that the corporate images have come to symbolise two very distinct 

‘brands’.  To consider this further, as it relates to the motivation behind these ‘brands’, 

and their manifestation in urban space, Chapter 6 addresses in greater detail the 

involvement of Hankyu and Hanshin Groups in urban development.  The manner in 

which these brands were promoted and consumed will be discussed in Chapter 7. 

�
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Chapter 6 

Two corporate brands and their presence in the urban space 

of the Hanshin Region 

 

The present chapter specifically addresses key urban developments of Hankyu and 

Hanshin Groups.  Using the method of historiography, Section 6.1 considers how 

individual projects of both corporations were distinct in nature.  This narrative is 

illustrated by historical photographs, and maps labelled with Hankyu and Hanshin 

properties, in order to provide visual evidence of the physical presence of the two 

corporations in urban space.  In so doing, it endeavours to demonstrate that Hankyu 

and Hanshin constitute two brands in the urban space of the Hanshin Region.  Section 

6.2 presents results obtained from the semi-structured interviewing of the corporate elite.  

These results are used to investigate the strategies behind the two distinct corporate 

brands and the extent to which those strategies might have been influenced by factors 

outside of the corporations themselves; elements rooted in the history and geography of 

the region.  

 

6.1 Key Urban Developments of Hankyu and Hanshin 

�

The modernisation of Japan354, including wide-spread urbanisation, was largely fuelled 

by a desire to ‘catch up to the West’ and, as a result, involved the adoption of various 

Western practices (Jansen, 2000l; Hunter, 1989; Masai, 1998).  At this time, railways 

became a significant aspect of modernisation and their construction was propelled by an 
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industrial revolution, which stimulated a separation between the place of production and 

residence (��, 2000).  In this way, the expansion of private railways in the Hanshin 

Region was accompanied by an evolving economy that saw the birth of the Japanese  

salary man (�����	) (��, 2000355).   

 

As described in Chapter 4, new wealth from secondary industries enabled people to 

afford the move away from the problems found in large cities, such as Osaka.  Further, 

the establishment of railway lines such as Hankyu and Hanshin’s, coupled with land 

development, facilitated commuting and the growth of the suburbs.  It reflected 

Howard’s Garden City philosophy (
�356, 2000), even though Mizuuchi (1995) has 

suggested that Japan’s experience might be more appropriately called that of the 

‘Garden Suburb’. 

 

The garden ‘suburbs’ of this era, which include those developed by Hankyu and 

Hanshin, created distinct physical characteristics that can still be seen in the Hanshin 

Region today.  They featured a broad main street design, with the train station as the 

focus and wide-open public space in front of it (��, 2000) (Figures 6.1 and 6.2).  

The provision of functions within the Garden City philosophy, however, were not fully 

understood, and only the most convenient parts of the philosophy, which served the 

strategies of private railway companies, were emphasised (��, 2000357; Watanabe, 

1980). 
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Figure 6.1:  Plan of Hankyu Mukonoso prepared by Hankyu. Source: ��, 2000358 

 

 
Figure 6.2:  Hankyu Mukonoso construction, circa 1937 (taken from the roundabout in front of the 
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train station). Source: ��������, 	
 55�359. 

 

Those convenient parts involved the need for development to be anchored by railway 

stations, as well as that which served all businesses run by the private railway groups360; 

stimulating demand for strategic and planned development rather than chaotic sprawl.  

For this reason, it is believed that Japan’s experience of ‘Garden Suburb’ development, 

marshalled by private railway companies including Hankyu and Hanshin, was an 

original idea which emphasised well planned housing, sight-seeing, hot springs facilities 

and other leisure facilities that were all fed by the railway line and its stations (�, 

1998361).  These emphases not only served the development strategies of the two 

railway companies:  but as introduced in Chapter 5, they also provided outlets through 

which the images of both companies could be consistently marketed362. 

�

Hankyu and Hanshin Groups obtained the land necessary for this development through 

purchase (������������, 2005; ��, 2001363) and land readjustment364 

(Cervero, 1998).  The real estate and construction branches of their companies carried 
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out construction on the land, which ensured that the properties were designed consistent 

with the strategies and images of the two corporations365.  The properties were used as 

commercial space for the retail branch of the companies or, through their real estate 

branches, treated as rental or sale property.  According to Watanabe (1980) private 

railway groups established the rights for ownership and development through their 

Articles of Association366.  The articles of Den-en Toshi Company Ltd. for example, 

(present day Tokyu), which modelled its business on Hankyu, included: 

 

“1) managing the urban area it would develop; 2) buying, selling and renting real 

estate properties and acting as an agent for them; 3) designing, performing and 

supervising construction and engineering works; and 4) undertaking, or investing in, 

related businesses in order to fulfil the above purposes”    

 

       (Watanabe, 1980: 133) 

 

Leaders of Hankyu and Hanshin, such as Kobayashi Ichizo, were also instrumental in 

introducing urban building concepts such as height-for-space that involved compact and 

less industrialised urban planning (Hasegawa, 2003).  This planned, strategic and 

quality development can be traced back to early publications on the garden city.  

According to Hanshin Electric Railway Corporation (2005), the publication of a 

brochure (1907) explaining the ideals of The Garden City (����) by the Volunteer 

Local Bureau of the Home Ministry ( !"#$%&' 367 ), impressed many 
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Figure 6.3: Hanshin-owned rental housing in front of Hanshin 
Nishinomiya Station, circa 1909. Source: ��������	 

�� , 2005= Research Office of the History of Japanese 
Management Foundation, 2005  

prominent citizens, including Imanishi Rinazburo who was Manager of Hanshin at the 

time368.  It was this publication that influenced Hanshin’s publishing of “Suburban 

Living Recommendations” (��()*++,) three weeks later369 (�������

�����, 2005370).   

 

Under the leadership of 

Imanishi, Hanshin saw 

the opportunity to 

develop housing 

surrounding its line as a 

means of increasing the 

general population of 

the area (-./0, 1

2 483371).  The  

consequent 32 rental houses (Figure 6.3) constructed by Hanshin in front of 

Nishinomiya Station (4567) in September 1909 (������������, 

2005372) were an attempt to adapt the Garden City ideal within local context.  This 

involvement also marked the beginning of Hanshin’s Real Estate Business (89:;

<) (������������, 2005373).  The setting at Nishinomiya ensured that 

houses would be conveniently located next to the Hanshin train line but also closer to 
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nature.   

 

Built on 5500 tsubo (=374) of Hanshin-purchased land, each unit was rented for 

approximately 10 to 25 yen (>) per month (-./0, 12 543375).  Although the 

overall goal of Hanshin’s business diversification was to attract more passengers to its 

line, it acknowledged that residential areas were already starting to develop due to the 

nearby location of factories (������������ , 2005 376 ).  Hanshin 

therefore decided to construct housing that was “better than usual, but just fine, and set 

a cheaper rent that would suit the existing population while enticing more people to 

migrate there” (������������ , 2005: 93377 ).  This approach to 

station-front housing with its good use of space and land378, received favourable 

reviews; so much so that Hanshin determined it would be the model for all of its future 

residential developments (������������, 2005379).   

 

Hanshin may have pioneered the private railway housing development of the Hanshin 

Region; however, just one year after this founding initiative (1909), the Mino-Arima 

Electric Railway (?@&A/BC; present day Hankyu) challenged Hanshin’s 

housing management with the instalment of a spacious housing division called Ikeda’s 

Muromachi (D�EF) (GHIJKL��MN )3*:�1�� located on the railway’s first 

line between Osaka and Takarazuka.  Land could be inexpensively purchased for 1 yen 
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(>) per tsubo, leading Kobayashi to argue that once the land had been developed, it 

could be sold at a huge mark-up rewarding the company with profit (��, 2001381).  

 

Although it would be only the first of 

many housing developments, Ikeda’s 

Muromachi (D�EF) set the image 

of Hankyu’s real estate apart from 

that of Hanshin’s.  The 200 houses 

were a spacious 300 tsubo (=382) 

each (Figure 6.4) and they 

incorporated a similar station-front 

location to those of Hanshin’s (O-

.PI/0QRLS, 12 34 3

383 ).  However, Ikeda was unlike 

Nishinomiya in that the area was completely unsettled (Figure 6.5), thereby enabling 

Hankyu the space required for ‘good quality residential environment’ (Hankyu 

employee, 2008).   

 

Hankyu’s development at Ikeda was further dissimilar from that of Hanshin’s in being 

the very first ‘New Town’ development in Japan:  properties were for sale, not rent 

(Cervero, 1998).  For 2,500 yen, prospective buyers could receive a plot of land, a 

two-storey house on a foundation, and a garden (O-.PI/0QRLS, 12 34
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circa 1910. Source: ��������	
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1959. 
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3384).  According to a senior Hankyu employee (2008), this residential development 

projected images of “high quality with both train and housing facilities”, and this was 

likely facilitated by the availability of land due to the more rural setting with fewer 

people.  The absence of existing population, however, also meant that Hankyu would 

have to attract its first inhabitants by selling houses at cost and coaxing its own 

company employees to purchase them (Demery Jr., 2002).  A down-payment of 50 yen 

was required up front following which purchasers could pay 24 yen each month directly 

to Hankyu, over the course of 10 years (O-.PI/0QRLS, 12 343385).   

 

To complement residential 

development at Ikeda, Kobayashi 

oversaw the construction of 

entertainment facilities in the 

surrounding area.  These included: a 

zoo at Mino (November, 1910), Japan’s 

first outdoor swimming pool at 

Takarazuka (May, 1911) which was 

converted into the Takarazuka Paradise 

Amusement Park386, and the Takarazuka Opera Theatre (July, 1913) (-P/0QRL

S, 2004387).  Kobayashi commented that all of this activity rounded out Hankyu’s 

‘New Town’ approach and made the area a desirable place of residence as well as a 

destination of leisure (��, 2001388).  It was also a reflection of the Garden Suburb 
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Figure 6.5: Ikeda prior to development, circa 
1909. Source: ��������	
�, 1959 
= Keihanshin Express Railway Corporation, 1959 
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ideal more aggressive than Hanshin’s first development at Nishinomiya (Figure 6.6). 

 
Figure 6.6: Early developments of both Hankyu and Hanshin (1905-1911). Hankyu’s development 
surrounding its Osaka-Takarazuka line was more aggressive than Hanshin’s rental housing at 
Nishinomiya. Source: Zenrin Co., Ltd., 2002; property information: ��������	
��, 
2005; ����������, 1959389 
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The ‘New Town’ competition created by Hankyu directly affected Hanshin’s decision to 

engage in development at Koshien (TU�) (������������, 2005390).  

The opening of the Hankyu Kobe line in 1920 further intensified competition between 

the two companies and this “side-by-side competition between the two occurred in 

earnest at important times in the development of both companies” (��������

����, 2005: 112391).  In response, Hanshin purchased approximately 20,000 tsubo 

to the west of the Mukogawa River in 1922392 (������������, 2005393).   

 

At the heart of the development was Hanshin Koshien Station from which “broad streets, 

lined by tall pines radiated with beautiful scenery and clean air” (GHIJKL, MN

93: 238394) (Figure 6.7).  Hanshin’s real estate and construction branches first built 

and sold 70 stand-alone houses (1928) in front of the station (��, 2000395) at an 

average cost of 50 to 70 yen (>) per unit of tsubo.  The total price of homes varied 

based on the size of plot, architectural style and so on; however, the unit price per tsubo 

demonstrates the increased cost in comparison to previous Hanshin developments 

(Hanshin Group, 2008).  These properties represented a shift in image when compared 

to Hanshin’s rental housing at Nishinomiya.  In fact, as illustrated in Figure 6.7, the 

original advertisement for this development marketed an image similar to Hankyu’s 

development at Ikeda:  one of a ‘dream-like setting’ and the ‘future’ (Hanshin 

employee, 2008).   
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Although variations occurred from one purchaser to the next, the average size of each 

house was over 100 tsubo – quite a significant change from the 43 tsubo per home at 

Nishinomiya (Hanshin Group, 2008).  The principal theme of the development was its 

coexistence with recreational sporting facilities (������, �	 9
377); Hanshin 

in fact constructed Koshien Baseball Stadium prior to the construction and sale of 

houses (�����������, 2005378).  This ‘sports-leisure’ approach to 

development included not only the Koshien Baseball Stadium (1924), but also an 

amusement complex at Hanshin Park (1929), followed by a sports stadium used for 

rugby and soccer, tennis courts and a swimming pool (�����������, 

2005379) (Figure 6.9).   

 

Although quite distinct from the more amusement-oriented development of Hankyu, it 

was a more concerted effort by Hanshin to compete with Hankyu, and to adopt the 

environmental ideals of the Garden City approach.  The intense competition between 

the companies spurred Hanshin’s “management style to become more aggressive” (��

���������, 2005: 115380).  One example of this was Hanshin’s purchase 

of additional land on Koshien Beach (1933) and, through its real estate and construction 

divisions, the building of a ‘seaside’ residential district (Figure 6.8) with some houses as 

spacious as 220 tsubo (�����������, 2005381).   

 

The houses, which were modelled on a ‘tidy’ ‘residential district’, (Hanshin employee, 

2008) were stand-alone structures in a favourable location next to the sea.  The 

���������������������������������������������������
*55� !��9���������9��&������/����������)��=�
�����������	���;������(�))51$�
*5:� ��	�
������������������	���������
�
��	���
�
������������
��������� �
*5)� B&���
*:�� B&��7��� �
*:�� B&���



�

� �84�

development fostered the presence of Hanshin over a large area of land.  At a cost 

between 8,000 and 10,000 yen (�) per house and land, it attempted to rival Hankyu’s 

Ikeda with a scenic and beautiful garden town atmosphere (����������

�, 2005382).   

 

Inevitably it prompts the question 

why Hanshin did not initially 

engage in such development, when 

it was in fact the pioneer in 

residential development.  Possibly 

it was the existent population 

surrounding its railway line, 

leaving less available land for 

purchase and development (���

�, �� 48
383).  It might also 

have been due to the company’s 

unstable management at this time, or its lack of desire to maximise capital expenditure 

and risk (Ogawa, 1998), but curiously, Hanshin had already developed seasonal bathing 

facilities at idyllic locations such as ��384 (Uchide) in 1905 and then linked similar 

operations at Koroen ( !"385) (1908) (�����������, 2005386, 

Ogawa, 1998).  These areas were relatively undeveloped in comparison with 
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Figure 6.8: Hanshin Housing at Koshien Beach, circa 
1930s. Source: ��������	
��, 2005= 
Research Office of the History of Japanese Management  
Foundation, 2005. 



�

� �8 �

Nishinomiya and were recognised as desirable locations where the wealthy went to 

enjoy nature (������, �	 9
387).  This point will therefore be considered 

further in the latter Sections of this chapter as it relates to the motivation behind 

corporate branding.  

 

Figure 6.9: Map of Hanshin developments in Koshien. Source: Zenrin Co., Ltd., 2002; property 
���������������������������������������������������
*:5� !��9���������9��&������/����������)��=�
�����������	���;������(�))51$�
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information: ��������	
��, 2005388 

 

Koshien has since grown to be recognised 

as an ‘upper-class and elite’ residential 

location (������, �	 9 
389) - 

famous for its images of a leafy garden 

suburb with up-market shopping (Figure 

6.10).  In 2005 the original site of 

Hanshin Park was converted into an 

upmarket shopping mall called 

‘LaLaPort’ 390  (Figure 6.11).  The 

complex is marketed as representing the 

“history of the region with a modern 

attitude” (Hanshin Electric Railway 

Company, 2005).  This suggests that 

Hanshin’s development was not always 

so distinct from that of Hankyu and this 

is something that must be considered 

further in this chapter, in light of 

primary data from the corporate 

interviews.   
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Figure 6.10: Tree-lined avenue connecting the 
southern exit of Hanshin train station and 
Koshien Baseball Stadium. Source: the author, 
2005 

Figure 6.11: LaLaPort Mall on the site of the 
former Hanshin Park. Source: the author, 2005 
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Figure 6.12: Hankyu housing at Nishinomiya- 
kitaguchi, circa 1923. Source: �������
�	
, 1932= Hanshin Express Railway  
Corporation, 1932  

 

At the same time Hanshin was 

developing Koshien, Hankyu turned its 

attention to developing land in 

Nishinomiya391.  Housing develop- 

ment was carried out in several 

locations including:  Nishinomiya- 

kitaguchi (#$%&) (1923), Kotoen 

('(" ) (1923) , Nigawa ()* ) 

(1924), and  

Mukonoso (+,-

.) (1937) (����

��, �	 9 
392).  

In competition with 

Hanshin, Hankyu 

aggressively 

developed Nishi- 

nomiya-kitaguchi 

with spacious 

houses393 (1923) near 

the station (Figure 6.12) and later, a massive apartment colony (Figure 6.13) (1948) 
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Figure 6.13: Hankyu mansions at Nishinomiya-kitaguchi, circa 1949. 
Source: ���������	
, 1959= Keihanshin Express Railway 
Corporation, 1959 
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(/��0���12�3, �� 34
394).  

 

Matching Hanshin’s baseball stadium at Koshien, Hankyu constructed its own baseball 

stadium at Nishinomiya-kitaguchi in 1936, and this became home field to the Osaka 

Hankyu Baseball Club (�0��12�3, �� 57 
395).  What is important to 

note about this increasingly aggressive development by both companies is that it 

resulted in a growing physical presence in the urban space of the region.  Whereas they 

had started as railway service providers they were quickly expanding into diverse areas 

such as housing, amusement and entertainment, sports, and retail.  Each property 

became a vehicle through which the name Hankyu or Hanshin could be communicated.   

 

Although contemporary in origin, the term ‘brandscape’ might be an appropriate means 

to describe the visual impact of Hankyu and Hanshin’s developments in urban space:   

 

“Brandscapes constitute the physical manifestations of synthetically conceived 

identities transposed onto synthetically conceived places, demarcating culturally 

independent sites where corporate value systems materialise into physical territories.” 

       (Klingmann, 2007: 83) 

 

Zukin (1991: 232) has argued that architecture in urban space makes powerful 

statements, “not because it is a symbol of capitalism, but because it is the capital of 

symbolism.”  The more the two corporations built physical structures in the region, the 

more these translated into powerful symbols in the urban space.  The visual stimuli396 
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that is so critical to branding was appearing not only in Hankyu and Hanshin’s logos, 

advertisements and signage, but also in their growing number of properties throughout 

the region.  Domosh (1992) has written that corporate decisions regarding the location 

and design of company properties are intentional as they represent the communication 

of the corporation’s symbol.  As was previously seen in the case of Hanshin’s 

development at Koshien then, Hankyu’s extensive development of 

Nishonomiya-kitaguchi (Figure 6.14) would make its physical presence in that area 

symbolic of the company. 
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Figure 6.14: Map of Hankyu developments in Nishinomiya-kitaguchi. Source: Zenrin Co., Ltd., 
2002; property information: Hankyu Corporate Interview, 2005; ��������	
�, �
34�397 
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It was during the period of 

development at Nishinomiya-kitaguchi, 

that Kobayashi decided to adopt yet 

another original strategy to draw 

residents and passengers to Kotoen, 

two stops north-east from 

Nishinomiya-kitaguchi.  Similar to 

the land at Ikeda when the Mino-Arima 

Railway (present day Hankyu) first 

developed housing, the area surrounding Kotoen was also in large part farmland (4#

567, 2007398).  Hankyu owned land surrounding Kotoen Station, including 70,000 

tsubo on the higher plain of Uegahara (89:), just above Kotoen Station (�0��

12�3 , �� 55 
 399 ) and it commenced construction of spacious, gated, 

traditional-design housing at Kotoen Station in 1923 (;<, 2000400) (Figure 6.15).  

With this, Kobayashi began devising a way in which Hankyu could attract residents and 

passengers alike to the area.  Mindful of an expanding college in nearby Kobe, 

Kobayashi offered to sell the land at Uegahara to Kwansei Gakuin University (4 #5

67) for the amount of 55,000 yen (�), in exchange for Hankyu purchasing the 

original property of the college, located near to Kobe, for 320,000 yen (�) in 1928 (�

0��12�3, �� 55
401).  

 

In 1929, Kwansei Gakuin University took ownership of the land and relocated to 

���������������������������������������������������
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Figure 6.15: Hankyu Kotoen housing, circa  
1923.Source: ��������, 1980 = 
Hankyu Railway Corporation, 1980 
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Uegahara (4#567, 2007402).  In this, Kobayashi had already envisaged the 

potential increase in passenger traffic on Hankyu trains from the commuting students, as 

evidenced from the passenger statistics from Kotoen Station.  In December 1950, 

almost 9,000 passengers boarded at Kotoen Station per day, a significant number for an 

area that was once farmland.  Only five years later, this number would grow to over 

17,000 passengers per day in December 1955, rising to 30,000 per day by 1965 (�0�

�12�3, �� 57 
403).  Hankyu’s development of Kotoen (Figure 6.16) is 

another important example of its continued innovation for attracting passengers and 

residents alike, as well as the physical manifestation of its brand in urban space.  It 

also signalled Hankyu’s move beyond its original Takarazuka model of mixed 

residential and entertainment development by delving into academic town development; 

thereby stimulating an image of students and schools surrounding its line; a new feature 

of the Hankyu brand.     
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Figure 6.16: Map of Hankyu Development at Kotoen. Source: Zenrin Co., Ltd., 2002; property 
information: ��������	
�, � 34�404 
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In addition to distinctions in the nature of these developments, dissimilarities were 

evident in their sale and rental prices.  As previously indicated, Hanshin’s rental 

properties at Nishinomiya could be leased for between 10 and 25 yen (�) per month 

(����, ��54
405) .  Conversely, Hankyu’s houses at Ikeda were being sold for 

2,500 yen each.  In light of the evidence found in Chapter 4, these prices would have 

had direct correlation with other factors such as the location of industries, and economic 

and social change.  This can be considered further by comparing more recent values in 

locations which have been discussed from historical perspectives in this thesis.     

 

Figure 6.17 is a diagram showing the average value of housing within 1 kilometre of 

railway stations in 1990.  Radiating westwards from Osaka, the differentiation occurs 

not relative to the proximity or distance from Osaka, but between the Hankyu line to the 

north and that of Hanshin in the south.  Hankyu Mukonoso (+,-.), which was 

mentioned at the beginning of this Chapter for Hankyu’s application of a garden suburb 

design, had an average housing value of 1,170,000 yen (approximately $13,953 AUD) 

per m2.  To the south of Mukonoso, however, houses at Hanshin Amagasaki (=>) 

were valued at 600,000 yen (approximately $7,156 AUD) per m2.   

 

These present day urban areas, although both within the jurisdiction of Amagasaki City, 

have two very different histories:  that of Mukonoso involved the Hankyu construction 

of two-storey houses (Figure 6.2) and broad main streets with the train station as the 

focus (?@, 2000).  As early as 1905, however, Hanshin Amagaski was an industrial 

area with a growing number of factory workers as residents who were responsible for 

the majority of national manufacturing in certain industries (����������
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�, 2005406).  As Mukonoso has retained its garden suburb planning and housing, 

Amagasaki remains to this day an industrial city (=>A, 2008; �0��12�3, 

1980407).  As suggested by Asabere and Harvey (1985) factors such as zoning (i.e.: 

industrial versus residential), neighbourhood characteristics, and physical attributes of 

the lot directly affect the value of land. 

  

 

���������������������������������������������������
4�8� ��	�
������������������	���������
�
��	���
�
������������
��������� $�
4�5� �
�%����
�"'
��/�����
�������):�?�<�
�
	
%��/��������:�



�

� �58�

Figure 6.17: Announcement of the housing land value within railway lines and station areas, 1990. 
Source: ���������	
, �� 2408 

 

Similar variations occur at Hanshin Nishinomiya with values recorded at 653,000 yen 

(approximately $7,785 AUD) per m2, while to the north at Hankyu Shukugawa (B*

-one stop to the west of Hankyu Nishinomiya-kitaguchi) houses were worth 1,090,000 

yen (approximately $12,995 AUD) per m2.  Once more, a reflection on the history of 

these places reveals that Shukugawa developed as an exclusive garden suburb with a 

river from the nearby mountains flowing through it (������, �	 9
409), 

while Hanshin Nishinomiya developed through industry, particularly sake breweries (#

$A, 2008410).   

 

Differences in the housing between the Hankyu and Hanshin lines are further evident in 

the area of floor space per person (m2) (Figure 6.18).  In general, properties along the 

Hanshin line average between 0.0 and 29.9 m2 per person.  Floor space in buildings 

surrounding the Hankyu line, however, is on average higher ranging from 30m2 to more 

than 40m2 per person.  Once more historical factors such as the earlier settlement of 

the land nearest to the coast (present day Hanshin area), the nearby location of 

industries, and the relatively unsettled land to the north (present day Hankyu) would 

have affected the amount of space available for property development.   

 

Although this Section has thus far demonstrated the role played by Hankyu and Hanshin 

in key urban developments, it is important to remember that as evidenced in Chapter 4, 

historical processes and the physical setting of the region have also influenced 
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distinctions in the urban space along their two lines.  Increasingly then this raises 

questions about the relationship between setting and processes such as industrial and 

economic growth, social change, and practices internal to the two corporations.  Before 

this can be addressed using primary data from corporate interviews, the remainder of 

this Section will discuss some of Hankyu and Hanshin’s more recent urban 

developments as well as their involvement in department stores. 
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Figure 6.19: Hankyu Market, circa 
1925. Source: ��������	, 
1959= Keihanshin Express Railway 
Corporation, 1959. 

 

Figure 6.18: Area of floor space per person (m2) in 2004. Source: 
�������� 16�411 

 

Another important example of urban 

development carried out by both Hankyu and 

Hanshin was that of the terminal culture at 

Umeda, Osaka.  As indicated in Chapter 5, 

Hankyu opened Japan’s first terminal 

department store there (�0��12�3, �

� 57
412) when it opened the ‘Hankyu Market’ 

(Figure 6.19) in its headquarters at Umeda (C<, 

2004413).  The Market sold cooking goods and 

daily necessities as well as having a cafe, all directly managed by Hankyu. (C

<,2004414).  The market soon became a full-fledged department store in 1929 (�0�

�12�3, 2004415) (Figure 6.20) with several floors of goods, all overseen by 

Hankyu.  Not only did the Hankyu Department Store increase the flow of passengers 

and create retail opportunities:  but it also shaped lifestyle by directly affecting 

Japanese eating patterns. 
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“During a voyage to Europe [by sea], Kobayashi developed a taste for an early 

example of ‘fusion’ cuisine: beef curry and rice.  He hired the ship’s cook for [Hankyu 

Department’s] restaurant, and sought to popularise ‘curry rice’.  The Hankyu 

restaurant’s signature dish became so popular that Kobayashi contracted with farmers 

to raise cattle exclusively for Hankyu.  In time, curry rice became as much of a 

Japanese staple as sushi.” 

       Demery Jr., 2002: 5 

 

In addition to influencing the eating patterns 

of its customers, Hatsuda (1993) noted that 

from the beginning of the Showa Period 

(1926) the core principle of the Hankyu 

Department Store changed from one of 

general sundries to selling high-class, 

exclusive items.  These items conveyed a 

certain image – one of high-class exclusivity.  

This image, when combined with the 

offering of rare foods in its department store, 

helped define further Hankyu’s image as one of high-class sophistication.   

 

Hankyu’s example stirred Hanshin to compete with the establishment of its own 

department store in Umeda, directly across from that of Hankyu in 1937.  Hanshin had 

opened ‘Hanshin Mart’ (Figure 6.21) in front of its Umeda Station in 1933 because the 

facilities for a full-sized department store were only part way through construction.  

After the department store opened, this mart, which sold everyday foodstuffs, moved to 

Figure 6.20: Hankyu Department Store, 
circ a 1929. Hankyu Market, circa 1925. 
Source: ��������	, 1959=  
Keihanshin Express Railway Corporation, 
1959. 
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Figure 6.21: Hanshin Mart, circa 1947. 
Source: ��������	
, 2007= 
Hanshin Electric Railway Corporation, 
2007. 

the basement of the Hanshin Building, 

where it remains today.  During the 

establishment of the department store, 

Hanshin received strong opposition from 

Hankyu but both companies came to 

establish niche markets based on the 

passengers of their respective trains (��

���������, 2005416).   

 

The two department stores continue today as one component of the station areas 

developed by Hankyu and Hanshin Groups.  Hankyu’s Department Store has expanded 

from one building to an enclosed complex of nine (�0��12�3, �� 55
), 

which is currently undergoing a complete renewal,417  increasing floor space and 

building height in order to make it one of the largest buildings in Japan418 (�0DEF

GHIJK12�3, 2005419).  The department termini are one more important 

component of Hankyu and Hanshin’s symbolic presence in the urban space of the region 

as “flagship brand stores are an invaluable presence in consumperspace – they let 

consumers experience the brand [as well as consume] it” (Solomon, 2003: 167).  Not 

only do the physical structures symbolise their corporate ‘brandscapes’ but the signage 

and advertising throughout, and the interior space of these buildings are all physical 

manifestations of Hankyu and Hanshin’s brands.   
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The above-mentioned expansion is a small fraction of Hankyu’s present involvement in 

re-development of their urban properties including both commercial and residential land 

assets.  In a reverse from its earliest suburban housing at Ikeda, Hankyu now offers the 

‘Real Umeda’ (Figure 6.20) to those interested in ‘downtown living’ within six minutes 

of Hankyu Umeda’s Station (�0LMN, 2006).  

 

 
Figure 6.22: Hankyu ‘Real Umeda’ Housing Advertisement. Source: �����, 2005420 

 

Counter to Hankyu’s earliest housing advertisements, the image that is portrayed in 

Figure 6.22 suggests that living in the heart of the city is the future of residential life.  

In so doing, it emphasises the convenience of the nearby location of the Hankyu train 

station.  But more than this, the image depicted is vibrant and exciting; the slogan 
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Figure 6.23: HEP building. Source: the  
author, 2005 

inscribed on the building welcomes the individual to make living there an actuality.  

Although this is not in keeping with Hankyu’s earliest garden suburb developments, the 

attempt to portray ‘a new era of living environment’ (Hankyu employee, 2008) is in fact 

consistent with Hankyu’s earliest of images.   

 

Additional properties nearby, such as ‘HEP 5’ (Hankyu Entertainment Plaza 5421) 

(Figure 6.23) have also been developed by Hankyu in which massive shopping and 

entertainment complexes are housed; 

according to Hankyu Group (2005) all target 

specific corners of the social market.  But 

according to Hankyu (2005) these targets are 

not socio-economically related; rather, “HEP 5 

targets teenagers and young adults in their 20’s, 

while the most recent development, NU, 

generally targets young women in their 

20’s and 30’s” (Hankyu Corporate 

Interview, 2005).  Standing for ‘North 

Umeda’ (Figure 6.24), NU is a clear 

symbol of how buildings are identified 
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Figure 6.24: Hankyu NU. Source: the author, 
2005 
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with Hankyu - quite simply, the area surrounding North Umeda is called the ‘Hankyu 

Village’ (Saito, 1997), and it is understood that most of the massive properties in the 

area, either developed or under re-development, are owned by Hankyu Group (Figure 

6.25).  This is indicative of the extent to which the Hankyu brand is visible in the 

urban space of Osaka.   

 

Figure 6.25: Map of North Umeda with Hankyu Properties Marked. Source: ��������	

���, 2005422  

 

In response to Hankyu’s ‘HEP 5’ and ‘NU’, Hanshin spawned ‘Herbis Osaka’ (1997) 

���������������������������������������������������
4��� Hankyu Holdings Corporation, 2005.�
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(Figure 6.26) (�����������, 2005423) in Western Umeda (#O<) 

housing the upscale Ritz-Carlton, in addition to office and commercial facilities (��

�P�Q12�3, 2004424).  Cleverly, the ‘Her’ in the name represents ‘Hanshin 

Electric Railway’, and ‘urbis’425 is Latin for ‘city’.  In 2004, Hanshin opened a 

massive retail, office and entertainment complex surrounding the first Herbis building 

(1997), naming it ‘Herbis ENT426’.  With four floors underground and 28 above 

ground, and with expensive retailers such as Bvlgari and Tiffany’s maintaining retail 

space, the complex aims to project for Hanshin a 

very high-end image that is normally associated 

with Hankyu Department Store, (������

����� , 2005427 ).  This association might 

eventually have an effect on Hanshin’s brand image, 

changing it from one of the every-day, and families, 

to one of exclusivity.  With this, Nishi-Umeda is 

now recognised as ‘Hanshin’ Nishi-Umeda (���

P�Q12�3, 2004428): a competitive branding 

spatial counterpart (Figure 6.27) to Hankyu’s brand 

Village at North Umeda.  Hanshin’s goal to turn 

the area into an “ideal gateway to [the] International Visitor-friendly City [of] Osaka,” 

(���P�Q12�3 , 2004 429 ) may in fact do more for the company by 
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Figure 6.26: Hanshin’s Herbis ENT. 
Source: ��������	
� 
�, 2005= Research Office of the  
History of Japanese Management  
Foundation, 2005 
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representing a turning point in its corporate image and the way its brand appears in 

urban space.       

 
Figure 6.27: Map of Western Umeda. Source: Zenrin Co., Ltd., 2002; property information: ��
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��������	
, 2005430 

 

This Section of the chapter has highlighted the urban development activities of Hankyu 

and Hanshin Groups and the way in these have become three-dimensional 

manifestations of two corporate brands in urban space.  As suggested by Holt (2005: 

278), “strong brands result from expressing the brand’s symbolism consistently over 

time.”  The more places both corporations developed, the more strongly they were able 

to project their brands in the urban space of the Hanshin Region.  A map of the region 

showing a selection of these early urban developments (Figure 6.26) provides a visual 

illustration of this physical presence. 

 

Despite Hankyu and Hanshin’s extensive involvement in the urban development of the 

region and the clear physical presence of their brands, however, evidence presented in 

Chapter 4 demonstrates that they were not solely responsible for the distinctions that 

evolved in the urban space along their two railway lines.  As previously suggested, this 

raises questions as to the influence of the two private railway groups and conditions that 

might have influenced their strategies.  Using primary data the next Section will 

therefore investigate more closely what the Hankyu and Hanshin brands really represent 

and how these may be symbolic of broader implications. 
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Figure 6.28:  Map of the Hanshin Region with select Hankyu and Hanshin urban development 
projects indicated. Source: Zenrin Co., Ltd., 2002; property information: ��������	

�, � 34�; ������������, 2005431  
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6.2 Hankyu and Hanshin brands 

 

The results of this research began in Chapter 4 where it was illustrated that the historical 

processes of industrial and economic growth, and social change, combined with the 

locational attributes of the Hanshin Region, influenced certain distinctions in urban 

space.  Building on this, evidence presented in Chapters 5 illustrated that the 

management structures of Hankyu and Hanshin, and their oligopolistic competition 

facilitated the evolution of two distinct corporate images that were at times in direct 

competition while, at others, divergent in their strategies.  These images came to 

symbolise two brands and as demonstrated in the first Section of this chapter, their 

symbols increasingly appeared in the urban space of the Hanshin Region through the 

urban developments of both corporations.   

 

It is not possible, however, to discern the influence that private railway groups had in 

terms of the unfolding of distinctions in place without more closely examining the 

intentions and strategies behind the two corporate brands.  The following Section will 

therefore present primary data432 from the semi-structured interviewing of the corporate 

elite to investigate the strategies behind these two distinct corporate brands; particularly 

whether or not they evolved in response to the local setting and historical urban 

processes external to the corporations.  

 

6.2.1 Hankyu and Hanshin’s brand strategies 
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Hankyu and Hanshin Groups emerged against a complex backdrop of locational 

attributes, industrial and economic growth, and social change.  Although distinctions 

in housing, society, urban development, and leisure activities can be found to have ties 

to this setting and events, “the development of the private railways cannot be separated 

from the development of the Hanshin Region” (������RS�	 9
: 28433).  As 

commented by Hankyu (2005), this context provided a series of ‘business chances’. 

 

 

The acknowledgement of Japan’s physical geography as well as its urban settlement 
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“In the case of cities in Japan, the land is narrow and within that, there are many 

industries and urban functions – the observation [by Hankyu and Hanshin 

management, in the past] has been that there would be a concentration in the hearts 

of Tokyo and Osaka. The place of business is in the city and the place of residence, in 

the suburbs. In this way, railways are in the business of moving people, residential 

business, then the collection of people for leisure- there are many chances for 

business and gradually this has expanded.” 

�
� � � � Hankyu Corporate Interview, October 19, 2005 
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patterns demonstrates that the business development of private railways has occurred on 

the premise of these conditions.  Not only were these companies aware of their 

surroundings, but they sought to capitalise on them.  As Hankyu would further 

comment, favourable geographical and social conditions were particularly crucial for 

their success: 

 

 

To this Hankyu has more recently added that the ability to succeed was entirely based 

on a management path that incorporated the synergies between businesses of housing 

and railway development (Hankyu Group, 2008).  The shift to provide mansion (TI

UVI)-style housing at Nishinomiya-kitaguchi in 1948 (p.266) is a good example of 

this.  According to Hankyu, a sudden jump in land prices in the area drove the 
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“Because residential areas are gradually expanding, transport is increasingly 

necessary.  Cars cannot service the population concentration sufficiently.  We 

are especially fortunate because our abundant and rapid trains run through the 

favourable conditions in Osaka, Kobe and Kyoto, which are very densely 

populated …in this way it’s good business.” 

�
� � � � Hankyu Corporate Interview, October 19, 2005 
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company to build a gathering of high-rise residential properties so that they could 

continue to run profitable housing business while attracting more railway passengers 

(Hankyu Group, 2008).  Hanshin similarly recognised the importance of processes 

external to the private railways by saying: 

 

 

Hanshin (2006) went on to explain that this regional model is based on the need to offer 

comfort and convenience to its customers whether it is in general development, housing, 

commercial facilities, services in front of the station, or the elevating of railway tracks 

for safety purposes.  Further, the 100-year history of the Hanshin Electric Railway 

quotes that the “premise for that [the characteristics of the railway and its offerings] was 

in relation to the Hanshin Region’s economics and population” (��������

���, 2005434).  As evidenced in remarks made by Hankyu, it would appear that 

these considerations have, and continue to, influence the business decisions of both 
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“I think probably other railway companies will have the same answer but as I 

suspected, we adhere to a regional model.” 

 

    Hanshin Corporate Interview, March 6, 2006�
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corporations:   

 

 

In this statement Hankyu makes clear that their operations have been dependent on the 

needs of their market- indeed the long-standing history of the region has provided the 

basis.  If the regional history of the past 100 years has played a part in the business 

strategies of both Hankyu and Hanshin, what role has it specifically played vis-à-vis 

their corporate brands?  While they acknowledged that the area surrounding the 

Hankyu railway line had come to represent images such as ‘sophisticated’, ‘refined’, 

and ‘elegant’ (Hankyu Corporate Interview, 2005), initial responses from the corporate 

elite denied responsibility for these brand trademarks:     
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“I think the correct opinion [in regards to Hankyu’s strategies] is that they are a 

result of businesses aimed at matching the needs of people who go there and they 

matched the people who lived there, this includes the basis for the [railway] lines. 

It is really an accumulation of 100 years of history, isn’t it?” 

 

    Hankyu Corporate Interview, October 19, 2005 
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As evidenced in Chapter 4, a number of factors did indeed influence distinctions in the 

urban space of the Hanshin Region prior to, and during the founding of Hankyu and 

Hanshin.  However, as previously acknowledged by both corporations, they could not 

have competed and survived to this date without interacting in some way with these 

conditions.  As de Chernatony and McDonald (2003: 321) have argued, “the first stage 

in developing a competitive advantage is to analyse the environment in which the brand 

will compete.”  By investigating Hankyu’s analysis and targeting of this environment 

its role in branding becomes more evident. 

 

Hankyu Group made reference to Kobayashi Ichizo’s vision of creating ‘culture for the 

public mass’, and made clear that Hankyu is still very much a corporation that considers 

the ‘public standard’ by keeping train and theatre fares inexpensive (Hankyu Corporate 

Interview, 2005).  Kobayashi’s autobiography (2001) cites his vision of creating the 
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“We may not have so much played a role through a brand strategy.  It was created by 

the residents.  We didn’t force people to gather in order to live.  Through this history, 

images were made possible when these people increased.” 

�
� � � � Hankyu Corporate Interview, October 19, 2005 
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Takarazuka Theatre for the public; but it also illustrates his competitiveness with 

Hanshin Electric Railway 435 .  Kobayashi also spoke of Hankyu as providing 

‘something better’ ‘something unique’ to that of Hanshin and this was evident 

throughout his advertisements for housing (Chapter 5).   

 

The introduction of rice-curry to Hankyu Department Store is one example of 

Kobayashi’s efforts - it was a rare item, special, foreign, and something that could be 

consumed by those who were in search of something unusual.  Although Hankyu 

might argue that its strategies over the years have only been targeted at serving the 

public, they have inevitably set Hankyu apart from the competition. 
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In the early stages, Hankyu’s tactic was not to target the wealthy per se but what 

Gordon (2003) has called the increasing number of new wage-earning masses.  This 

strategy would change, however, as the income of people living around its line rose and 

people increasingly sought rare and high quality goods.   As Hankyu (2005) noted, the 

needs of people living around their lines, their ‘consumers’, changed based on time 

period.  Takashima (2004: 49) has argued that Hankyu’s proximity to the mountains 

and exclusive residential areas is the reason “why Hankyu’s trains have a high-end 

design emphasising the company’s refined image.”  Whether the tastes of consumers 
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As it happened, in addition to Japan’s development, the condition of 90% [of the 

people] being of middle consciousness went hand in hand with the ability for all 

average people to enjoy high quality services and goods, therefore, Hankyu Group 

did not target wealthy people from the beginning. This offered the chance to think 

about, and agree on devices that would bring enjoyment for the family. When Hankyu 

Department Store started, the thought was that ‘rice curry’- a fashionable and 

foreign food could be eaten by the public people.” 

�
� � � � Hankyu Corporate Interview, October 19, 2005�
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modified or there were statistical changes such as a declining birth rate, the efforts of 

the corporation were adapted based on the needs of the customers:  

 

 

This quote epitomises what Kobayashi Ichizo had ultimately intended for Hankyu 

Group:  that it provide something better or unique to other private railway groups.  

Chirashi zushi (WXYZ[) is a rare type of sushi with several ingredients, normally 

only eaten on special occasions while tuna sushi is quite ordinary.  Metaphorically then, 

Hankyu’s strategies have been and are like chirashi zushi - rare and special, and it is this 

approach to business, that has resulted in the Hankyu brand; distinct from that of 
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“But, of course, the income of people living [around the lines] slightly increased 

and if these people want high quality goods there is a chance to meet their 

request…In what I was saying, someone said that Hankyu is metaphorically like 

chirashi zushi. Like chirashi zushi, there are many delights [at Hankyu] because 

we do not offer only toro no nigiri. (tuna sushi). This impression remains today 

and Hankyu service is like this.” 

 

   Hankyu Corporate Interview, October 19, 2005�
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Hanshin.  According to Hankyu: 

 

In 2004, Hankyu devised a brand strategy called ‘Hankyu Taste’.  The slogan of 

‘Hankyu Taste’ was intended to represent ‘culture’, ‘elegance’ and ‘refinement’; 

something unique from other companies.  As in the past, it drew inspiration from its 

audience.  Further, to the corporate elite of Hankyu, this slogan refers to class and this, 

in turn, produces a taste for elegance, sophistication and fashion as a way of life. 
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“Due to the increased demand [for rare and high quality goods], we have the chance 

to offer expensive goods.  For example, if you go to the shopping centre on the 17th 

avenue (shopping corridor within the Hankyu Umeda terminal building), and you 

compare our level of earnings, it is a place with many different goods.  We have 

places where such [expensive] goods are offered. 

 

    Hankyu Corporate Interview, October 19, 2005 
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Analysis of these passages reveals two things: 1) Hankyu clearly perceives itself as 

‘producing’, or ‘selling’ culture, elegance and refinement through its diversified 

businesses; and, 2) it believes these characteristics are an original Hankyu identity.  
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“What is written there has a slightly different meaning than usual- it means to 

strongly produce products that have a feeling of culture, a little bit of unique fun.  In 

my opinion, it is not the usual life-style; it is to supply contents that are reflective of 

elegance and peace.  I think a symbol of this is the Takarazuka Theatre.  I think it 

is to supply a little bit of culture, elegance and refinement, customers can experience 

‘smart’ lifestyle elements.”     
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“Hankyu is the only rail company that has a theatre in particular, whereas other rail 

companies have department stores and baseball teams.  This is the source of 

Hankyu ‘Taste’.  This is different (from other companies).  This is connected to the 

image of the people living around the railway line. Also, having class produces a 

taste of elegance, sophistication, fashion; as a way of life.  This is an original 

Hankyu realisation.  I think this is an original Hankyu identity.G�
 

    Hankyu Corporate Interview, October 19, 2005 
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Dowling (2001: 19) has written that “corporate identity helps people find or recognise a 

company” as symbols are consistently communicated to consumers, and this is one 

component of a corporate brand.  In this way, the images associated with Hankyu’s 

slogan are not only connected to the perceptions the corporate elite have of the people 

living around their railway line, but the adoption of those impressions as a corporate 

identity results in their promulgation by Hankyu.   

 

As argued by Bonsall and Harrison (2006: 26), “the brand is the essence of the 

relationship built between the consumer and the product or service for sale…the 

ultimate aim of branding is to manage the image of a product or service so that it creates 

a desirable identity which consumers can relate to.”  Cleverly, Hankyu has not only 

created a brand, but its image is almost self-perpetuating as its roots are directly tied to 

the people living around its railway line. 

 

Like Hankyu, the corporate elite of Hanshin had perceptions of the area surrounding 

their railway line.  Although distinct from those described by Hankyu, images such as 

‘old downtown’, ‘human emotion’, ‘the smell of the seashore’, ‘baseball and Koshien 

Stadium’ are similarly connected to the historical and physical context of the area.  Just 

as Hankyu drew on its audience and the setting in which they resided to create its brand, 
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Hanshin was conscious of its surroundings:  

 

 

According to Hanshin, the industrial land surrounding its line played an important role 

in its strategies and image.  For example, sake breweries located along the line “were 

the first non-railway businesses to be involved in Hanshin Electric Railway’s planning 

process” (�����������, 2005: 12436).  Some of the earliest planning 

involved the development of residential areas along the line in response to “the nearby 

location of factories and the migration of people to work in these factories” (���

��������, 2005: 62437).   

�

Hanshin was therefore not only cognisant of the conditions around its line and their 

associated images, but like Hankyu, it catered to them.  In this way, Hanshin’s 
���������������������������������������������������
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“Long ago there were many heavy industry companies along Hanshin’s ocean side. 

Many companies closed after the bubble when the economy went downhill…and 

there are many things remaining as a result of this.  There is a blue-collar 

image.” 

    Hanshin Corporate Interview, March 6, 2006 
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concerns lay fundamentally in the people living around its line and this brand identity 

has remained relatively consistent today (Hanshin Corporate Interview, 2006).  

Commenting on a recent slogan:   

�

�

The slogan represents Hanshin’s continuing desire to be involved in everything to do 

with the livelihood of its passengers/residents.  More than this, Hanshin’s success 

hinges on its ability to “put [itself] in the minds of [its] potential customers or audience, 

and know what it is they want” (Bonsall and Harrison, 2006: 16).  While it does not 

suggest the level of exclusivity associated with Hankyu, Hanshin’s brand of providing 

day-to-day goods and services has succeeded “because [it was] positioned to capitalise 

on the unique characteristics” of its passengers (de Chernatony and McDonald, 2001: 

321).  The brand’s power lies in the ability for Hanshin consumers to identify with 

hXp
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�
“I think the meaning is as it (the slogan) is:  eating, clothing, living, playing.  I 

think Hanshin Group wants to be concerned with the seesaw of everything to do 

with living.” 

      

    Hanshin Corporate Interview, March 6, 2006 
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what it represents.  Two important symbols of this are ‘downtown’ and the Tigers 

(Hanshin baseball team): 

�

 

 

In these statements, Hanshin Group is acknowledging three very distinct aspects of its 

brand, each representative of its present day corporate image:  1) ‘downtown’; 2) 
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“I was asked about Hanshin’s image and about Hankyu, it is very common-like, on the 

other hand, it is uptown versus downtown. I think that Umeda’s development 

contributes to the high brand value meaning of Hanshin’s image strategy.”    

�
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“Everything is crowded with the Tigers brand…on the other hand, even if it is 

strengthening the distribution.  The Managing Director often says we must make both 

business divisions of stock and flow better.  But the Tigers brand is recent. We 

strengthened it. Before, we only had a baseball team. The recent thinking is to reduce 

the group companies but this [Tigers brand] has brought them back to life.”  

�
    Hanshin Corporate Interview, March 6, 2006�
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Hanshin’s development of Nishi-Umeda; and 3) the Hanshin Tigers.  At the heart of all 

of these is the over 100 year patronage of Hanshin passengers/residents who have 

consumed the goods, images and services associated with the Hanshin brand.  When 

Hanshin’s 100 year birthday occurred on April 12th, 2005, the company hung posters 

with images symbolic of the Hanshin brand in order to express their gratitude to all of 

the people living around their railway line.  The message in the posters politely asked 

for another 100 years, and the images depicting Hanshin’s commitment to its 

passengers/residents were encapsulated in a monument located outside its corporate 

headquarters (Hanshin Corporate Interview, 2006).   

 

Like Hankyu, Hanshin is cognisant of the important role played by the setting in which 

its line is situated and the historical processes that took place there.  According to 

Takashima (2004: 49) it is for this reason that “Hanshin has implemented carefully 

planned strategies…concentrating its efforts not so much on speed but more on taking 

advantage of the fact that its station density is about three times that of Japan Rail 

West.”  Without passengers and residents, Hanshin would neither profit from its goods, 

images and services, nor would it have a profile on which to build a competitive 

advantage over Hankyu.  It is Hanshin’s capitalisation of this competitive advantage 

which has powered a brand distinct to that of Hankyu. 
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6.3 Conclusion 

 

For many years, the diversified businesses of Hankyu and Hanshin Groups have enabled 

them to not only be involved in, but largely responsible for the fundamental 

development of certain areas in the Hanshin Region.  These urban development 

initiatives, when combined with their two corporate brands, have created a unique 

opportunity for Hankyu and Hanshin to physically manifest their corporate symbols in 

the urban space.  As Klingmann (2007: 64) has written, “brands give products, 

services, places, and events an added symbolic value that, as it were, elevates them 

above themselves, and makes them more than they are in just a material or functional 

sense.”  The places developed by Hankyu and Hanshin, therefore, were made symbolic 

for their association with the two companies due to the presence of their two brands. 

 

As highlighted in Section 6.2, however, these brands were not disconnected from 

locational attributes and processes external to the corporations.  Not only did Hankyu 

and Hanshin seek to capitalise on opportunities created by the unique physical, 

economic, industrial and social conditions of the region, but their brands were made 

powerful because they were based on characteristics with which the people surrounding 



�

� *� �

their two lines could identify.  The inter-play between setting, processes exogenous 

and endogenous to the two corporations, demonstrates that distinctions in place 

character were influenced by all of these factors as well as their complex interaction.  

Hankyu addressed this condition well when it spoke of a ‘cycle’ between consumers, 

branding, and distinct needs:   

 

 

Rather than solely influencing the distinctions in the areas surrounding their railway 

lines, Hankyu and Hanshin capitalised on other processes causing distinctions to be 

reinforced and made more visible.  The nature of these brands, therefore, would 

ultimately affect the capacity for the two railway comps to influence.  To consider this 
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I think [customers] having a brand value of the Hankyu line is a big advantage.  

There isn’t a special brand strategy but connected to customer evaluation the kind of 

services [needed] for a quality urban lifestyle are consistently offered, and the people 

who want to live around the line increases, and this improves profit, so it is possible 

to offer new services. It goes around in this kind of cycle. 

� � � � � �
� � � � Hankyu Corporate Interview, October 19, 2005 

�
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further, particularly as it relates to an influence over a long period of time, the next 

chapter explores whether or not there the promotion of Hankyu and Hanshin’s goods, 

images, and services corresponds with their consumption by passengers/residents.  
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Chapter 7 

 

The consumption and persistence of two distinct brands in the 

Hanshin Region 

 

Hankyu and Hanshin Groups have a clear physical presence in the Hanshin Region and 

through these properties their corporate brands have been consistently communicated 

for more than 100 years.  These brands and their associated images have been 

influenced by locational attributes and historical processes of the region such as 

economic and industrial growth, and social change, and this has resulted in the two 

companies reinforcing certain characteristics of place438.  However, the ability for the 

two private railway groups to influence the urban development of the region also lies in 

the consumption of their goods, images, and services.  

 

This chapter further explores the influence of two private railway companies by 

examining the experiences of passengers/residents and their consumption, both 

purchased and perceived, of the goods, images, and services of Hankyu and Hanshin 

Groups.  In particular, it examines whether or not the promotion of Hankyu and 

Hanshin’s goods, images, and services mirrors their consumption by 

passengers/residents.  If they have been consumed in the same way as they were 

promoted, the inter-play between the strategies of the two companies, historical 

processes, and the setting in which these have evolved, is made more evident.  Further, 

consumption by the passengers/residents may have contributed to the perpetuation of 
���������������������������������������������������
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two brands in the urban space of the region for more than 100 years, and thus, the 

ability for Hankyu and Hanshin to influence. 

 

These matters will be addressed through tables of data from surveys and interviews, 

which compare perceptions of the areas surrounding both railway lines, and Hankyu and 

Hanshin’s department stores – one extension of their corporate brands.  The data is 

supported by the visual analysis of present day photographs 439  of select urban 

developments by Hankyu and Hanshin, as well as the side-by-side display of 

corresponding recent and historical images.  The purpose of the latter is to show the 

continued presence of Hankyu and Hanshin’s ‘brandscape’ and to demonstrate that 

many of these historical private railway symbols persist in the urban space of the region 

to this day440.  As was the case in the previous chapter, each set of results will be 

accompanied by an interpretative discussion, thereby setting the stage for the next and 

final chapter, in which the narratives and results presented in this thesis are woven into 

conclusions.  

 

7.1 Similarities between promotion and consumption 

 

Dowling (2001: 18) wrote that “images of things (countries, industries, companies and 

brands) reside in the heads of people…we all have different information about, and 

sometimes different experiences with, these things.”  Allowing people to freely 

indicate adjectives which in their opinion, illustrate perceived characteristics, is 

therefore a helpful tool in charting images of the areas surrounding Hankyu and 
���������������������������������������������������
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Hanshin lines, and their corporate brands (Kim et al, 2001).  These images are 

important because they are symbolic of what has been consumed, for consumption can 

involve both the purchase and the adoption of perceptions of a good, image, and service 

(Holcomb, 2001; de Ruyter and Wetzels, 2000; Pagano and Bowman, 1995).  

 

To determine whether or not the promotion of Hankyu and Hanshin’s goods, images and 

services corresponds with their consumption by passengers/residents, it is useful to start 

with perceptions from within the two corporations.  Corporate brands are symbolic of 

the companies which have created them – in this case, Hankyu and Hanshin – therefore 

the perceptions of their corporate elite can provide a window on their attributes.  

Further, they can provide insight into the promotion and consumption of their brands in 

those locations (de Ruyter and Wetzels, 2000).    

 

The corporate elite of both corporations were asked to provide adjectives to describe 

their perceptions of the area surrounding both the Hankyu and Hanshin railway lines.  

Their responses can be found first in Table 7.1, which presents observations of the 

Hankyu line vicinity, then Table 7.2, which provides images of the Hanshin line locality.  

As explained in Chapter 3, the tables list the responses from each company in English 

followed by the original Japanese comments.  The number of interviewees is identified 

by ‘n=’ and the numeric frequency of responses can be found in a separate column to 

the right of the perceptions.  The purpose of these tables is to allow the dominant 

themes of the collected data to be coded without influence by the researcher.  

Analytical discussion of their contents follows after the presentation of the tables.     
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In both Groups, there is consistency in perceptions describing the areas surrounding 

both lines.  The area surrounding the Hankyu line has been portrayed as ‘elegant and 

refined’, ‘high-class and exclusive’, ‘sophisticated and smart’, and a place of 

‘residential properties’.  Conversely, the area bordering the Hanshin line has been 

depicted as ‘old downtown’, a place of ‘human emotion’ and ‘common feeling’, and 

home to ‘Hanshin Tigers’ baseball.  The ‘Tigers’ baseball team and ‘Koshien Stadium’ 

are not only symbolic of the Hanshin line vicinity, they are businesses that have been 

owned and operated by Hanshin Group for over 100 years.  As commented by 

Hanshin’s corporate elite (Chapter 6), the Tigers are integral to Hanshin’s overall brand.  

Mention of these characteristics confirms not only their physical relevance to the 

locality, but also the association of the Hanshin brand with place.  Given Dowling’s 

(2001) comments about images and how they vary from one person to the next, it is 

interesting to find consistent words between the two companies, whose elite were 

unknown to each other and interviewed at separate times.  Reflection on the evidence 

presented in Chapters 4 through 6, however, provides clues to why this consistency 

might be. 

 

The ‘high-class and exclusivity’ used to describe the Hankyu area, for example, has 

roots in the mountain homes built by Osaka merchants during the Meiji Period (���

����1997437).  Similarly, the ‘old downtown’ portrayal of the Hanshin area is tied 

to some of the earliest settlement in the region which took shape along the trading and 

navigational routes that follow the coast between Osaka and Kobe (Taniuchi, 1984; 

Yazaki, 1968).  Images such as these represent historical events and physical 

conditions that are intrinsic to the Hanshin Region; however, the perceptions can also be 

���������������������������������������������������
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found to have connections to the business activities of Hankyu and Hanshin Groups.  

 

As discussed in Chapter 6, Hankyu’s recent corporate slogan ‘Hankyu Taste’ is an 

attempt to embody themes of ‘elegance’, ‘sophistication’, and ‘refinement’ – not unlike 

the words the corporate elite have used to describe the area surrounding the Hankyu line.  

Historically, Kobayashi Ichizo attempted to convey similar impressions in housing 

brochures and newspaper articles.  Words such as ‘spacious’, ‘pastoral’, ‘idyllic’ and 

‘exemplary’ represent Hankyu’s strategies in residential development, particularly its 

attempts to be exclusive.  This corresponds with the corporate interview data found in 

Chapter 6, which explained the acknowledgement and adoption of factors outside of the 

corporations in order to develop two corporate brands.  To illustrate this evidence 

further, it is useful to compare the perceptions of the corporate elite with those of the 

region’s passengers/residents. 

 

7.1.2 Comparison of the corporate and passenger/resident perceptions of the areas 

surrounding the Hankyu and Hanshin railway lines. 

 

The research data presented in Tables 7.1 and 7.2 reflect the intentions of the two 

corporations and thus provide a starting point from which the active consumption of 

these goods, images and services can be determined.  Individuals have choices as 

consumers (Schiffman et al, 2005) and the marketed images of Hankyu and Hanshin 

might have an impact on consumers in varying ways (Marder, 1997).  As de 

Chernatony and McDonald (2003: 70) have suggested, “consumers face a complex 

world.  They are limited both by economic resources and their ability to seek, store and 

process brand information.”   
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Therefore, passengers/residents of the Hanshin Region might not necessarily share the 

perceptions of the corporate elite, or the images portrayed in their media.  However, 

the series of tables (Tables 7.3, 7.4) that follow clearly show a consistency of 

perceptions held by Hankyu and Hanshin passengers/residents.  This is a fascinating 

point when one considers that responses to the surveys were gained over the course of 

several months from a wide audience.  In certain cases, the exact same terminology 

was used by participants of both lines; in others, terminology may have differed but the 

sentiment was much the same. 

 

Using manifest content analysis the collected data in Tables 7.3 (which describes the 

area surrounding the Hankyu line) and 7.4 (which presents observations on the Hanshin 

line vicinity) has been separated into six codes based on the dominant themes evident in 

the participant responses – those most frequently mentioned.  These categories are:  

1) people; 2) businesses and facilities; 3) housing and lifestyle; 4) ambience; 5) 

locational attributes; and 6) general438.  Once again the number of participants are 

indicated using ‘n=’ and the frequency of responses can be seen in a separate column to 

the right of the original and translated answers.  
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Passengers/residents of the Hanshin Region clearly perceive more distinctions than 

similarities between the people, business and facilities, housing and lifestyle, ambience, 

locational attributes, and general features along the two railway lines.  If it is unlikely 

for people with different information and experiences to consume goods, images and 

services in the same manner because humans possess different information and can 

experience things differently (de Chernatony and McDonald, 2003; Dowling, 2001) 

why should the perceptions of the passengers/residents of the Hanshin Region be so 

consistent?   

 

Crang (1998: 40) has written that landscapes are not simply material, they are also 

“texts, that can be read, and which tell both the inhabitants and us stories about the 

people – about their beliefs and identity.”  As was suggested in relation to the 

responses of the corporate elite, perceptions held by the passenger/residents of the 

region’s landscape point to a number of shared experiences.  Attempts to decipher this 

landscape begins once more with historical processes and the setting in which they took 

place. 

 

Numerous respondents view the people living around the Hankyu railway line as 

‘wealthy’, ‘high-class’ individuals with ‘good sense’.  Conversely, they view the 

people inhabiting the area surrounding the Hanshin railway line as ‘open-hearted and 

frank’ ‘commoners’ who are ‘Hanshin Tiger fans’439.  Although it is difficult to 

confirm linkages between the ‘open-hearted and frank’ nature of people living around 

���������������������������������������������������
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the Hanshin line and its settlement history, the area is known to have been settled as 

early as the 1600s by sake brewers and farmers (������, 2008; �	
����

�� 9�44��.  In the late 1800s and throughout Japan’s industrial revolution the area 

was further populated by industrial labourers who worked in the nearby factories ���

��������� , 2005441).  As discussed in Chapter 4, this resulted in a 

certain socio-economic dynamic which might be responsible for the perception of 

‘commoners’.   

 

Dr. Yamaguchi of Kwansei Gakuin University identified the land surrounding the 

Hanshin line as industrial, with a series of industrial cities (November 2, 2005).  In an 

interview Dr. Mizuuchi of Osaka University also commented that locations along the 

Hanshin line such as Amagasaki (!"), Mukogawa (#$%), and Nishinomiya (&'� 

were ‘commoner cities’ where many ‘blue-collar workers are gathered’ (October 12th, 

2005).  These accounts further confirm the evidence found in Chapter 4 and the idea 

that such present day characteristics have origins in early settlement history. 

 

As was discussed in relation to the perceptions of the corporate elite, the idea of 

‘wealthy’ and ‘high-class’ nature of people living around the Hankyu line also has roots 

in historical processes.  Beginning with the holiday cottages of Osaka merchants in the 

mountains, additional areas were permanently settled from the early 1900s onward in 

response to Japan’s economic growth.  New wealth from secondary industries enabled 

people to place distance between the place of production and residence.  A number of 

���������������������������������������������������
44�� ,
�
#��������	��������:?�!��9���������9��&������/�������������)����
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��������� �
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locations along the Hankyu line were developed as ‘garden suburbs’ for those who 

could afford to move away from the city ((), 2000442).  The distinctions found 

between the people who now reside along the Hankyu line and those along the Hanshin 

line therefore have origins in the economic and industrial growth, and social change of 

the region.�

 

Also connected to the above-mentioned events is the housing in both localities.  

Housing in the Hankyu area is viewed as ‘medium-high income’, ‘exclusive’ and as 

having a ‘good living environment’ – likely a residual of garden suburb design which 

catered to a growing white collar workforce (Walthall, 2006; Gordon, 2003).  Further, 

as Allinson (1984) wrote, since Tokugawa times (1603-1867), residences located on 

higher ground have always been home to the wealthy and social elite.   

 

Conversely, housing along the Hanshin line is described as consisting of ‘mansions’ (*

+,-+) and inexpensive property – again, a possible extension of the predominantly 

blue-collar employees residing in the area and their housing needs.  As illustrated in 

Chapter 6, the residential land value of properties nearest to the Hanshin line is certainly 

less expensive in comparison with those closest to the Hankyu line.  These lower 

values would have been driven in part by the nearby location of industry (Asabere and 

Harvey, 1985). 

 

The perceived ambience of the area surrounding the Hanshin line is ‘old downtown443’ 

���������������������������������������������������
44�� >
����������$��
�%��D	�	����������"�������	��
	������"
��	������	������������	���	�
��	��		�������
���*�5$�
44*� !�������C�"����'���'�D������	���	�&������
���	���������"����&
���
�
���
	�'�""�

	�������
�����������
��������
��������������	��
&"��
���	����$�<����&�������"��



� *�)�

(./) with ‘noisy’, ‘dirty’, and ‘crowded’ characteristics, peppered with more pleasant 

features such as ‘quiet’ and ‘cultural’ atmospheres.  The ‘old downtown’ (./) 

connotation is fitting given the early settlement of the coastal area (Taniuchi, 1984; 

Yazaki, 1968).  The noise and dirt associated with this was once more likely in large 

part because of the nearby industrial factories; and as demonstrated in Chapter 4, their 

associated effects444.  More positive in image was participants’ definition of the 

locational attributes surrounding the Hanshin railway line which included nearness to 

the sea, albeit with a poor environmental condition.  As noted in Chapter 4, the sea 

south of the Hanshin line was once a popular resort area (McCormack, 2001; �	
�

�, 1997445); however, its desirability has most likely been damaged as a result of the 

neighbouring factories.  Generally, the area surrounding the Hanshin line is observed 

as both convenient and inconvenient, and home to dense population (mass public).     

 

The perceived ambience of the land surrounding the Hankyu line, which includes 

‘high-class’, ‘elegant’ and ‘refined’, and of ‘beautiful’ features, is likely to have 

originated from early housing developments, the type of people who were drawn to that 

housing, and the nearby mountainous features446.  The perceived locational attributes 

of the Hankyu area, which include a ‘clean environment’ and ‘mountainous’ features 

correlate with the topography of the region described in Chapter 4.  Further, while the 

land nearest to the coast, through which the Hanshin line runs, was heavily 

industrialised, neighbourhoods in the vicinity of the Hankyu line were predominantly 

�����������������������������������������������������������������������������������������������������������������������������������������������������
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zoned as residential.  In many instances these districts were exclusively residential and 

this would have resulted in a ‘clean environment’ in comparison with that of the 

Hanshin line (01234�52, �� 8�447). 

 

Generally, participants remarked that the area surrounding the Hankyu railway line was 

‘uptown’.  This term ‘uptown’ (678) represents a residential area in a high location; 

and because of the cost of building and living in a high location, the term ‘uptown’ also 

carries the connotation of affluence.  This image would appear to be in line with 

sentiments expressed by the passengers/residents in other categories, and the historical 

processes and setting of the region.   

 

Analysis in conjunction with data presented in Chapters 5 and 6, however, reveals that 

these perceptions are symbolic of more than just the locational attributes, economic and 

industrial growth, and social change of the region.  These perceptions apply also to the 

marketing materials and properties of Hankyu and Hanshin – a result of a conscious 

decision by both corporations to shape their strategies based on existing conditions of 

the region.  The inter-play between endogenous and exogenous processes, and setting, 

resulted in two distinct brands and as de Ruyter and Wetzels (2000: 641) have suggested, 

“brands serve as cues for triggering image perceptions.” 

 

That is to say, the perceptions of the passengers/residents of the Hanshin Region can 

also be found to be congruent with the brands of Hankyu and Hanshin Groups.   

Passengers/residents are actively consuming the Hankyu and Hanshin brands, and 

perceptions of the area surrounding the railway lines consistent with advertised images 

���������������������������������������������������
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are one sign of this.  They further illustrate that the manifestation of the two corporate 

brands in urban space has enabled Hankyu and Hanshin to reinforce distinctions in the 

people, businesses and facilities, housing and lifestyle, and ambience in the urban space 

around their railway lines.   

 

This link is first evident in the way passenger/residents have perceived Hankyu and 

Hanshin businesses that have long been visible in the urban space surrounding their 

railway lines.  For the area surrounding the Hankyu railway line, survey participants 

identified the Hankyu-owned ‘Takarazuka Theatre’, the colour of Hankyu’s trains, and 

the existence of many ‘schools’.  The identification of Takarazuka Theatre (owned by 

Hankyu) and the colour of Hankyu trains not only depict a physical presence but also 

evoke the Hankyu brand images of ‘culture’, ‘sophistication’ and ‘refinement’.  

Perceptions associated with schools relate to Kobayashi Ichizo’s urban development 

strategies (Chapter 6), through which he invited schools to set-up in the area 

surrounding the Hankyu railway line.   

 

For the area surrounding the Hanshin railway line, participants identified Hanshin 

Group businesses such as the ‘Hanshin Tigers’ baseball team, ‘Koshien’ baseball 

stadium and ‘La-La Port’ (Hanshin-leased shopping complex in Koshien on the site of 

the former Hanshin Park).  Not only are these diversified businesses of Hanshin Group, 

but they are directly connected to Hanshin’s brand images of ‘leisure’ and ‘everyday 

lifestyle’.  ‘Koshien’ in particular is emblematic of Hanshin’s historical ‘sport-leisure’ 

approach to development and the continued significance to its present day brand448. 
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It is not just the physical presence of Hankyu and Hanshin’s businesses that have 

enabled the two companies to influence, but also their long-time involvement in housing 

development along their lines.  As discussed in Chapter 6, the period in which Hankyu 

and Hanshin opened their rail services and commenced residential development was one 

in which the economy was evolving and the Japanese salary man was born (9:;<

*+) ((), 2000449).  Hankyu, with its broad unsettled lands had the space in which 

to build larger housing, and the target audience for its advertising was the salary man, 

including those who worked for Hankyu.  This strategy has resulted in a high-class 

residential area of medium-high income bracket for salary men and their families (�	


������ 9�4 �1.   

 

Hanshin’s line was mainly built around existing population451 and many of these people 

were “blue-collared employees of the nearby industries” (Dr. Yamaguchi, November 2nd, 

2005).  Rather than change this dynamic, Hanshin catered to it, by building and renting 

its first set of row houses in front of its Nishinomiya Station.  Although not responsible 

for the area’s earliest settlement, Hanshin set its products and services to existing norms.  

In turn, this gave individuals a less expensive option than that advertised by Hankyu, 

although certain developments such as those at Koshien were unique.  This strategy 

facilitated a continued settlement of ‘commoners’ who were blue-collar labourers in 

nearby factories as perceptions suggest. 
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The departure of Koshien’s housing strategy from Hanshin’s earlier development at 

Nishinomiya is further indication of the way in which the company was prepared to 

adapt its branding strategies based on its audience.  Such market awareness is 

necessary if a company is to be competitive (de Chernatony and McDonald, 2003).  

The same approach can be seen in Hanshin’s development of Ashiya, which began as a 

seasonal bathing resort (�	
��, 1997452).  Famous cultural entities such as 

authors and artists moved to places such as Ashiya (on the Hanshin line) following the 

Tokyo earthquake of 1923 (Hankyu Group, 2005).  This resulted in a connotation of 

‘high class’ and Hanshin’s response to these conditions can be seen in its attempt to 

retain a ‘village’ atmosphere while providing the most convenient and central transport 

services (Dr. Mizuuchi, October 12, 2005).   

 

In conjunction with the types of people and housing that began to take shape through 

Hankyu and Hanshin’s development activities, the ambiences of those areas also 

became symbolic of their diverse businesses.  This was stimulated by “the fact that 

consumers purchase goods that act as a vehicle to express their identity” (Kressman et al, 

2006: 956).  In the process of consumption, reputation or corporate image can greatly 

influence consumers in their buying decisions (Cretu and Brodie, 2007); therefore, those 

who consumed the goods, images and services of Hankyu and Hanshin Groups were 

likely to have decided what to consume based on the images advertised and with which 

they chose to identify.  

 

As Hankyu built and sold spacious homes it also developed train and business facilities 

to serve those individuals (Chapter 6).  Facilitated by its management structure, 
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consistent images were marketed through these diversified businesses and this, coupled 

with the people who chose to consume those businesses, further solidified images of a 

‘high-class’, ‘elegant’ and ‘refined’, and ‘beautiful’ ambience.  In contrast to this, 

Hanshin’s row-style residential developments contributed to the ‘crowded’ nature of the 

land surrounding its line; not only was the vicinity already settled to some extent, but 

Hanshin’s more compact properties enabled more people to live in a small amount of 

space (Chapter 6).  Although the region as a whole is now densely populated, 2005 

population statistics indicate that the entire area along the Hanshin railway line has a 

population density of 2,000 or more people per km2, while that of the Hankyu line 

ranges from 500 to 1,000 people per km2 (=>?@AB, 2005453).  By virtue of these 

conditions, the land immediately surrounding the Hanshin railway line is more crowded 

and Hanshin’s development strategies were one contributing factor. 

 

The company songs displayed at the beginning of Chapter 5 provide another example of 

the way in which the ambience of the two areas also became symbolic of their diverse 

businesses.  The Mino-Arima Railway song (present day Hankyu) poetically depicts 

the mountainous topography in the north of the region, and through which the railway 

line ran.  Words such as ‘easterly breeze’, ‘see below’ (the impression of looking down 

from above), and ‘northern field’ resonate with the locational attributes, which have an 

historical connotation of affluence.  Conversely, references made to ‘Osaka City’, 

‘prosperous’, ‘circling train’, and ‘Umeda Station’ in Hanshin’s song reverberate with 

the economic and industrial prosperity of the region; something with which the 

industrial workers living along the Hanshin line could strongly identify.   
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The posters that hang inside their trains, and which advertise businesses run by Hankyu 

and Hanshin, have provided another channel through which goods, images and services 

could be promulgated.  Photographed on the same day, the posters illustrate how the 

symbols associated with the two corporate brands are made visible for consumption by 

their passengers/residents.  Hanshin was advertising an in-house publication which 

highlighted attractions along the whole Hanshin railway line (Figure 7.1).   

 

 

 

 

 

 

 

 

 
Figure 7.1: Advertisement for the Hanshin railway line book. Source: the author, 2005 
 

Interestingly the points of interest were all based on the feedback of Hanshin 

passengers/residents – further evidence of Hanshin’s conscious attempt to base its 

strategies on its customers.  A grandmother from Ashiya recommends going together 

with the grandchildren to the Heian Period Ebisu Shrine454.  An Office Lady (OL) who 

is a Hanshin fan suggests that it is fun to eat delicious food near to Koshien Stadium 

before a Hanshin Tigers game.  Other passengers/residents from Amagasaki and 

Mikage describe childhood memories of eating traditional foods such as sweet bean 
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paste-filled cakes, and the ability to still enjoy such treats today.  The demographics of 

these people and the features they have mentioned not only echo the perceptions of the 

area surrounding the railway line:  they correlate with the vignettes found in Chapter 1, 

in which the Office Lady (OL), grandmother, and traditional foods are symbolic of 

Hanshin Group.      

 

Equally emblematic, yet distinct, are the goods, images, and services found on a poster 

inside the Hankyu train which advertised an Italian exhibition at the Hankyu 

Department Store (Figure 7.2).  Promoting Italian imports from wine, designer leather 

goods, marble, and sheepskin coats, to dining facilities offering pasta made by a famous 

chef and coffee made by Japan’s 2004 ‘barista champion’, the poster also parallels 

tangible traits as well as the experiences described in Chapter 1.  The international 

fashion and food marketed by Hankyu, and the family and traditional food publicised by 

Hanshin, demonstrate their active role in reinforcing distinctions not only in perception, 

but also in concrete aspects of the urban space.  This has an impact not only on the 

types of people, housing and lifestyle, and businesses and facilities, but also the 

ambience of urban space.      
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Figure 7.2: Poster announcing an Italian Exhibition at Hankyu Department Store. Source: the author, 
2005 
 

Distinctions between the Hankyu and Hanshin areas clearly exist in the minds of 

passengers/residents as well as the elite of both corporations.  Further, these 

dissimilarities are not only perceived, they are visibly real455 in the consumption of 

goods, images and services, and evidenced by the profits of their real estate, railway and 

retail businesses (����������� , 2005; C4DE
FG012, H

I 34�456).   

 

The capacity for these complex processes to solidify images in the minds of individuals 

can be further illustrated by the perceptions of those who were not involved in the 

corporations or affected by them.  This research therefore surveyed the perceptions of 

urban planners, independent businesses surrounding the line and Japanese geographers.   

Following the same format of tables presenting data from the corporate elite, Table 7.5 

introduces comments associated with the Hankyu line first by urban planners, followed 

by Japanese geographers, Hankyu line independent businesses and independent 

businesses of the Hanshin line.  Data in table 7.6 which pertains to the Hanshin line 

vicinity is similarly organised. 

 

The results of the survey (Tables 7.5, 7.6) show similar distinctions among the 

perceptions of urban planners, Japanese geographers and independent businesses of the 

region.  The area surrounding the Hankyu railway line is recognised for its ‘high-class’ 
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‘exclusivity’; its ‘uptown’ status which includes ‘fashionable’ and ‘wealthy’ 

characteristics.  In comparison, the land along the Hanshin railway line is recognised 

as being a place of ‘commoners’, ‘noisy’, ‘industrial’ and emblematic of the ‘Hanshin 

Tigers’ baseball team.   
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The perceptions of the urban planners and Japanese geographers demonstrate that the 

areas surrounding the Hankyu and Hanshin railway lines appear distinct, not only to the 

corporations and passengers/residents but also to those who are involved in the planning 

and study of urban areas.  This is further evidence of the influence of both historical 

processes and the setting in which they took place, as well as processes internal to the 

two corporations.  The combination of all of these factors has created a number of 

shared experiences from which powerful images, and concrete distinctions, have 

evolved.  These images have become symbolic of both the Hanshin Region, and the 

Hankyu and Hanshin brands.   

 

This may further be seen in perceptions of the Hankyu and Hanshin Department Stores.  

As Moore and Corrigan have noted, “the flagship is the nerve of a brand in a local 

market” and its advent in the middle of the 19th Century was one of the most important 

developments in consumer culture (Moore, 2000: 272; Corrigan, 1997).  Data 

associated with the Hankyu and Hanshin Department Stores provide a strong 

representation of consumer patterns among their passengers/residents. 

 

Consumption is one of problem-solving as in reality, consumers “are limited by 

economic resources and their ability to seek, store and process information” (de 

Chernatony and McDonald, 2003: 58).  As Frank (2006) has commented, variables 

such as income affect the volume and nature of goods and services people consume.  

According to his theory of rational consumer choice, however, despite these 

constrictions, all consumers have ‘preferences’ and allocate their incomes to best obtain 

these, albeit if in limited ways.  It is also relevant that consumption includes both the 
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act of purchase and the adoption of perceptions or images as they are advertised457 

(Holcomb, 2001; de Ruyter and Wetzels, 2000; Pagano and Bowman, 1995).  It is from 

this viewpoint that consumer data was collected. 

 

When passengers/residents were asked to list three words best describing a Hankyu or 

Hanshin Department Store, their responses strongly corresponded to perceptions of the 

areas surrounding the two railway lines (Tables 7.7, 7.8).  Identical words appear as 

well as terminology representing much the same sentiment as expressed for the land 

around the Hankyu and Hanshin railway lines.  This pattern suggests what Kressman 

et al (2006) call ‘brand loyalty’, which involves the evaluation of a brand based on its 

symbolic attributes.  For those who invest in that particular brand, there is a desire to 

consume it continuously because the individual identifies with what it represents 

(Kressman et al, 2006). 

 

While the findings458 in Tables 7.7 and 7.8 are relatively consistent with the perceptions 

held by passengers/residents of the urban space surrounding the Hankyu and Hanshin 

railway lines, they in fact pertain to flagship businesses of the two corporations.  

Passengers/residents of both lines generally view the Hankyu Department store as 

‘wealthy’, ‘elegant’ and ‘refined’, ‘fashionable’, ‘expensive’, of ‘uptown’ customers, 

and a purveyor or ‘brand goods’.  Conversely, passengers/residents generally view the 

Hanshin Department store as a place of ‘commoners’ where ‘Hanshin Tigers goods’ and 

‘groceries’ can be purchased ‘inexpensively’ in an ‘old downtown’ atmosphere.   
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These findings suggest a number of things.  First, they are further evidence of an 

inter-play between historical processes, the setting in which they took place, and 

processes internal to Hankyu and Hanshin.  The department stores are important 

components of the Hankyu and Hanshin brands and their associated images, as was 

discussed in Chapter 6, were deliberately informed by the locational attributes and 

historical processes of the region.  Further, as described in Chapter 5, they were in 

response to the oligopolistic competition between the two companies.  Throughout this 

competition the management structures ensured the consistent communication of goods, 

images, and services, and the adoption of these impressions by the passengers/residents 

confirms that their promotion mirrors their consumption. 

 

Second, consistency of the words applied by passengers/residents to the two department 

stores and the areas surrounding the two railway lines demonstrates the capacity for the 

private railway groups to influence.  Not only did Hankyu and Hanshin develop 

physical properties in the urban space of the region through which their brands could be 

communicated, but the intentional characteristics of those brands have resulted in the 

two companies reinforcing distinctions in place.  Bonsall and Harrison (2006) have 

argued that a brand is very powerful when mention of its very name triggers attributes, 

strong benefits, and personality in the mind of the consumer.  The clear correlation 

between the promotion of Hankyu and Hanshin’s goods, images, and services, and their 

consumption, reveal the true power of the two brands – indeed Hankyu and Hanshin’s 

influence in the urban development of the Hanshin Region.  
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The influence of these brands in sustaining visible distinctions in the urban space of the 

Hanshin Region is evident in the perceptions and decisions of independent businesses 

surrounding the two lines.  Of the six Hankyu-area businesses surveyed, all indicated 

that their location near to the Hankyu railway line had been advantageous because of its 

‘good and high-class image’ (Hankyu line independent business interviews, October 

2005).  On the other hand, the four businesses located near to Hanshin railway stations 

also indicated the benefits of its ‘casual and laid back’ atmosphere (Hanshin line 

independent business interviews, October 2005).  But these viewpoints are also a 

reality; the types of customers who frequent the businesses (Table 7.9459) confirm, for 

example, the type of people living in these areas.   
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The data in Table 7.9 demonstrates that characteristics of the consumers are very real, 

not just a matter of perception.  The types of consumers around the Hankyu and 

Hanshin railway lines correspond to the complex interaction of processes and setting as 

previously described.  Once again, the presence of ‘students’ and ‘salary men’ are a 

reflection of Kobayashi Ichizo’s successful initiatives of developing garden suburbs and 

academic towns (Chapter 6).  The ‘family’ and more ‘elderly’ customers of the 

Hanshin line are a reflection of both Hanshin’s successful ventures of the comfort and 

amenities-based family-oriented development (Chapter 6).  Further, the demographics 

of these people have roots in the locational attributes, economic and industrial growth, 

and social change of the region.  This analysis can be extended into the physical design 

and layout of both flagship stores.        

 

7.1.3 Examining the physical design and layout of Hankyu and Hanshin Department 

Stores 

 

Further evidence of distinctions can be seen in the physical design and layout of their 

department stores.  As Solomon (2003: 193) has commented, retail environments are 

cleverly and intentionally “controlled to manipulate shoppers’ perceptions.”  These 

flagship properties are important in understanding the influence of Hankyu and Hanshin 

as they are platforms from which brand activities are projected; “they let consumers 

experience the brand [as well as] purchase it” (Solomon, 2003: 167).  In particular the 

physical appearance and design of retail space is consciously created in order to evoke a 

response from consumers (Solomon, 2003).  

 

Moreover, goods which are symbolic of the two brands and purchased from these 
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commercial settings become a part of the urban landscape as they can be seen on 

individuals or in the homes of passengers/residents of the area.  This Section will 

therefore close with visual analysis of photographs showing certain aspects of Hankyu 

and Hanshin’s department stores.  The methodology for this analysis may be found in 

Chapter 3, Section 3.3.5 and Table 3.4.  The technique is continued later in Section 7.2 

of this chapter with reference to the development of ‘brandscape’.  Meanwhile, the 

images projected in these photographs provide visual evidence of the way in which 

Hankyu and Hanshin Groups bolster distinctions in the urban space of the region.   

 

 

 

The Hankyu (Figure 7.3) and Hanshin Department (Figure 7.4) Stores are adjacent to 

each other in Umeda, Osaka.  The photos demonstrate the continued physical 

manifestation of the corporations, and that through their logos and images on the 
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facades of their diversified properties, their brands are made visible in urban space 

(Klingmann, 2007; de Ruyter and Wetzels, 2000).  The architecture of the Hankyu 

department store has been described as ‘charming and stylish’ (Hankyu employee, 

2008) while that of Hanshin has been described as ‘common’ (���) and a design for 

the ‘public mass’ (Hanshin employee, 2008).  These qualities, although describing the 

facades of their flagship stores, remain consistent with both the perceptions of the areas 

surrounding the two railway lines, and themes evident in the marketing strategies of 

both corporations.  Such distinct qualities can also be found in the entrances of both 

stores (Figure 7.5 and 7.6); not only in their locations relative to human traffic, but also 

in their appearance. 

 

 

Located at street level the entrance to the Hankyu Department Store is reflective of a 

‘grand hall’ (Hankyu employee, 2008); situated underground that of the Hanshin 
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Department Store is a ‘modern hall’ which is ‘directly connected’ to the train platform 

area (Hanshin employee, 2008).  Both provide a form of direct access for the 

passengers/residents of the two railway lines, yet they are inspired by dissimilar styles 

of architecture.  These spaces hint at the interior of the stores and the goods sold there; 

they are distinct and therefore provide consumers with the possibility for two types of 

retail experiences.  As Cretu and Brodie (2007) commented, reputation or corporate 

image can greatly influence consumers and the goods or services they choose to 

consume.   

 

The images conveyed by these entrances and their surrounding display windows 

(Figures 7.7 and 7.8) illustrate how two distinct brands are available for consumption.  

It is the choice made by the consumer that further enables these brands to translate into 

the broader urban space of the region.  This can be illustrated by considering the goods 

or services being sold in the department stores, and how the consumption of those goods 

or services might appear in the region after consumption. 
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The ‘Bohemian luxury’ advertised in the window of Hankyu Department Store is 

symbolic of ‘high-class fashion’ (Hankyu employee, 2008); whereas the Hanshin 

display window projects an image of ‘comfortable’ goods for ’40 year olds’ (Hanshin 

employee, 2008).  These goods, visibly dissimilar, provide two distinct consumer 

experiences representative of Hankyu and Hanshin respectively.  Passengers/residents 

are relatively committed to shopping at the department store corresponding to the line 

on which they live; 80% (65 of 82 people) in the case of Hankyu and 67% (37 of 55 

people) for Hanshin466.  In so doing, they are purchasing goods, such as those found in 

these windows, and then displaying them through their daily livelihood. 

 

For example, Hankyu passengers who purchase the leather winter coat with fur trim are 

���������������������������������������������������
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likely to wear that item in their daily comings and goings from their home near to the 

Hankyu railway line.  The presence of such fashion in the area surrounding the 

Hankyu railway line sustains the image of the Hankyu brand – one that is ‘high-class 

exclusivity’.  Conversely, Hanshin passengers who buy the neutral tan-coloured 

overcoat might be dressed in their new purchase when carrying out daily activities 

around the Hanshin railway line, where their home is located.  The appearance of this 

type of fashion in the urban space around the Hanshin railway line is symbolic of the 

Hanshin brand image – one that is ‘everyday lifestyle’.  Again, both of these consumer 

choices are attractive, yet unique. 

 

The goods found in Figures 7.7 and 7.8, and the brand images they project, are not an 

isolated occurrence.  On a number of occasions when photographed, including that 

found in Figures 7.9 and 7.10, the display windows projected two different images.  In 

January 2008, the department windows of Hankyu displayed ‘artistic’ and ‘traditional’ 

arrangements with calls for peace in the New Year (Hankyu employee, 2008); while 

those of Hanshin announced a winter clearance sale through dressings that were 

intended to give the impression of ‘inexpensive’ (Hanshin employee, 2008).  In light of 

data presented in Chapters 4-6, these dissimilar retail exhibits correspond with the 

corporations’ strategies which are in response to local urban processes and the setting in 

which these took place. 
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This idea can be considered further by analysing the ‘atmospherics467’ of the food halls 

of both stores.  Lighting and colour, for example, are important elements of retail 

spaces as the atmosphere created by them can affect consumer behaviour (Solomon, 

2003).  The meat counters of both department stores provide an instance of how two 

retail spaces, offering the same types of goods, can have two quite different feelings.  

That of Hanshin (Figure 7.11) is very brightly lit with colourful banners and various 

stands in order to create ‘liveliness’ and a ‘festival atmosphere’ (Hanshin employee, 

2008).  Conversely, that of Hankyu (Figure 7.12) has warmer lighting, earthen tones 

and consists of a straight corridor lined with different counters which project an image 

of ‘sophistication’ (Hankyu employee, 2008).  Both of these atmospheres are desirable, 
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yet distinct:  Hanshin’s bright lighting and colours stimulate ‘excitement’ while 

Hankyu’s warmer lighting and colours “impart a feeling of spaciousness and serenity” 

(Solomon, 2003: 193).  

 

 

 

Traditionally, the food area of Hankyu Department Store has been recognised for its 

specialised counters of imported wines, cheeses and expensive delicacies (Figure 7.13).  

On the other hand, the food area of Hanshin Department Store has been well-known for 

its array of traditional Japanese foods (Figure 7.14); equally desirable but dissimilar in 

the images they project468.  If Hankyu passengers/residents visit the Hankyu food hall 

to purchase expensive imported wines, cheese and gourmet delicacies, their 
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consumption of those goods projects a certain image of their consumer behaviour as 

being ‘fashionable’ and associated with ‘Western food’ (��) (Hankyu employee, 

2008).   

 

 

Hanshin passengers/residents, however, shop in the Hanshin Department food hall for 

more traditional Japanese foods which are then taken home for the family meal.  Their 

consumption not only projects the image that their consumer behaviour is more closely 

associated with ‘everyday goods’ (��	) such as ‘tempura’ (Hanshin employee, 2008), 

but this image carries onward into the urban space surrounding the Hanshin railway line 

as it is representative of its customers as a whole.  In this way, passengers/residents of 

both lines consume the goods, images, and services of the Hankyu and Hanshin brands 

that are sold through their diversified businesses.  It is this consumption that reinforces 

and re-engraves these brands onto the urban space of the region.   
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The reinforcement of these distinctions can even be seen at the micro-level of trains.  

Dr. Mizuuchi of Osaka City University has spent a considerable amount of time over the 

years studying the private railway companies in the Hanshin Region.  During an 

interview he commented how Hankyu makes a concerted effort to distinguish its trains 

from those of Hanshin, and these remarks create one more visualisation of the goods, 

images, and services that are promoted, and consumed by passengers/residents. 
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“Hankyu is cautious about the sound and smell. The fluorescent lights and blinds are 
different….the cushion seats, the design of the train walls….everything is of the air 
that it is one-rank higher.  Inside the train it is like the interior of a house – 
furniture is arranged, like a sofa. The blinds are silver, for example. Anyway, the 
windows are polished completely clean. The period for changing the coating of the 
train is short. Even new colours of fluorescent lights have been put in from however 
many years ago. Only Hankyu.  Why fluorescent lights, I don’t know. Even the 
disinfectant is scented.  Hankyu is sensitive to creative things; they have an urban 
culture institute. Also, the departure sound at the stations is interesting. At Umeda, 
for example. The number of times the in-car broadcast announces the next station is 
pre-determined. There are many devices arrived at through training. Perhaps it is 
that it is a perfectly close company. Many services are provided and the meaning is 
that these change with the region.”  
�
� � � � Interview with Dr. Mizuuchi, October 12, 2005 



� *4:�

Mizuuchi’s (2005) observations are fascinating for they demonstrate the degree to 

which the Hankyu brand permeates through all aspects of its businesses and the space in 

which they function.  Not only is the interior of Hankyu trains designed to be ‘one rank 

higher’, but passengers/residents can distinctly identify Hankyu trains by the in-car 

announcements, scented disinfectant, and their complete cleanliness.  Similarly, 

trademark distinctions can be found with Hanshin trains.  Instead of the Hankyu 

chimes for example, the arrival of Hanshin trains is announced by the tune of ‘I’ve been 

working on the railroad’.  The exterior colour of the trains ranges from beige and blue, 

to beige and orange, while those of Hankyu are consistently red-burgundy.   

 

Further supporting primary data from the corporate interviews, Mizuuchi (2005) also 

recognises that the meaning of the goods, images, and services provided is dependent on 

the context in which they were created.  In the case of Hankyu and Hanshin, that 

context was the locational attributes, industrial and economic growth and social change 

of the region.  By playing to these conditions, both perceptions of place, and tangible 

characteristics found in the urban space of the region, have to some degree been 

influenced by Hankyu and Hanshin Groups.  As a result, places have become symbolic 

not only for their historical processes and locational attributes, but also two private 

railway groups.  Mizuuchi (2005) commented: 
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Mizuuchi’s comments and the findings in this thesis do not suggest that one area is 

better than the other; rather that the two project images that have evolved from a 

complex interaction of setting, and processes both external and internal to the two 

corporations.  Through their management structures and oligopolistic competition both 

corporations have strategically purveyed symbols – brands – drawn from the local 

context of setting, industrial and economic growth, and social change.  The 

consumption of these brands in a manner similar to their promotion has ultimately 

caused distinct characteristics in the urban space, both to take shape and to be 

reinforced.   

 

Cross-examination of data illustrate that the two private railways had influence, not only 

in the way in which these places were portrayed and perceived, but also in further 

strengthening distinctions between the two places.  Through their diversified 

businesses Hankyu and Hanshin Groups influenced the types of people, business and 

facilities, housing and lifestyle, and the ambience of areas surrounding their railway 

lines by reinforcing characteristics associated with historical processes of urbanisation 

and locational attributes intrinsic to the Hanshin Region.   
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“The image of the people living in Mino or Toyonaka is not that they are living in the 
Hanshin Region; rather, they represent an image of Hankyu culture or the ‘Hankyu 
Plain’. In the case of Hanshin, it is commoners and the Hanshin Tigers. Perhaps the 
image of Amagasaki. Bicycle race. Commoner’s city or cities of factories. Cities 
where it is okay to wear getta.” 
�
� � � � Interview with Dr. Mizuuchi, October 12, 2005�
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7.2 Consumption and persistence  

 

Investigation of the consumption of their goods, images, and services in conjunction 

with evidence presented in previous chapters, has shown how the two companies have 

played a powerful role in the urban development of the Hanshin Region.  To conclude 

this examination, this Section considers their continued ‘brandscape’, in order to 

determine the degree to which many historical symbols of the private railways still 

persist in the urban space of the region to this day.  Once more, the correspondence 

between the promotion and consumption of Hankyu and Hanshin’s goods, services, and 

images plays a role.  Evidence provided in Section 7.1 demonstrated that 

passengers/residents of the two railway lines maintained brand loyalty.  According to 

Kressmann et al (2006), brand loyalty can be determined through an examination of a 

consumer’s planned commitment and the percentage of purchases from a given brand 

company.  These high percentages indicate that in terms of behaviour, consumers are 

relatively loyal to the two distinct brands. 

 

This is an essential element of ‘brandscape’.  Over 70% (58 of 82 people) of Hankyu 

railway line survey participants indicated a choice to stay in their current home because 

the area has characteristics that they desire.  These are the very same features that they 

associate with Hankyu Department Store and the land surrounding the Hankyu railway 

line.  For example:  ‘fashionable’, ‘convenient’, ‘good environment’, and of an 

‘uptown’ atmosphere.  Similarly, along the Hanshin line, 75% (41 of 55 people) of 

survey respondents were committed to staying in their present home because they desire 

the prominent features of that area.  This includes ‘convenient transport’ and its 
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‘family-oriented livelihood’ – adjectives also provided to portray the Hanshin 

Department Store and the surrounding area of its line. 

 

The parallels between the perceptions of the neighbourhoods along the two lines, the 

department stores, and features of homes of which respondents were fond, are not by 

chance.  They further substantiate the shared experiences of passengers/residents – a 

result of a complex inter-play between functions of the two corporations, historical 

processes of urbanisation, and location.  Moreover, a continued desire to consume 

these distinct characteristics of place in fact causes their self-perpetuation.  It is not just 

the maintenance of the effects of locational attributes and conditions born out of 

historical processes, but also Hankyu and Hanshin’s brands.  This can be shown by 

comparing historical photographs of private railway properties with their present day 

persistence. 
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Some of the original houses (Figure 7.15) constructed and sold by Hankyu in their 

Mukonoso development (1937) remain today.  These properties (Figure 7.16) represent 

the continued presence of Hankyu, and historical symbols of its corporate brand, in the 

urban space.  Although houses such as the one in Figure 7.16 may be older and more 

traditional than those surrounding them, their history as one of Hankyu’s early garden 

suburb developments provides them a certain symbolic status469  - and this is a 

persistence from Hankyu’s earliest residential development activities.  
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When the Hankyu Department Store opened in 1929 (Figure 7.17), it was the first 

terminal department store in Japan (
��������� 57 �
470).  But as 

evidenced in Figure 7.18 its ‘charming and stylish’ (Hankyu employee, 2008) presence 

in the heart of Osaka persists to this day.  Key symbols of the Hankyu brand such as 

this would not have survived were it not for the brand loyalty of consumers.  When it 

announced the re-development of the complex in 2003, Hankyu wrote: 

 

“To firmly establish competitive advantage in each of our core businesses, we strive to 

maintain customer loyalty to our products and services while keeping profits at an 

adequate level.  [This involves] offering the services our customers really want, 

attracting new customers, and securing customer loyalty.” 
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     (Hankyu Corporation, 2003: 4) 

 

So strong is this loyalty and consumption that the present day building complex has 

nine different buildings including the tower, known as Hankyu Grand Building, which 

is seen rising high above the original structure. 

 

 

Similar to the houses at Hankyu Mukonoso, some of Hankyu’s first houses (1910) at 

Ikeda’s Muromachi (Figure 7.19) continue to define urban settlements.  As visible in 

Figure 7.20, some of this persistence has involved little change in the original housing 

structure.  Consequently, many icons of Hankyu’s competitive strategies to distinguish 

its brand from that of Hanshin (Chapter 6) persist in the region today.   

 



� *  �

 

 

In the case of Hanshin, its stadium at Koshien (Figure 7.21) was the first ballpark to be 

built in Japan (1924) ������������� , 2005471 ).  Home to the 

Hanshin-owned Tigers from 1935, the park and its Hanshin-developed surroundings 

have become the most recognised symbol of the Hanshin brand (Interview with Hanshin 

Corporation, March 2006).  It persists today (Figure 7.22), both spatially and in its 

social value, because people continue to consume its goods, image, and services.  In 

2004 alone, Koshien Baseball Stadium made a profit of 7,788,000,000 JPY (approx. 

$75,972,767 AUD) with 30,131,000 fans attending games (�����������

�, 2005472).  
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In addition to the persistence of Hanshin’s baseball stadium at Koshien, the surrounding 

residential area also continues to be symbolic of Hanshin’s diversified business 

activities.  The wide streets constructed in both the Koshien and Hama-Koshien 

(Figure 7.23) residential developments (1928, 1933) were an attempt by Hanshin to 

pursue a garden suburb model (Chapter 6).  These areas have retained such features 

(Figure 7.24) and they continue to be consumed, ensuring Hanshin’s symbolic presence 

in the urban space for years to come.        

 

 

Although the majority of properties at Hanshin Nishinomiya Station were badly 

damaged during the Hanshin-Awaji Earthquake in 1995, and Hanshin Group 

subsequently decided to re-develop the area, as recent as last year part of the original 

rental housing built in 1907 (Figure 7.25) could still be seen (Figure 7.26).  Remnants 
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such as these provide visual documentation of Hanshin’s earliest housing developments, 

aimed at accommodating workers in nearby factories.  The continued presence of 

symbols such as this, further re-iterate the historical association of Hanshin Group’s 

brand with the ‘everyday’ needs of its customers.  

 

 

Similar traces of the past can be found in housing developed by the two private railway 

groups at Hanshin Koshien (Figure 7.27, 7.28) and Hankyu Nishinomiya-kitaguchi 

(Figure 7.29, 7.30).  The persistence of these properties indicates that the consumption 

of Hankyu and Hanshin’s goods, images, and services has enabled their ‘brandscapes’ or, 

two ‘brand’ communities to remain.  Keller (2002) suggested that the power of a brand 

depended on how customers perceived it:  brand symbolism will succeed if it is strong, 

favourable and unique.  In this way the Hankyu and Hanshin brands have become 

long-standing and powerful influences in the urban development of the region because 
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they were, and continue to be, distinct.�
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7.3 Conclusion 

 

This chapter has provided the evidence for explaining the remaining research question 

of this thesis:  it has demonstrated that the promotion of Hankyu and Hanshin’s goods, 

images, and services mirrors their consumption.  This is the final piece of the puzzle in 

terms of understanding the influence of two private railway groups in the urban 

development of the region.  Consumption of these goods, images, and services has not 

only caused the images associated with historical locational characteristics of the region 

to persist, but it has also resulted in the continued symbolism of place with two private 

railway groups and their corporate brands.  

 

Further, the loyalty of passengers/residents suggests what O’Guinn and Muniz (2005) 

defined as ‘brand communities’: 1) consciousness of kind; 2) evidence of rituals; and 3) 
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a sense of obligation to the community and its members.  The intentional consumption 

of Hankyu or Hanshin goods, images, and services shows a desire of people to be a part 

of a particular ‘brand’ community, in which they can enjoy the “attributes and benefits 

that characterise the most important dimensions of the brand” (Keller, 2003: 51).  In 

this way, the distinctions found in the urban space are self-perpetuated through a 

complex inter-play of locational attributes, and processes endogenous and exogenous to 

the two companies.  The next and final chapter embodies conclusions drawn from the 

research. 

�
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Chapter 8 

Conclusion 

 

This thesis began by describing the paths taken by four travellers on the Hankyu and 

Hanshin railway lines operating from Umeda Station in Osaka, Japan.  At night both 

the company executive and the Office Lady (OL) commuted from Osaka towards Kobe, 

using either Hankyu or Hanshin trains respectively.  During the commute they 

encountered posters representing businesses owned by the two companies.  Earlier in 

the day, the executive’s wife and her friends shopped in the Hankyu Department Store, 

and ate in the Hankyu Grand Building.  The Office Lady’s grandmother ate in the 

Hanshin Department Store cafeteria and purchased food from its food hall.  Their 

passages through urban space might have appeared separate and unrelated; however, 

this thesis has demonstrated that they are in fact interrelated, due to a series of historical 

processes and the setting in which these took place. 

 

This has therefore prompted a study that investigated three research questions: 

 

Question 1 

What are the main historical processes and locational attributes that have 

influenced distinctions in urban space along the Hankyu and Hanshin railway lines 

over time? 

 

Question 2 

What influence do private railway groups have in terms of the unfolding of 
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distinctions in place? 

 

Question 3 

Does the promotion of Hankyu and Hanshin’s goods, images, and services mirror 

their consumption by passengers/residents? 

 

Those passages set the stage for the examination of distinctions in the urban space 

surrounding two railway lines.  Further, they raised questions with regard to the extent 

to which two private railway groups have, through their diversified businesses, 

contributed in some way to these perceived distinctions.  The result of this 

investigation has been to ‘make sense’ of the urban development of the Hanshin Region 

and, within it, the influence of two private railway companies.   

 

In doing so, the study has used Relph’s (1976) concept of place as a basis for 

understanding how distinct qualities (and the images associated with them) could have 

evolved, persisted, and over time contributed to the character of a particular place.  

Drawing on various facets of the geographical tradition the study stemmed from 

transport geography to pursue the geography of the city, themes of place-making, and 

consumption.  Embodied in these were the important subjects of history, culture, 

corporate behaviour and the economy.  Inspired by these fields, the research questions 

were designed in order to examine the popular view that states that transport is a 

‘permissive factor rather than a direct stimulus’ (Hoyle and Knowles, 1998: 13).   

 

Analysis of the research questions began with an historical narrative on the Hanshin 

Region’s physical characteristics and key processes that were external to the two private 
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railway groups.  This presented a starting point; for as Whitehand (1987: 145) has 

noted, “no society can detach itself completely from its past and the landscape is never a 

blank sheet on which a society can draw unfettered.”  In response to the first research 

question, distinctions in ambience, socio-economic settlement patterns, urban 

development, land use, and leisure activities were all found to have been influenced by 

the region’s locational attributes, economic and industrial growth, and social change.  

 

Emerging from this complex backdrop were the two railway groups Hankyu and 

Hanshin.  It was an objective of this study to consider the influence of Hankyu and 

Hanshin Groups on the urban space surrounding their two railway lines, and the way in 

which their inner-workings might have been shaped in response to the above-mentioned 

historical processes and setting.  For this reason, their corporate histories were 

explored through a chronology of company names, railway companies in the region, 

management structures, key individuals, events, and competition.  It was found that 

management structures, and the oligopolistic competition between the two companies, 

were processes integral to the evolution of corporate images and their promulgation.  

These processes facilitated the consistent projection of two distinct corporate images 

and logos that were at times in direct competition; while at others, divergent in their 

strategies.  Ultimately these images and logos came to symbolise two distinct brands.   

 

Investigation of the presence of these brands in urban space was further necessary in 

order to understand the influence of the two companies in the urban development of the 

region.  For many years, the diversified businesses of Hankyu and Hanshin Groups 

have enabled them to not only be involved in, but largely responsible for the 

fundamental development of certain areas in the Hanshin Region.  When combined 
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with their two corporate brands, the associated railway properties have created a unique 

opportunity for Hankyu and Hanshin to project their corporate symbols in the urban 

space.   

 

The term ‘brandscape’ was applied to these corporate projections as they constituted 

“the physical manifestations of synthetically conceived identities transposed onto 

synthetically conceived places, demarcating culturally independent sites where 

corporate value systems materialise into physical territories” (Klingmann, 2007: 83).  

Although branded spaces are viewed as contemporary phenomena (Klingmann, 2007; 

O’Guinn and Muniz Jr., 2005), the case of Hankyu and Hanshin suggests that railway 

brand communities first appeared at the beginning of the 20th Century and continue to 

this day.  Further, the success and persistence of these branded spaces was dependent 

on the recognition of the region’s locational attributes, industrial and economic growth 

and social change.    

 

In fact, both Hankyu and Hanshin capitalised on the opportunities that were presented to 

them.  Their brands were made powerful because people living near their two railway 

lines could identify with them.  Distinctions in place were not only influenced by 

historical urban processes and locational attributes, but also by a complex interaction 

between these features of place and processes endogenous to the two corporations.  To 

answer the second research question, the fundamental involvement in urban 

development and the bolstering of distinctions in the urban space of the Hanshin Region 

constitutes the influence that private railway groups have had in terms of the unfolding 

of distinctions in place. 
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This ability to reinforce distinctions would not have been possible, however, without the 

consumption of their goods, images, and services by passengers and residents of the 

region.  Analysis of the third research question in Chapter 7 revealed that the 

promotion of Hankyu and Hanshin’s goods, images, and services has mirrored their 

consumption.  This has not only caused the persistence of distinctions associated with 

the region’s historical urban processes and setting to persist:  it has also resulted in a 

place symbolic of two private railway groups and their corporate brands.   

 

In marketing their corporate images, as well as their involvement in urban development, 

both corporations have purveyed symbols of two very distinct sets of characteristics, 

indeed two different brands.  As Hosany et al (2006) commented, brand image is the 

key to creating powerful and influential brands.  The corporations have therefore 

become the brands, rather than the products and services they provide (Berry, 2000) and 

these have extended into the urban space surrounding their respective railway lines.  In 

this way, the areas around the Hankyu and Hanshin lines have become “both concrete 

and symbolic; literally and metaphorically made up: of buildings, field systems, roads 

and railways as well as myths and legends, statues and ceremonies that link people to a 

place” (McDowell, 1997: 2). 

 

Rather than being simply a permissive factor in economic development or spatial 

change (Hoyle and Knowles, 1998), transport has been shown in this thesis to have a 

direct influence on place as defined by Relph (1976: 29)473.   
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The locational attributes of the Hanshin Region constituted a ‘setting’ in which various 

historical processes, both internal and external to the two private railway groups, have 

taken place.  Over time, a ‘landscape’ has evolved as a result of urbanisation, and the 

private railway groups had some influence in that.  ‘Rituals’ were to be found in 

corporate brands, the diversified management structure of the private railway groups, 

and the long-standing competition between the two corporations.  Consumption of 

those images, goods and services was to become a part of a lifestyle- a ‘routine’ that is 

now a part of people’s daily lives.  Finally, in this context, the ‘people’ of the region 

were the consumers and decision-makers, and their ‘personal experiences’ were integral 

to understanding distinctions found in the areas surrounding the Hankyu and Hanshin 

rail lines.   

 

Rodrigue et al (2006: 3) have written that “the fundamental purpose of transport is 

geographic in nature, because it facilitates movements between different locations”.� �

However, examination of private railways in Japan, particularly Hankyu and Hanshin, 

has demonstrated that the geographic quality of transport is more than just the 

movement of people – it also involves the re-engraving in place of distinctions in people, 

business and facilities, housing and lifestyle, and ambience.  Such influence is beyond 

the generally perceived spatial imprints of urban transportation which, according to 

Rodrigue et al (2006: 177), are the “pedestrian areas (the amount of space devoted to 

walking), roads and parking areas, cycling areas, transit systems, transport terminals 

(Rodrigue et al, 2006: 177).  

 

Going beyond the idea that the purpose of transport “is to overcome space, which is 
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shaped by a variety of human and physical constraints such as distance, time, 

administrative divisions and topography (Rodrigue et al, 2006: 1),” this thesis has 

shown that the private urban railways of Hankyu and Hanshin serve much more than 

this.  Indeed, they have made use of components of place in their business strategies, 

and this has enabled them to influence the urban development of the Hanshin Region.  

This suggests a need for transport geographers to be more aware of diverse geographical 

approaches and to incorporate these in theory.  Recent developments in transport 

studies have suggested recognition “that transportation operates within a much wider 

societal context, including various approaches to transportation modes, costs and 

impacts” (Fox, 1995: 105; See also Divall and Schmucki, 2003).   

 

The conceptual contributions of this thesis begin with recognising the need for more 

emphasis on an historical and cultural approach, and the treatment of railways as more 

than lone entities of service provision.  In adopting such an approach, it has put 

transport geography more in touch with other sub-disciplines, enabling the historical 

and cultural significance of transport to be considered from a contemporary perspective.  

In this way, the real influence of transportation may be better understood.     

 

The influence of Hankyu and Hanshin Groups extends well beyond the projection of 

company images in company offices as suggested by Domosh (1992).  The consistent 

communicating of two distinct corporate images through their diversified businesses is 

reflected in the urban space of the region, particularly that surrounding the two railway 

lines.  Hankyu and Hanshin have, through their many businesses, created a 

self-representation, not just in their buildings but in the urban space along their 

respective lines.  In this, the two distinct places have come to constitute their own 
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brand meanings, ones that are symbolic of two private railway groups (McDowell, 

1997).  

 

In pursuing its geographical study of place, the present thesis has taken into account the 

complex, diverse and unique characteristics specific to the Hanshin Region.  Yet, as 

Massey (1997: 319; 1983) suggests, the recognition of variability and diversity “in no 

way implies abandoning wider movements or wider levels of organisation[;] it is a 

recognition and understanding of the reality and conditions of diversity, and of the 

actual processes which link the local particularities”.  In line with Massey’s thinking 

(1997; 1990), the thesis has not promoted the local condition as a fetish or 

overemphasised its importance; rather, it has allowed an inter-disciplinary approach to 

transport theory that would reflect a “grounding of ideas in the specific contexts of place 

and time” (Jackson et al, 2000).  In this way, it has also contributed to methodological 

discussions on corporate interviewing and the means through which access can be 

gained to corporate elite in the cultural context of Japan.   

 

This thesis makes several other contributions.  Although it can be said that modern 

Japanese geography has been heavily influenced by the achievements of geographical 

studies in Western countries (Takeuchi, 2000) it is important to recognise that certain 

Japanese geographers have carved out quite independent niches.  As a result, present 

day Japanese geography might best be described as contributed to by Western thought 

but not entirely influenced by it.  Mizuoka et al. (2005) have suggested that Western 

and Japanese geographic disciplines started to move in different directions following 

1973.  One example of this may be the continued adaptation in Japanese geography of 

models, like Burgess’s Concentric Ring Model, to explain present day Japanese urban 



� *8)�

form in former castle cities (Masai, 1998; Mizuuchi, 2003).  Mizuoka et al. (2005) 

have suggested that Japanese geographers have lost the intellectual power necessary to 

grasp growing international geography trends.  They claim that it has become an 

embarrassing fact that, “Japanese social scientists outside of geography started to adopt 

the conceptions of critical geography developed abroad, bypassing the Japanese 

geographers’ circle” (Mizuoka et al, 2005: 453).   

 

The continued use of dated knowledge and the loss of intellectual power within the 

discipline have resulted in a lack of Japanese geographical literature that 

comprehensively explains present-day distinctions in Japanese cities within the context 

of Japan itself (Mizuoka et al, 2005).  Thus, while the Hankyu and Hanshin Groups 

have significantly influenced the presence of distinctions in the urban space of the 

Hanshin Region, Japanese literature has not yet explained these distinctions within the 

context of Japan itself.   

 

The thesis therefore suggests potential avenues for future research in which these 

distinctions might be considered within the Japanese context.  The semi-structured 

interviews with Japanese geographers that occurred for this research provide the 

groundwork for such a study. 

 

As a further contribution, this research has also questioned the way in which 

‘differences’ in the city are addressed, particularly in the context of Japan.  While it has 

focused on the capacity for two private railway groups to influence distinctions in urban 

space, there is value in devoting further study to ‘differences’ or ‘distinctions’ among 

Japanese cities.  The issue arises not from whether or not social distinctions exist but 
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the way in which these distinctions are defined in literature - and that leaves the greatest 

amount of room for debate.  As discussed in Chapter 2, Sugimoto (2003: 5) has written 

that some of the most obvious differences in Japanese society stem from non-racial 

based sub-cultures such as “region, gender, age, occupation, education, and so forth.”  

To this a sub-culture of railways might be worthwhile considering; for as this research 

has shown, the business activities of the private railway groups are directly tied to 

various urban functions that occur on a daily basis.  ����

����

The focus of the thesis has been the 100 year history of Hankyu and Hanshin Groups, 

and their influence on the urban development of the Hanshin Region.  The 

corporations, however, have now entered a new era of business that may or may not 

alter their corporate brands and direction.  In September 2005, a young Japanese 

businessman, named Murakami Yoshiaki, made public that his investment fund 

portfolio had purchased a large stake in the Hanshin Electric Railway Corporation 

(Hisane, 2006).  Recognised for his US-style of corporate raiding, Murakami’s 

announcement caused concern amongst private railway groups, particularly when he 

began “demanding management changes [within Hanshin] to increase returns” (Aoi and 

Hyuga, 2006: 1).  Hanshin apparently approved the takeover initially (Aoi and Hyuga, 

2006) but, under growing public sentiment that “Murakami’s ambitions were excessive”, 

Hanshin Group negotiated a counter-offer from the local rivalry railway Hankyu 

(Hisane, 2006:3). 

 

Murakami indicated that he would accept a buy-out from Hankyu provided the amount 

was sufficient return for his investors (����, 2006474).  Hankyu Holdings offered 
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Murakami a counter-bid of �392.1 billion (approximately $3,943,011,933 AUD) in 

May 2006, in return for a share of at least 45% in Hanshin’s stocks.  Murakami 

rejected the offer, claiming it was too low (Aoi and Hyuga, 2006); but it had become 

known that he was under investigation for insider trading claims.  These ultimately 

resulted in his arrest and thus his failure to pursue interests in Hanshin Electric Railway 

Corporation (Hisane, 2006). 

 

This event led to Hanshin and Hankyu agreeing on management unification in May 

2006.  It was determined that the unification would involve a corporate name change 

from individual company names (Hankyu and Hanshin) into Hankyu Hanshin Holdings.  

“As a result of the takeover bid, Hanshin Electric Railway [became] a consolidated 

subsidiary of the [Hankyu] Group on the 12th of June, 2006, and a wholly 

[Hankyu-]owned subsidiary on the 1st of October, 2006” (�	
������, 

2006: 9).  The management change is illustrated in Figure 8.1. 

Figure 8.1 

 

 

 

Source:  ��������	
. (2006) �������� 2006, ��������	

����, ��475. 
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While the corporate union of Hankyu and Hanshin has involved management 

re-structuring, Hankyu recognises that Hanshin pursues a management philosophy quite 

distinct from that of Hankyu.  In particular, Hankyu has identified that Hanshin’s 

“management philosophy of contributing to the public good by providing a living 

environment that offers comfort, good health and fine culture” (�	
�����

�, 2006:33), should be preserved.  Similarly, the particulars of the companies remain 

identified as Hankyu (�	) and Hanshin (��) and continue to be referred to as such 

by the public.   

 

The continued distinction between the two corporations is an interesting point.  

Initially, it seemed that the purchase of Hanshin shares by Hankyu could, in future, 

affect the brands of both companies, which might in turn have an impact on the urban 

space of the region.  Nevertheless, their brands continue to persist.  For example, 

Hankyu has publicly acknowledged (since the takeover), as well as during its corporate 

interview for this research, that Hanshin represents a different market from that of 

Hankyu.  Hankyu does not appear interested in dismantling that distinction but rather 

in retaining its unique character, most likely because it provides Hankyu with an 

increased opportunity to profit from a wider audience.   

 

Early evidence of the persistence of both brands can be seen in the posters (Figures 8.2 

and 8.3) that now hang in Hankyu and Hanshin trains, which advertise attractions (in 

this instance local shrines) along both lines and simultaneously display the trademarks 

of both companies.  Similarly, these distinct brands continue to be manifested in the 

urban space through the continued display of corporate logos and names on properties 
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owned by the private railways (Figure 8.4).      

 

 

Figure 8.2: Joint Hankyu and Hanshin poster hanging in a Hankyu train. Source: the author, 2008. 

 
Figure 8.3: Hankyu and Hanshin company logos at opposite corners of the same poster. Source: the 
author, 2008. 
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Figure 8.4: Neon lights on various private railway properties in Osaka and Kobe displaying the 
Hankyu and Hanshin corporate logos and names. Source: the author, 2008. 

 

Equally fascinating is that, in many ways, the Hankyu buy-out of Hanshin shares 

epitomises the very competition on which Kobayashi Ichizo founded Hankyu 100 years 

ago.  Investors in Japan have commented that although Hankyu had to borrow money 

from Sumitomo Mitsui Financial Group in order to complete the takeover, this debt is 

“manageable and the merger may strengthen the new Hankyu Group’s competitiveness” 

(Aoi and Hyuga, 2006).  Hankyu, therefore, has once more distinguished itself from 

Hanshin, as it did 100 years ago, through aggressive competition.   

 

The long-term impact of Hankyu’s takeover of Hanshin remains to be seen and provides 

an interesting avenue for future research.  As the takeover further solidifies the ability 

for Hankyu and Hanshin to continue well into the future, it will be interesting to see 
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what new or continued influence they play in the urban [re]-development of the Hanshin 

Region.  Where this thesis closes a chapter in the 100 year history of Hankyu and 

Hanshin Groups in the Hanshin Region of Japan, another chapter is just beginning. 
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 � � � � � � � � � � � � � � � � �        BUILT ENVIRONMENT 

 

CORPORATE INTERVIEW QUESTIONS-HANKYU GROUP 

 

To entice people to move to sparsely populated areas, Hankyu has been trying to 

develop attractive cities along with the development of railways.   

 

� How does Hankyu define “attractive city”? 

 

� To what extent has the attempt to develop attractive cities been successful? 

 

� What are the key incentives that have produced successful development? 

 

� How does Hankyu define its role in the creation of urban form? 

 

� What relationship does Hankyu perceive itself as having with the present day 

urban form? 

 

� Does Hankyu Group continue to attract certain types of businesses or 

organizations to areas surrounding its lines?  If so, what types of businesses and 

why? 

 

Please indicate three words that best describe the area surrounding the Hankyu rail line: 

(area includes housing, businesses, atmosphere) 

 

a._____________  b._______________ c._________________ 

Anne-Louise Semple 

Doctoral Candidate, Geography Program, FBE 

University of New South Wales, Sydney, 2052 
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Please indicate three words that best describe the area surrounding the Hanshin rail line:  

(area includes housing, businesses, atmosphere) 

 

a._____________  b._______________ c._________________ 

 

Hankyu generally plans ahead by ten years in order to contemplate how people’s lives 

or worlds might change.   

 

� Over the course of Hankyu’s history, how many stages of change had significant 

impact on the company’s vision and what words would you use to identify those 

stages? 

 

In the past, Hankyu has targeted middle to upper class families.   

 

� What was the reason for targeting these particular groups? 

 

Today, Hankyu is attempting to develop many kinds of businesses in order to meet the 

satisfaction of a broader group of customers.   

 

� What is the reason for this change? 

 

� Has the attempt to reach out to a broader base of customers been successful? 

 

When non-Hankyu Group businesses wish to open a store or office along the Hankyu 

lines, does Hankyu Group have any involvement in approving or declining these 

businesses?  Or are such decisions left to local government? 

 

� If Hankyu Group has the ability to approve or decline these businesses, what 

types of businesses are approved?  Declined? 

 

Hankyu Group rents space to various types of business owners in the Hankyu 

Department Building.  

 

� Does Hankyu attempt to rent to a certain kind of clientele?  If so, how would 

you define that clientele? 

 

Is the management style of the Hankyu Department Store similar to that of other 
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Hankyu Group stores? Or is it different?  If it is different: how so and why? 

 

What is the vision of Hankyu for the next ten years? 

 

Hankyu does not view JR or Hanshin as a rival because each company has unique 

targets and scale.   

 

� How would you describe the unique targets and scales of JR and Hanshin in 

comparison with Hankyu? 

 

One element of the Hankyu Corporation Group’s one-year management plan for fiscal 

2004 was to enhance the “Hankyu taste” and ‘strengthen customer-oriented 

management’.   

 

� How would you describe “Hankyu taste”?  

 

� Who does Hankyu aim to target with this strategy? 

 

Many literary sources have stated that there is no interaction between private railway 

groups and government.  Based on meetings in 2004, we understand this information 

to be false.   

 

� In the process of Hankyu Group developing urban areas, to what extent does 

Hankyu interact with national government offices/groups?  If there is interaction:  

with which offices/groups? 

 

� In the process of Hankyu Group developing urban areas, to what extent does 

Hankyu interact with prefectural/municipal government offices/groups?  If there is 

interaction:  with which offices/groups? 

 

� In the process of Hankyu Group developing urban areas, to what extent does 

Hankyu interact with local city government offices/groups?  If there is interaction:  

with which offices/groups? 

 

� What are the key national legislations, if any, directly affecting the business activity 

of Hankyu Group? 

 

� Are these legislations flexible or inflexible?   
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� Do these legislations foster the business activity of Hankyu Group or do they 

impede business activity? 

 

� What are the key prefectural/municipal legislations, if any, directly affecting the 

business activity of Hankyu Group? 

 

� Are these legislations flexible or inflexible?   

 

� Do these legislations foster the business activity of Hankyu Group or do they 

impede business activity? 

 

� What are the key local city legislations, if any, directly affecting the business 

activity of Hankyu Group? 

 

� Are these legislations flexible or inflexible?   

 

� Do these legislations foster the business activity of Hankyu Group or do they 

impede business activity? 

 

Please rank the following organizations in the order of which one has the most power 

(1) to the least amount of power (10) during the process of Hankyu Group developing 

urban areas. 

 

Hankyu Group    ____ 

National government   ____ 

Prefectural/municipal government ____ 

Local City government   ____ 

Other ______________  ____ 

Other ______________  ____ 

Other ______________  ____ 

Other ______________  ____ 

Other ______________  ____ 

Other ______________  ____ 

 

Does Hankyu Group interact with any private businesses or additional 

non-governmental organizations in the process of Hankyu Group developing urban 

areas?  If so, which ones and to what extent? 
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According to the White Paper on Transport, written by the Ministry for Transport, 

Information and Technology in 2004, there is a need for transport providers to adjust 

stations and systems to suit the needs of an ageing society.   

 

� Does Hankyu Group have any plans to upgrade its facilities to meet this demand?  

Have adjustments already commenced? 

 

� As Hankyu Group runs a private railway line, will it be the responsibility of 

Hankyu Group solely to make these adjustments to facilities or will government 

assist in the upgrading? 

 

As the main business of the Hankyu Corporation Group, how does urban transportation 

interact with all other businesses of the Hankyu Corporation Group? 

 

With the 100 year anniversary of Hankyu private railway approaching, is Hankyu Group 

planning on special events or strategies to celebrate the lengthy history of Hankyu 

Railway Company? 

 

� In particular, will there be any attempt to display or utilise historical material such 

as old train posters and brochures?  If yes, how does Hankyu Group intend on 

relating that material to the present day region and consumers of Hankyu Group 

businesses? 

 

Do you have any maps or land use diagrams that show the location of the various 

properties/businesses of Hankyu Group in the area between Osaka and Kobe? 

 

� If yes, would it be possible to see these items and potentially use copies of select 

items for this research? 

 

Would it be possible to obtain colour/black and white copies of old Hankyu Railway 

brochures, train posters or other memorabilia including photographs? 

 

Is there additional information that you feel is relevant to explaining the history of 

Hankyu Group and its involvement in developing the present day built environment of 

the Kansai Region? 
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CORPORATE INTERVIEW QUESTIONS-HANSHIN GROUP 

 

Hanshin Group seeks to create an “attractive and comfortable urban and residential 

environment”. 

 

� How does Hanshin Group define “attractive and comfortable”? 

 

� To what extent has the attempt to develop attractive and comfortable cities been 

successful? 

 

� What are the key incentives that have produced successful development? 

 

� How does Hanshin Group define its role in the creation of urban form? 

 

� What relationship does Hanshin Group perceive itself as having with the present 

day urban form? 

 

� Does Hanshin Group attempt to attract certain types of businesses or 

organizations to areas surrounding its lines?  If so, what types of businesses and 

why? 

 

Please indicate three words that best describe the area surrounding the Hanshin rail line: 

(area includes housing, businesses, atmosphere) 

 

a._____________  b._______________ c._________________ 

 

Please indicate three words that best describe the area surrounding the Hankyu rail line:  

(area includes housing, businesses, atmosphere) 

 

a._____________  b._______________ c._________________ 
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Hanshin Group has decided to pursue dynamic development in the first decade of the 

21st Century. 

 

� Over the course of Hanshin Group’s history, how many stages of change had 

significant impact on the company’s vision and what words would you use to 

identify those stages? 

 

In the past, what type of customer did Hanshin Group target for its businesses? 

 

� What was the reason for targeting these particular groups? 

 

Today, what types of customers is Hanshin Group attempting to attract to its businesses? 

 

� If there has been a change, what is the reason for this change? 

 

� If there has been a change, to what extent has reaching out to a new dynamic of 

customer been successful? 

 

What is the vision of Hanshin Group for the next ten years? 

 

Does Hanshin Group view Hankyu Group and JR as rivals or are they each perceived as 

having unique targets and scale?   

 

� If they are perceived as being unique, how would you describe the unique targets 

and scales or competition of JR and Hankyu Group in comparison with Hanshin 

Group? 

 

When non-Hanshin Group businesses wish to open a store or office along the Hanshin 

lines, does Hanshin Group have any involvement in approving or declining these 

businesses?  Or are such decisions left to local government? 

 

� If Hanshin Group has the ability to approve or decline these businesses, what 

types of businesses are approved?  Declined? 

 

Hanshin Group rents space to various types of business owners in the Hanshin 

Department Building.  
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� Does Hanshin Group attempt to rent to a certain kind of clientele?  If so, how 

would you define that clientele? 

 

Is the management style of the Hanshin Department Store similar to that of other 

Hanshin Group stores? Or is it different?  If it is different: how so and why? 

 

One motto of the Hanshin Corporation is to offer “comprehensive daily-life support 

service”. 

 

� How would you describe “comprehensive daily-life support service”?  

 

� Who does Hanshin Group aim to target with this strategy? 

 

Many literary sources have stated that there is no interaction between private railway 

groups and government.  Based on information acquired in 2004, evidence suggests 

otherwise. 

 

� In the process of Hanshin Group developing urban areas, to what extent does 

Hanshin Group interact with national government offices/groups?  If there is 

interaction:  with which offices/groups? 

 

� In the process of Hanshin Group developing urban areas, to what extent does 

Hanshin Group interact with prefectural/municipal government offices/groups?  If 

there is interaction:  with which offices/groups? 

 

� In the process of Hanshin Group developing urban areas, to what extent does 

Hanshin Group interact with local city government offices/groups?  If there is 

interaction:  with which offices/groups? 

 

� What are the key national legislations, if any, directly affecting the business activity 

of Hanshin Group? 

 

� Are these legislations flexible or inflexible?   

 

� Do these legislations foster the business activity of Hanshin Group or do they 

impede business activity? 
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� What are the key prefectural/municipal legislations, if any, directly affecting the 

business activity of Hanshin Group? 

 

� Are these legislations flexible or inflexible?   

 

� Do these legislations foster the business activity of Hanshin Group or do they 

impede business activity? 

 

� What are the key local city legislations, if any, directly affecting the business 

activity of Hanshin Group? 

 

� Are these legislations flexible or inflexible?   

 

� Do these legislations foster the business activity of Hanshin Group or do they 

impede business activity? 

 

Please rank the following organizations in the order of which one has the most power 

(1) to the least amount of power (10) during the process of Hanshin Group developing 

urban areas. 

 

Hanshin Group    ____ 

National government   ____ 

Prefectural/municipal government ____ 

Local City government   ____ 

Other ______________  ____ 

Other ______________  ____ 

Other ______________  ____ 

Other ______________  ____ 

Other ______________  ____ 

Other ______________   

 

Does Hanshin Group interact with any private businesses or additional 

non-governmental organizations in the process of Hanshin Group developing urban 

areas?  If so, which ones and to what extent? 

 

According to the White Paper on Transport, written by the Ministry for Transport, 

Information and Technology in 2004, there is a need for transport providers to adjust 

stations and systems to suit the needs of an ageing society.   
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� Does Hanshin Group have any plans to upgrade its facilities to meet this demand?  

Have adjustments already commenced? 

 

� As Hanshin Group runs a private railway line, will it be the responsibility of 

Hanshin Group solely to make these adjustments to facilities or will government 

assist in the upgrading? 

 

As the main business of the Hanshin Corporation Group, how does urban transportation 

interact with all other businesses of the Hanshin Corporation Group? 

 

With the 100 year anniversary of Hanshin private railway approaching, is Hanshin 

Group planning on special events or strategies to celebrate the lengthy history of 

Hanshin Railway Company? 

 

� In particular, will there be any attempt to display or utilise historical material such 

as old train posters and brochures?  If yes, how does Hanshin Group intend on 

relating that material to the present day region and consumers of Hanshin Group 

businesses? 

 

Do you have any maps or land use diagrams that show the location of the various 

properties/businesses of Hanshin Group in the area between Osaka and Kobe? 

 

� If yes, would it be possible to see these items and potentially use copies of select 

items for this research? 

 

Would it be possible to obtain colour/black and white copies of old Hanshin Railway 

brochures, train posters or other memorabilia including photographs? 

 

Is there additional information that you feel is relevant to explaining the history of 

Hankyu Group and its involvement in developing the present day built environment of 

the Kansai Region? 

 

�



� ����

�
� � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � ������	�
������

� � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � ����������
������

 

CORPORATE INTERVIEW QUESTIONS-HANSHIN GROUP 

��������� <	
���<�
�
<�	
���������������������������� ����!"�
#$%&�	'()�*�+�
�
�,-�������������� �����!�./0�"12()�*��3�
�
�����������
456�/�7�./89:;()�*��3�
�
��������<=/�$./0�>��?@�AB&)#*(��3��� >C)����"D

�)EF)5GB�+�
�������� �
���H6�I�J"$,-�./0�>KL�MC)�� �NF���3�
�
�,- OP/��/QR"�.S>TU?�� �NF���3� � �

� � �
�,-�	
VWXY"Z��[\�J$%�"]^���_`ab/cd"�Ge6?

�6*��3@(%����>Af$./0�>cd/�_�gh(*��3*�$%&

�>i���3� �
�
�
�	
XY/jklm�n@op"qr��sD/tu�vw)5GB�+�
xXYlm/�y`��$z{|>.@}7*�~�
�
�;;;;;;;;;;;;;� � �;;;;;;;;;;;;;;;� �;;;;;;;;;;;;;;;;;�
�

�	�XY/jklm�n@op"qr��sD/tu�vw)5GB�+�
xXYlm/�y`��$z{|>.@}7*�~�
�

�������� 	
���������� �
������ �����
������� �����



� ��	�

�;;;;;;;;;;;;;� � �;;;;;;;;;;;;;;;� �;;;;;;;;;;;;;;;;;�
�
<���������	
����	�����������������������
�����
�
� !�"#$%&'�(���)*+�,-�.�/0123�4�$5��6787

�9:�;&����7<)=�>?�@A/2���3��$5�
�
�"BC)=�>?�DE�F�GHI�4���4�$5�
�
��7%�EJ�F�GHI�K��LM�0��$5�
�
�NO��)=�>?�DE�F�GHI�K�����$5�
�
�DEF�GHI�,	4�LM�0��$5�
�
�P4DEF�GHI�,	4���27<)�4�DEJ
�Q�R�S�TU4��

��$5�
�
� !�NV	���WXYZ�=�>?�P���$5�
�
��[����\]^�_`a��b�4����$5P4c�)6787/de�F�

GHI\�_���f����Kgh��$5�
�
� !/gh�]^��[�DEJ\�_��i��jh�ckl���
�
�������mn�o#/��pq�rs\tuvw�xcyz) !���7%�o

#�x#��)2���{|��}~�23��$5P4c�)6�>?�}~�67

87�������%7������$5�
�
�P4 !�67%�x#��)2���{|��}~/2��4�%)=�>?�W

X�w���4��$5���){|4��$5�
�
<����r��uRQ����#�$%T3Bf������
�
�uRQ���#���4)0$���������$5P46?�27<)6����

=�>?�P���$5�
�



� ��
�

��������	
����������������
����������

���� !"�#�$�%
������&'��!�%(�����
�
<����������	���
������������������������	
�������� !"#�$�

�
%������������������������	����&'���(�)�*+�

�
%�� ,�-.�/��0����1�2�	3�45�678�$�
�
<96�	
&�:�;������<=��>"�" ?�(��@A��#�$BC
CDE�F��G��H�I&�������J
K#�L$�
�
%M; NOPQ�RS�T�H�����'�G�?>"�" �LU#�*+��

�LU��)!UVH,U&��'�G�?�W>��)�*+�
�
%M; NOPQ�RS�T�HNX�������'�G�?>"�" �LU#�*+

���LU��)!UVH,U&NX����'�G�?�W>��)�*+�
�
%M; NOPQ�RS�T�HOYZ����'�G�?>"�" �LU#�*+�

��LU��)!UVH,U&'��[LOYZ��W>��)�*+�
�

%M;�\]��6�������^�� !UV45�_8�$�
�
%,U����& !�"#)`���)�*H,U��"#�$����)�*+�
�
%,U����&M;�\]��[�%K�?���)�*H,U��ab�&'��)

�*+�
�
%M;�\]��6������NX�� (��� !UV45�678�$�
�
%,U����& !�"#)`���)�*H,U��"#�$����)�*+�
�
%,U����&M;�\]��[�%K�?���)�*H,U��ab�&'��)

�*+�
�
%M;�\]��6������HOYZ (��� !UV45�678�$�
�



� ����

��������������	
���������������������
�
���������������������
������������	
���

���
�
��� !"#$%&�'(�
)*
+�,�-�����
�.�/01��2���

�.�/031�����4��567�8�
�
�� !"#9 9 9 9 9 9 9 9 9 ;;;;�
��9 9 9 9 9 9 9 9 9 9 9 9 9 ;;;;� �
%:��9 9 9 9 9 9 9 9 9 9 9 ;;;;�
&;<9 9 9 9 9 9 9 9 9 9 9 9 ;;;;�
��=9 9 9 9 9 9 9 9 9 9 9 9 ;;;;�
��=9 9 9 9 9 9 9 9 9 9 9 9 ;;;;�
��=9 9 9 9 9 9 9 9 9 9 9 9 ;;;;�
��=9 9 9 9 9 9 9 9 9 9 9 9 ;;;;�
��=9 9 9 9 9 9 9 9 9 9 9 9 ;;;;�
�
�%&'(�)*
#>�?�@�����=��A��B���CD/���1���

�EFG?�BH�H$IHJ���
�
<����K�(L�M33NOP��K� !�Q
���K�.�����"#R���
S"T�UVWX$Y5H�%
&$IHJ�8�
�
���'Z�[X�X*��(\�)*�
��$IHJ����+,����]J�

��J���
�
���A:�.^�
(\�)*�
-.�/����I
���02���5���

��)*�1��
_���
���02��
�
����2`aEFG?�I
%&�@�
�K�.����=�� !"#�EFG?

�b�Q2�.VHI���
���02��
�
�c���3�������� !"#�.^�
EFG?�4��B�d'(�4�X

d5B67�@�8����
�
���9:�I�e����;f�<=�X���>?�X*�@A"7W���gJ�

��

mailto:@�
�K�.����=
mailto:@�
�K�.����=


� ����

�
����������	�
��	�������	
�������������

����
�
���������� 	!��"#�$���%&'��()*+,-�	.��/�

0�12(3�&45���6�-�378�
�
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



� ����

 

Appendix B:  Semi-Structured Interview Questions for Geographers 
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SEMI-STRUCTURED INTERVIEWS:  GEOGRAPHERS 

 

How would you describe the urban development that has occurred in the Kansai Region 

between Osaka and Kobe? 

 

� Please indicate any key stages in this development and the reason for identifying 

such stages. 

 

� Please explain whether or not this development has been unique to Japan and if so, 

in what way? 

 

� Please explain whether or not this development can be compared to urban 

development in other locations around the world and if so, what similarities exist? 

 

� Is there a model or theory that you would use to describe this form of development? 

If so, what model or theory and why? 

 

In 2003, a well known Japanese geographer, Toshio Mizuuchi, wrote about the urban 

history of Osaka.  In his work, Mizuuchi stated, “The urban built environment that 

surrounds the old castle town of Osaka city with the shape of  ring reminds us of the 

Burgess’s concentric circle structure.” 

 

� Is it commonly accepted amongst Japanese Geographers that the present day urban 

pattern continues to represent a shape similar to that defined by Burgess’s 

Concentric Ring Model? 
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� If so, is this perception applied to the area between Osaka and Kobe or primarily 

the area surrounding Osaka City, in all four directions? 

 

� If not, why is there disagreement with Mizuuchi’s statement? 

 

� Mizuuchi’s work was based on the discussion of `The Historical Transformation of 

Poverty, Discrimination, and Urban Policy in Japanese City:  The Case of Osaka`.  

Is it possible that outside of Osaka where poverty is at a much lower degree and in 

some areas non-existent, that this statement is inapplicable? 

 

Are there any other well known Japanese sources that use Burgess’ Concentric Ring 

Model to explain the urban development that has occurred in Japan? 

 

Using the options below, please select the terms you feel best describe present day 

Japanese geography. 

� Positivist 

� Structuralist 

� Marxist 

� Modern 

� Post-modern 

� Other:___________________________________ 

 

How does Japanese Geography define agency? 

 

 

 

 

 

a._____________  b._______________ c._________________ 

 

 

 

a._____________  b._______________ c._________________ 

 

 

 

 

a._____________  b._______________ c.________________ 

Please indicate three words that best describe the area surrounding the Hankyu 

rail line: (area includes housing, businesses, atmosphere) 

Please indicate three words that best describe the area surrounding the Hanshin 

rail line:  (area includes housing, businesses, atmosphere) 

Please indicate three words that best describe Hankyu Department Store 
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a._____________  b._______________ c.________________ 

 

 

 

 

a._____________  b._______________ c._______________ 

 

 

 

� They have extensive shopping facilities 

� They have dense population 

� They are key transport stops 

� Other___________________ 

 

 

 

 

 

 

___railway transport provision 

___department store/retail 

___amusement/entertainment/sports/leisure  

___other transport provision (taxi/bus/ferry) 

___real estate and housing development 

___travel agency 

___construction 

___other (engineering, media, communications) 

 

Based on your own understanding of the social and urban history of the Kansai Area, 

what key points do you think have caused the present day urban social pattern? (For 

example: the location of industry, the cost of land, the availability of land etc.) 

 

� In your opinion, have Hankyu and Hanshin Groups greatly influenced the present 

day social pattern?  If so, in what way? 

 

Please indicate three words that best describe Hanshin Department Store 

Please indicate what places you consider to be urban centres within the Kansai 

Region 

Please indicate why you consider these places to be urban centres: 

Private railway companies of the Kansai Region are well known for their 

diversified business.  Please number the following private railway business 

activities in order of what you believe to have been the most impacting (1) to the 

least impacting (8) on the local urban form. 
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� If not, do you perceive the private railway groups to have any amount of agency as 

it relates to the urban form? 

 

Is there anything else you consider important in the study of the present day urban form 

of the Hanshin Region and the agency of private railway groups in its creation? 
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Appendix C:  Semi-Structured Interview Questions for Independent Businesses 

 

�
� � � � � � � � � � � � � � � � � � � � � � � � � ������	�
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� � � � � � � � � � � � �
QUESTIONNAIRE-LOCAL BUSINESS-HANKYU/HANSHIN LINE 

 

For questions where options for response are provided, please circle the box that best 

suits your personal response. Where appropriate, please feel free to circle more than 

one option for your response. 

Please feel free to keep your responses brief. 

 

 

_____ months _____years 

 

 

� This is the only location 

� There are additional locations 

 

 

 

 

� Hankyu Group/Hanshin Group 

� Prefectural Government/Municipal 

1. Approximately how long has this business been in operation? 

2. Is this the only location of the business or are there additional locations? 

3. If there are additional locations, where are they located? 

4. Why did you decide to open the business in this location? 

5. During the process of opening your business, did you interact with any of the 

following organizations? 

Anne-Louise Semple 
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� Local/City Government 

� Other__________________________ 

 

 

a.________________  b.______________ c._______________ 

 

 

a._____________  b._______________ c.________________ 

 

 

a._____________ b._______________  c._________________ 

 

 

� Yes 

� No 

 

 

 

6.  If you interacted with Hankyu (Hanshin) Group, please describe what interaction 

7. Please indicate three words to describe the type of customers who utilize your 

business. 

8. Please indicate three words that best describe the area surrounding the Hankyu 

(Hanshin) rail line: (area includes housing, businesses, atmosphere) 

9.  Please indicate three words that best describe the area surrounding the Hanshin 

(Hankyu) rail line: (area includes housing, businesses, atmosphere) 

10.  Is your business positively affected by the existence of the Hankyu (Hanshin) 

railway line? 

11.  If yes, how does the existence of the Hankyu ‘Hanshin) Railway line positively 

affect your business? 

12.  Is your business negatively affected by the existence of the Hankyu (Hanshin) 

railway line? 
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� Yes 

� No 

 

 

 

� Yes 

� No.  

 

 

 

 

� Similar 

� Different 

 

� approx. 10 years-20 years in age  

� approx. 20 years-30 years in age  

� approx. 30 years-40 years in age 

� approx. 40 years-50 years in age 

� approx. 50 years and above in age 

� lower income 

� middle/average income 

� upper income  

 

 

13.  If yes, how does the existence of the Hankyu (Hanshin) Railway line negatively 

affect your business? 

14.   Do you hope to open additional businesses in future? 

15.  If yes, in what location(s) do you hope to open additional business? 

17.  For what reason would you choose this/these location(s)? 

16.  If yes, will that/those business(es) be similar or different to your existing 

business? 

18.  If they will be different, what type of customer do you hope to attract? 

20. Please indicate what places you consider to be urban centres within the 

Kansai Region 
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a._____________ b._______________ c._______________ 

 

 

 

� They have extensive shopping facilities 

� They have dense population 

� They are key transport stops 

� Other___________________ 

 

___railway transport provision 

___department store/retail 

___amusement/entertainment/sports/leisure  

___other transport provision (taxi/bus/ferry) 

___real estate and housing development 

___travel agency 

___construction 

___other (engineering, media, communications) 

 

___railway transport provision 

___department store/retail 

___amusement/entertainment/sports/leisure  

___other transport provision (taxi/bus/ferry) 

___real estate and housing development 

___travel agency 

___construction 

___other (engineering, media, communications) 

20. Please indicate why you consider these places to be urban centres: 

21. Private railway companies of the Kansai Region are well known for their 

diversified business.  Please number the following private railway business 

activities in order of what you believe to have been the most impacting (1) to the 

least impacting (8) on the local urban form. 

22. Please number the following business activities from most important (1) to 

least important (8) based on what you feel the responsibility of Hankyu 

(Hanshin) Group should be in the future for the success of the Kansai area. 
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� Yes 

� No 

 

� Yes 

� No 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Use by researcher only 

Type of business________________ 

Gender____ 

Age_____ 

23.  Are you satisfied with the transportation services provided by Hankyu (Hanshin) 

Group? 

24. Do you feel the overall services provided in your area by Hankyu (Hanshin) 

Group are sufficient? 

25. If no, what additional services or improvements to existing services should 

Hankyu (Hanshin) Group undertake? 
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Appendix D:  Hankyu and Hanshin Passenger/Resident Surveys1 

 

�
� � � � � � � � � � � � � � � � � � � � � � � � � ������	�
������

� � � � � � � � � � � � � � � � � � � � � � � � � ����������
������

����
QUESTIONNAIRE-PASSENGERS OF HANKYU LINE 

 

For questions where options for response are provided, please circle the box that best 

suits your personal response. Where appropriate, please feel free to circle more than 

one option for your response. 

Please feel free to keep your responses brief. 

����
�
�

�
�
�
�

�  walk     

� drive/are picked up by car  

� travel by bus 

� ride bicycle  

� take a taxi 

 

 

____ hour(s)   ____ minutes 

���������������������������������������������������
	� 5��*�����+��,*����  ��"�%=%� �!���� �%$�*�#�������!� ���*�!����&�"�� �=(����� �>�
��#�$�%������+�� ������  ��"�%=%� �!���� �%$�*�#� ��!��������#���������.���������'�
'%�0��"�?�� ���� ����%�����������+�� ����@���#�*�

1.  What is the nearest train station to your home?                 

2.  When travelling between the train station and your home do you: 

3.   How long does it take for you to travel from the station to your home? 

Anne-Louise Semple 

Doctoral Candidate, Geography Program, FBE 

University of New South Wales, Sydney, 2052 
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� Hanshin 

� JR 

 

 

 

 

 

� rarely (a few times a year) 

� now and then (every few months) 

� relatively often (every few weeks) 

� often (every week) 

 

 

 

� House 

� Mansion 

 

 

 

 

 

______________  _____________  ____________ 

 

� Japanese manufactured    

� Foreign manufactured 

---------------------------------------------------------------------------------------- 

� Compact 

� Medium 

� Large  

7.   Do you live in a house or mansion? 

4. Do you use any train lines between Osaka and Kobe other than Hankyu on 

a regular basis? If yes, which one(s)? 

5.  For what purpose do you use this/these other lines? 

��  Approximately how often do you use this/these other lines?�

8.  Please use three words to describe your current home. 

�  Does your household own a car?  If so, please indicate the origin and size of 

��%�
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_____months _____years 

 

 

 

 

a._

____________  b._______________ c._________________ 

 

 

 

 

 

 

 

 

 

______________________ (place)  ____________________ (reason) 

______________________ (place)  ____________________ (reason) 

______________________ (place)  ____________________ (reason) 

10.  At what store (for example, Hankyu Department, Hanshin Department, 

Daiei, Ikari, Co-op, Kansai Super) do you normally purchase household 

groceries? 

11.  Where is this store located? 

14.   How long have you approximately been residing in your current home? 

15.  Please list three characteristics that you like about the area in which you 

live: 

16.  Why did you/your family choose to live here? 

18.  If you have not been residing in your current home all of your life, when 

you/your family were looking for a place to live, what other areas did you 

consider and why? 

17. If you have not always resided there, in what area did you live before? 

12.  When shopping for other items (ex: clothes, books, gifts etc.) in what urban area 

do you tend to shop? 

13.  Are there any stores in particular that you frequent regularly? (Please list names 

or general location of store) 
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� I want to stay 

� I want to move 

 

 

 

 

a._____________  b._______________ c._________________ 

 

 

a._____________  b._______________ c._________________ 

 

 

 

Hankyu Department Store_______ Hanshin Department Store______ 

     

Both_______ 

 

 

 

a._____________  b._______________ c.________________ 

 

19.  Do you think the area in which you live has changed over time?  If yes, 

how has it changed? 

20.  Do you intend to stay in your current home or would you like to move in 

future? 

22.  If you are interested in moving, to where would you like to move? 

23.  Please indicate three words that best describe the area surrounding the 

Hankyu rail line: (area includes housing, businesses, atmosphere) 

24.  Please indicate three words that best describe the area surrounding the 

Hanshin rail line:  (area includes housing, businesses, atmosphere) 

25.  I like to shop at: 

26.  Please indicate three words that best describe Hankyu Department Store 

21.   If you intend to stay in your current home, what is your reason for staying? 
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a._____________  b._______________ c.________________ 

 

 

 

 

a._____________  b._______________ c._______________ 

 

 

 

� They have extensive shopping facilities 

� They have dense population 

� They are key transport stops 

� Other___________________ 

 

___railway transport provision 

___department store/retail 

___amusement/entertainment/sports/leisure  

___other transport provision (taxi/bus/ferry) 

___real estate and housing development 

___travel agency 

___construction 

___other (engineering, media, communications) 

 

___railway transport provision 

___department store/retail 

___amusement/entertainment/sports/leisure  

___other transport provision (taxi/bus/ferry) 

___real estate and housing development 

27.  Please indicate three words that best describe Hanshin Department Store 

28.  Please indicate what places you consider to be urban centres within the 

Kansai Region 

29. Please indicate why you consider these places to be urban centres: 

30. Private railway companies of the Kansai Region are well known for their 

diversified business.  Please number the following private railway business 

activities in order of what you believe to have been the most impacting (1) to the 

least impacting (8) on the local urban form. 

31. Please number the following business activities from most important (1) to 

least important (8) based on what you feel the responsibility of Hankyu Group 

should be in the future for the success of the Kansai area. 



� ����

___travel agency 

___construction 

___other (engineering, media, communications) 

 

 

� Yes 

� No 

 

� Yes 

� No 

 

 

 

 

 

 

 

 

 

 

 

 

 

�
�
�
�
�
�
�

32.  Are you satisfied with the transportation services provided by Hankyu Group? 

33.  Do you feel the overall services provided in your area by Hankyu Group are 

sufficient? 

34.  If no, what additional services or improvements to existing services should 

Hankyu Group undertake? 

Use by researcher only 

Gender____ 

Age_____ 

Profession_________________________ 



� ����

�
� � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � ������	�
������
� � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � ����������
������
����

������������������������������������
• ������� 	�	
��
�������
• ������ 	��	��������������� !"#$� �
• �����%�&'(%)*+%,-./0$ ���,-�1��2����23$�45��
• 678� 	�9:;<#4!$=>?���@AB� 	�9CDEF%�GE�����./H
 �?�45�@AB�IJKL.MN !$��� �

• ������O-��E�PQ�����%�-(.+�R$�"#$� �
• �����ST�@A%EUVW ��� �
• GE������XYZ[\]^_`XaZ[\]^_<�bcdefg��45�GE��
����hi�jklkm�nopqErsqtuvwxyE��zn{o| }�~nf�

s ����
• 2 ��������	����.�����E��%g'M��%M� !�>#$�G�
����sE=�����

• 	��%�?�����W�� 	K��f�����)��� !$=>$!23$�45�
=> �	�9CDEF�GE�����%67�?�45� �

• GE�����%��'��8�E���g��45� �
�

������������������������	
	
	
	
����
• ���E�������PQ@AB%�����<)*+.H���2 ��"ME ¡%¢
£ !�>#$��

• &<0������.¤J �£¥�'G<2�?���=> �)*+�,-.¦+? �PQ@
AB%H��¢£�/0$ ����

�
¢£§¨��zn{o| }�~n�
�z©©)���#���%�@!��-��!� $������4AB��
			��6� �%�����
&<0���¨� �0���C0������1���| !�#��%%*
�C���0�����0��������

����
• �����.ª@A8��R$«¬8�®¯�°±=²³��´E¬8%PQH !�>
#$�����

������������������������������������������������
• �����.°�µ =$²³��,-<¶)*E·�¸<+$=@A¹º+%,- �´E
»¼%½±!�� !"#$��

• GE�����EST%¾¿Eg'F�/ÀÁ%Â�l�ÃÄ�%$'@AB%ÅÆ !"
#$��

�
� 6nne-Louise Semple, Postgraduate Centre, Red Centre, Faculty of the Built Environment, 

University of New South Wales, 2052, Australia.  E-mail:  asemple@mta.ca (1�� )|
dewberry29@hotmail.com (����) 

����
��������������������������������				
���
���
���
�������

Â�l�ÃÄ�| hi�jklkÇ�nopq �
rsqtu| vwxy�
��zn{o| }�~n�

mailto:@AB�IJKL.MN
mailto:asemple@mta.ca
mailto:dewberry29@hotmail.com


� ��	�

�
� � � � � � � � � � � � � � � � � � � � � � � � � � � ������	�
������

� � � � � � � � � � � � � � � � � � � � � � � � � � � ����������
������

����
��������	��������	��������	��������	����

�
��������	
����������������������������

� ���!����	"#	$%&����'()*+,-.�/$0���1� �
����
�
�

�
�
�

�� � ���
�� ��
�� ���
�� ����
�� �����
�
�

�
�

;;;;���� � � ;;;;���
�

�
�� 	
���
�� � (@�

�

	
������������ � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � �


�������������������������

�
����������� �����������

�
!	
�����"#$%	&���'%����(��#�)�*+,��

"�-,��(.�/������������

�
!	
�����"#$%���0���"#12���������

�������� 	
���������� �
������ �����
������� �����



� ��
�

�
�
�� �������
�� ���	�����
�� ���������
�� ���

�
�
�
�

�
�
�

�� �	
�
�� �
��
�

�
�
�

;;;;;;;;;;;;;;� � ;;;;;;;;;;;;;� � ;;;;;;;;;;;;�
�
�
�

�
�� ���
�� ���

<<<<<<<<<<<<<<<<<<<<<<<<<<<<<<<<<<<<<<<<<<<<<<<<<<<<<<<<<<<<<<<<<<<<<<<<<<<<<<<<<<<<<<<<�
�� ����
�� ���
�� ����

�
�
�

�
�

����������������������

���� 	�!��"#$�%�&'����(��)*!��+��,"	�

-�	'�.(�����

��/0��,�!1"23!����������

��45��!6 !("	76 !(+�'8��9:;<":=!����

����

#�>�$?!%&"#6@!�������A'(�BC?@8� C?@8):

DE8�	FGE*E8+E;8H,GE*E�%I�

-�#�6@J�#K.!��������

/�0L1F2!%&"#$�34M#NO!��������



� ����

�
�

�

�
�

;;;;;�� ;;;;;���
�

�
�
�

�;;;;;;;;;;;;;� � �;;;;;;;;;;;;;;;� �;;;;;;;;;;;;;;;;;�
�

�
�
�
�
�
�

�
�
�
�
�

;;;;;;;;;;;;;;;;;;;;;;������ � ;;;;;;;;;;;;;;;;;;;;������
;;;;;;;;;;;;;;;;;;;;;;������ � ;;;;;;;;;;;;;;;;;;;;������
;;;;;;;;;;;;;;;;;;;;;;������ � ;;;;;;;;;;;;;;;;;;;;������
�

�
�
�
�
��

�

����	
���
������������

���	
���
�����	���
�������

�����
��������� 
!"#$����������� �

���%�&�� '���!"��	�(!�)��
*�+��&,
���


-% ��./0�& #$/0�& 12�
�����+345�����

����

���	
���.6���7�840�& #$�9!/:;28<& ��

���������

���	=���
����>�?)�@!"#$+&A.BC�%�"�@./

0�"#$��������

���%�&�� '���!"�6��(!� �����������
�

���
DE!2��%� �!"=FGH#IJ�K
LM$N-/:;2�


�%��������� � �

mailto:@./


� ����

�����
�� �����

�
�
�
�
�
�
�
�
�

�;;;;;;;;;;;;;� � �;;;;;;;;;;;;;;;� �;;;;;;;;;;;;;;;;;�
�

�
�
�
�

�;;;;;;;;;;;;;� � �;;;;;;;;;;;;;;;� �;;;;;;;;;;;;;;;;;�
�

�
�
��	
�;;;;;;;� � � ��	
�;;;;;;�
� � � � �

�;;;;;;;�
�
�
�

�;;;;;;;;;;;;;� � �;;;;;;;;;;;;;;;� �;;;;;;;;;;;;;;;;�
�
�

�;;;;;;;;;;;;;� � �;;;;;;;;;;;;;;;� �;;;;;;;;;;;;;;;;�
�
�
�

�;;;;;;;;;;;;;� � �;;;;;;;;;;;;;;;� �;;;;;;;;;;;;;;;�

�

����������������������������� !"#�$�

�
���%&'()*+��!,	
'-./01�2345�67489� !"
#�$�

�
���%&'()*+��!,	
'-./01�2345�67489� !"
#�$�

�
�����:+��	
����	
�;
�4<=������$>"���
��"#�$�

�
���	
����!�����67489� !"#�$�

�
���	
����!�����67489� !"#�$�

�
�?���@ABC��D�E�F��G�����D;H4� !"#�$�

�
	��������'D��I'JK4� !"#�$�
�



� ����

�
�
�

�� �����������	
�
�� ��������	
�
�� ����������	
�
�� ���;;;;;;;;;;;;;;;;;;;�
�

�
;;;��	
�
;;;�������������
;;;������ !"��������#� �
;;;��$%������&'���(��)*+�"�
;;;����,�-.�
;;;�/�0�
;;;���
;;;���� �������1  !"�
�

�
;;;��	
�
;;;�������������
;;;������ !"��������#� �
;;;��$%������&'���(��)*+�"�
;;;����,�-.�
;;;�/�0�
;;;���
;;;���� �������1  !"�

�

!
�!
��234"56784$9	
"5:9;�<�

!���#�$�%0=�>?>@& ABC�4'-���DE<��:�FGH
�('I�J�G�4�K" �G�4��)"L��*+4,M�9;�<�

!�	�#:NO�P�Q�R-4.M��STUVW4/>�0XY1Z[\L4F
G2]^�3�G�4�K"�4�G��)"L��*+4,M�9;�<�

!�
NO�P�Q	5_��������V`6���DE	<$9	
"5:9;
�<�



� ����

�
�� ���
�� ����

�
�� ���
�� ����

�
�
�
�
�

�
�

�
�
�
�
�
�

������������������	
��������	
��������	
��������	
����������
����
����
����
����

����
����
����
���� ���� ���� ���� ���� ���� ���� ���� ���� ����

 

 

 

 

 

 

�������	
��������������������	����������

���� !"#$!%���$&�"�

���������'()����	
	�*
+��,-.��$&�"�

����
�;;;;�
/�;;;;;�
�0;;;;;;;;;;;;;;;;;;;;;;;;;�



� ����

Appendix E: List of Hankyu Group Businesses 

 

Hankyu Group Businesses  

Urban Transportation �  

�������������������� Company name 

������� Hankyu Corporation 

	
����(��� Kita-Osaka Kyuko Railway Co., Ltd. 

������� Nose Electric Railway Co., Ltd. 

�������� Hankyu Bus Co., Ltd. 

���������� Hankyu Sightseeing Bus Co., Ltd. 

���������� Hankyu Taxi Co., Ltd. 

������������ Hankyu Motor Technology Co., Ltd. 

���� !"�#$%����� Railway Technology Co., Ltd. 

���&��'� (��� Urban Ace Corporation 

���)$���"*�� Globaltech Co., Ltd. 

���+,-./0��1'��"234��� Hankyu Electric Communication Systems Co., Ltd. 

(�������� !5�6� Hankyu Railway Service Co., Ltd. 

&�789���� Alna Sharyo Co., Ltd. 

/*:'�'�;������� Nippon Rent-A-Car Hankyu Inc. 

���<=>?@A8BCD� Hattori Ryokuchi Driving School Co., Ltd. 

��������	
�� Alna Transport Goods Co., Ltd. 



� ����

��������	
 Osaka Airport Transport Co., Ltd. 

�����������	
 Osaka Shintetsu Toyonaka Taxi Co., Ltd. 

��������	
 Kobe Rapid Railway Co., Ltd. 

������	
 Kobe Electric Railway Co., Ltd. 

�������	
 Shimotsui Electric Railway Co., Ltd. 

��������� !"#��$%
 Kansai Station Network Co., Ltd. 

(������ Smile Co., Ltd. 

&'(���	
 Zentan Bus 

)*+,����	
 Tango Sea and Surface Transport Co., Ltd. 

%-./01230��	
 Nishiyama Driveway Co., Ltd. 

�45���	
 Hankyu Aviation Co., Ltd. 

�467(���	
 Hankyu Garden City Bus Co., Ltd. 

8�49����	
 Hokushin Express Electric Railway Co., Ltd. 

Real Estate �  

������� Hankyu Corporation 

��EAF���� Hankyu Realty Co., Ltd. 

�����GH�I"J�3� Hankyu Facilities Co., Ltd. 

�����,-./"J5�6�� Hankyu Community Service Co., Ltd. 

��I�KLM���� Hankyu REIT Asset Management Inc. 

��!'N�KO'K� P�K7�3���� Hankyu Investment Partners Inc. 

��	:6;���<=
 Umeda Centre Building Co., Ltd. 



� ����

����� ���� OS Co., Ltd. 

	
��������� International Cultural Garden City Co., Ltd. 

�������� Shimoden Development Co., Ltd. 

������� Tact Co., Ltd. 

����������� Hankyu Toho Lease Co., Ltd. 

�������� !"#��� Hankyu Housing Support Co., Ltd. 

	��
�� Morigumi Co., Ltd. 

$%������ Ashiyu Development Co., Ltd. 

Travel and International Transportation �

��

�  

(����QR!'��7�17� Hankyu Express International Co., Ltd. 

�����KSN�5:�K� Hankyu Travel Support Co., Ltd. 

��;�T5�6����� Hankyu Cargo Service Co., Ltd. 

�����!'�7�17�UV�&OI;�� Hankyu International Transport (USA) Inc. 

�����!'��7�17�UV�WX�� Hankyu International Transport (Hong Kong) Ltd. 

�����!'��7�17�UV�!YI��� Hankyu International Transport (UK) Ltd. 

�����!'��7�17�UV�ZS'[�� Hankyu International Transport (Netherlands) B.V. 

�����!'��7�17�UV�\!]��
Hankyu International Transport (Deutschland) 

GMBH 

��^��!'��7�17�UV�_`�� Hankyu International Transport (Taiwan) Ltd. 

�����!'��7�17�UV��'a:���� Hankyu International Transport (Singapore) Ltd. 

�����!'��7�17�UV�bc�� Hankyu International Transport (China) Ltd. 
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�����!'��7�17�UV�dc�� Hankyu International Transport (Korea) Ltd. 

�����!'��7�17�UV�GJIe'�� Hankyu International Transport (Philippines) Ltd. 

�����!'��7�17�UV4f���&�� Hankyu International Transport (Malaysia) Ltd. 

�����!'��7�17�UV��!S'\�� Hankyu International Transport (Thailand) Ltd. 

���ghihjhkl��� C.F.H. Insurance Pte. 

�����)&2]&�� Hankyu Guam Tours Co., Ltd. 

�����5!#KS'�!'��7�17�UV4bc��
Hankyu Sinotrans International Transport Co., Ltd. 

(China)  

�����!'��7�17�$%�"J���bc�� Hankyu International Logistics (China) Co., Ltd. 

Hotels �  

��m"�no���� Hankyu Hotel Management Co., Ltd. 

��������	
�� Hotel New Hankyu Kochi Co., Ltd. 

���pqm"�rs� Dai-ichi Hotel Kyushu Co., Ltd. 

���tu6.�m"�� Arima View Hotel Co., Ltd. 

���vwxm"�� Amano Hashidate Hotel Co., Ltd. 

�����	
�� Tenmabashi Hotel Co., Ltd. 

����� ���� Oi Development Co., Ltd. 

��	
��������� Dai-ichi Hotel Service Co., Ltd. 

��	
��������� Takarazuka Hotel Service Co., Ltd. 

�������	��� Shintei Resort Development Co., Ltd. 
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Entertainment and Communications �  

������� Hankyu Corporation 

���yz��(!"J{&�]� Takarazuka Creative Arts Co., Ltd. 

���yz|_� Takarazuka Stage Co., Ltd. 

(�^}~���� Umeda Arts Theatre Co., Ltd. 

�����,-./0��1'3� Hankyu Communications Co., Ltd. 

������������ Hankyu Advertising Agency Inc. 

�����&-.�3O'K5�6�� Hankyu Amusement Service Corporation 

��������	
����������� New International Musicals Co., Ltd. 

����������� Expo Land Co., Ltd. 

�������� ���� Kansai Television Broadcasting Co., Ltd. 

 !"#���� Takarazuka Video Co., Ltd. 

���$%&�'�(� Hankyu Cybuzz Co., Ltd. 

���$%)*���+,�-�� Hankyu Nigawa Sports Garden Co., Ltd. 

Retailing �  

������� Hankyu Corporation 

�����I"��3� Hankyu Retails Co., Ltd. 

���[{��!��� Doubleday Hankyu Co., Ltd. 

������[!/')� Iina Dining Co., Ltd. 

(���I("J{�� Creative Hankyu Co., Ltd. 
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�

����~���� Ikeda Famous Street Stores Co., Ltd. 

�������!�� Cine-Mosaic Co., Ltd. 

����('���S!3� Shintetsu Enterprise Co., Ltd. 

������v?� Tokyo Rakuten Co., Ltd. 

���Sa���1*�� Lagare Shop 

Other �  

����"��1'GH!7'�� Station Finance Inc. 

�����6%��&��(!K� Hankyu Business Associate Co., Ltd. 

���������� Assist Hankyu Co., Ltd. 

�~(�6�a����� Ikeda LB Gas Co., Ltd. 

(!�&'\(2,'5��'K� ���� H&M Consultants Co., Ltd. 

��Q������� Kaminabe Mountain Development Co., Ltd. 

� 5�6����� Keihin Service Co., Ltd. 

¡¢£¤��6�¥�����
Senri Asahi Hankyu Building Maintenance Co., 

Ltd. 

����J��J�"�#� D.D.Techno Co., Ltd. 

�����(2"*�� Hankyu M-tech Co., Ltd. 

�����;�\� Hankyu Card Co., Ltd. 

��F����� Hankyu Industry Co., Ltd. 

���+¦§(��� Hankyu Electricity Construction Co., Ltd. 

������+VM��"23� Hankyu Electric Correspondence Systems Co., Ltd. 



� ����

�����GJ7'�¨�5:�K� Hankyu Financial Support Co., Ltd. 

�����O�J&*��� Hankyu Mediax Co., Ltd. 

(��O!]
� Mates Osaka Co., Ltd. 

(��©ª«¬ Yuji Creations Co., Ltd. 

®¯������ Rurikei Development Co., Ltd. 

 
Source:  �������	
����. (2005) Hand Book Hankyu 2005, �������	
����, ��. 
Hankyu Holdings Corporation. (2005) Hankyu Handbook 2005, Hankyu Holdings Corporation, Osaka. 
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Appendix F: List of Hanshin Group Businesses 

 

Hanshin Group Businesses  

Transportation � �

�������������������� Company name 

°±²³´� ��^� Rokko Maya Tetsudo Co., Ltd. 

������(�)� Hanshin Taxi Co., Ltd. 

µ������(�)� Shin-Hanshin Taxi Co., Ltd. 

Q¶UV (�)� Takasago Kotsu Co., Ltd. 

�·������(�)� Kobe-Hanshin Taxi Co., Ltd. 


�������(�)� Osaka-Hanshin Taxi Co., Ltd 

¸¹@A8º» (�)� Sanyo Jidosha Unso Co., Ltd. 

��KS*� (�)� Hanshin Truck Co., Ltd. 

��º» (�)� Hanshin Unso Co., Ltd. 

µ¼º½ (�)� Shinwa Unyu Co., Ltd. 

��(&;�T (�)� Hanshin Air Cargo Co., Ltd. 

��(&;�T USA (�)� Hanshin Air Cargo USA, Inc. 

��G�!K!'��7�17�4¾s�� ���¿� Hanshin Freight International (Europe) Co., Ltd. 

��G�!K!'��7�17���'a:��^���^�
Hanshin Freight International (Singapore) Pte. 

Ltd. 

��G�!K!'��7�17��WX^���^� Hanshin Freight International (Hong Kong) Ltd. 



� ����

��G�!K!'��7�17���!S'\^���^� Hanshin Freight International (Thailand) Co., Ltd. 

��G�!K!'��7�17��f���&^���^�
Hanshin Freight International (Malaysia) 

SDN.BHD 

��G�!K!'��7�17��bc^����� Hanshin Freight International (China) Ltd. 

À
�QR´� ��^� Nishi-Osaka Railway Co., Ltd. 

ÁÂUV (�)� Iwami Kotsu Co., Ltd. 

Retail �  

�������������������� Company name 

(�) ��ÃÄ� The Hanshin Department Store, Ltd. 

��^���ÅÆ®�� Hanshin Midorikai Co., Ltd. 

�����YGK5�6�� Hanshin Gift Service Co., Ltd. 

������"��1'�*K� Hanshin Station Net Co., Ltd. 

��Ç§� ���� Hanshin Shoji Co., Ltd. 

(�)È*���� Hax Hanshin Co., Ltd. 

��I"��� Hanshin Retail Co., Ltd. 

ÁÂUVÇ§ (�)� Iwami Kotsu Shoji Co., Ltd. 

Real Estate �  

�������������������� Company name 

��EAF (�)� Hanshin Real Estate Co., Ltd. 


�[!É�'\?Ê� (�)� Osaka Diamond Chikagai Co., Ltd. 



� ����

ËÌÍX (�)� Amagasaki Chikko Co., Ltd. 

Construction �  

�������������������� Company name 

(�) È'�'ÎÏ Hanshin Construction Co., Ltd. 

bÐ�Ï (�)� Chuo Densetsu Co., Ltd. 

��Ñ� (�)� Hanshin Engei Co., Ltd. 

��>? (�)� Hanshin Ryokuchi Co., Ltd. 

Òb¬ÑÁÓ (�)� Uenaka Zoen Sekizai Co., Ltd. 

Òb¬Ñ (�)� Uenaka Zoen Co., Ltd. 

Leisure and Service � �

�������������������� Company name 

������(�)� Viajes Hanshin S.A. 

��	
���������� (�)� Hanshin Travel International Co., Ltd. 

��������� The Hotel Hanshin, Ltd. 

�������
����� Hanshin Enterprise Co., Ltd. 

(�) ����������� Rokko Oriental Hotel Co., Ltd. 

(�) �������� � Hanshin Hotel Systems Co., Ltd. 

�����!�	
�� ��� � (�)� Hotel Hanshin Restaurant Systems Co., Ltd. 

�����"�� Hansel Co., Ltd. 

#�����$��� Hanshin Tigers Baseball Club, Ltd. 



� ����

(�) ������� Wellness Hanshin Inc. 

��	
���(��� Hanshin Leisure Facilities, Co., Ltd. 

(�) ���������� Hanshin Contents Link Corporation 

���������� Tottori Sakyu Kaikan Co., Ltd. 

�� !"#���� Iwami Kanko Kaihatsu Co., Ltd. 

(�) $%�&'(�&��) Naruo Water World Inc. 

Other Businesses �  

�������������������� Company name 

����*+,��- (��� Hanshin Engineering Co., Ltd. 

.��/�0����� Shin-Hanshin Service Co., Ltd. 

,1�2������� ITEC Hanshin Co., Ltd. 

(�) 31�45+6��7�8 Bay communications Inc 

��9��:�(�� )2�� Hanshin Motor Dock Co., Ltd. 

�������;�� <�)�� Hanshin Silver Laundry Co., Ltd. 

(�) =1>?5��@����A High Security System Co., Ltd. 

(�) �B�A� ?( FM KITA INC. 

��CDE��F�� (�)� Hanshin Sharyo Maintenance Co., Ltd. 

(�) 0�6,�� Buil-care Hanshin Co., Ltd. 

��,E+�@� /�0� (�)� Hanshin Amenity Service Co., Ltd. 

(�) 6�G��2H�IJK Cable Net Kobe Asiya Co., Ltd. 
Source:  ��������	
��. (2005) �������	, ������������.=Research Office of the History of Japanese 
Management Foundation. (2005) 100 Year History of Hanshin Electric Railway, Hanshin Electric Railway Corporation, Tokyo. 
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Appendix G: Hanshin Management Structure (1907) 
 

Hanshin Corporate Structure (1907) 
 

         
        ��� 
    ���    Documents section 
    General Affairs   ��� 
        Stock section 
    Department   	
�  
        Land section 

 
   

    ��� 
        Repairs section 
        �� 
        Track section 
    ���    ��� 
�����  Construction Department  Electric Circuit section 
Executive Director      ����� 
        First electricity 
        generation section 
���        ����� 
Technology Manager      Second electricity 
        generation section 
        ��� 
       Car (railway) section 
        ��� 

    Electricity section 
         
 
         
         !� 
        Transport section 
     !�      
   Transportation Department   "#� 
        Administration  
        section 
 
        
�
� � � � �
� � � $%�� � � � � �%&� �
� � � Accounting Department   Accountant 

        '(� 
� � � � � � � � Treasurer 
� � � � � � � � 	)��
� � � � � � � � Supplies 
� � � � �
 
Source:  *+,-./012345, 20052 

 
 
 

���������������������������������������������������

@� ��%���5''�����'�����+� ��%*��'�(����� ��3���"�0����8���!�������
��� 
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Appendix H:  Hanshin Corporate Structure (2004) 

 
��� 
President’s Office 

   ��� 
   Public Relations Office  
   ��� 
   Auditing Office 
   �	
����� 
   Editorial Office for Compiling Corporate Centennial History 
   ������ 
   Nishi-Umeda Development Office 
   ��������� 
   Nishi-Osaka Line Extension Project Office 

   ���  ��  
   Secretariat Dept.    General Affairs Div.   

!"#$  ���      %�  
         Law Div. 
Board of Directors           &'(�)    
��         Amagasaki Office 

President             
 

��#$  *+�  $,  
Board of Auditors  Accounting Dept.  Accounting Div. 
��#      -�   
Auditors      Financial Div. 
      ./  
      Treasury Div. 
      .0  
      Material Div. 

  1(�    1(  
  Human Resources Dept.           Human Resources Div. 
     2   3�  

             Labour Div. 
   2 2 2 2 2 2 2 2 2 2 2     45  
          Public Welfare Div. 

 

  67(	8�     
  Railway Service Headquarters 9:  
      Planning Div. 
      ;	  
      Operations Div. 

   <=�   <>  
   Transportation Dept. Driver Div. 
      ?@) 
      Training Div. 

 
 



� ����

Hanshin Corporate Structure (2004) continued 
 

   ��� 
    � � � ��� 
  Electrical Dept.           Technical Div. 
      ��� 
      Electricity Div. 
      	
� 
      Correspondence Div. 

     

   ���   ��� 
  Rolling Stock Dept.  Carriage Div. 
    � � �

� � �� � �

� � �   �� 
          Inspection Div. 

 

    
      ��� 
      Technical Div. 
   ���            ��� 
 
 Infrastructure Maintenance Dept    Facilities Div. 
             ���   
           Line Div. 

 
        

        
               � �  
      ��� 
      Planning Div. 
   ����  ��� 
   Vehicle Dept.  Operations Div. 
      ��� 
      Maintenance Div. 

 
 

     ��� 
     Development Dept. 
     �� ���     
     Nishi-Umeda Operations Dept.  
        ��� 
        Planning Div. 
        !�� 
        Business Div. 
        ��� 
  �������     Operations Div. 
  Real Estate-Related    �	
�� 
  Business Headquarters    Facilities Mgt Div. 

  
 
         



� ��	�

Hanshin Corporate Structure (2004) continued 
 
 
 
 

     �����  ��� 
     Umeda Mgt Dept.  Facilities Div. 
        �	� 
        Operations Div. 
 

 
 
 

 

���� 

Building Mgt Dept. 
   � � � � �  
      � �   �� 
        Planning Div. 
        �	� 
        Operations Div. 
        SC �	� 
        SC Business Div. 
        ���	� 
       Direct Mgmt Business Div. 

      

     �����  ��� 
     Land Admin Dept.         Management Div. 
        �� 
        Planning Div. 
        ��� 
        Site Div. 
        �	� 
        Operations Div. 

        ��� 
        Technical Div. 
     ���   ��� 
     Building Dept.  Architecture Div. 
        ��� 
        Equipment Div. 

         
       �� 
    �����	�  Planning Div. 
    Leisure Business Dept. 
       � � 
       Baseball Stadium Div. 
         !"�#����� 
       Sports Leisure Div. 

 
 

 



� ��
�

Hanshin Corporate Structure (2004) continued 
 
 
 
 
 

    �����    
    Travel Service Dept.    
        ��� 
        Management Div. 
        	
��� 
        Travel Affairs Div. 
        ���� 
        Travel Promotions 
        Div. 

     
 
    ��	
� 
    Tokyo Office 
 

 
      
Source:  ������������, 20053 

�
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

���������������������������������������������������
�� @� ��%���5''�����'�����+� ��%*��'�(����� ��3���"�0����8���!�������
��� 
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Appendix I:  Hankyu Corporate Structure (2004) 
     
     
     �������    
     Urban Transportation   
      Planning Dept   

          
     �	
��  � � �� 
     Railway Operations Dept. � �

� �� �

� � Transport Div.
        � �

� �� �

� � ��� 
��������      Rail Carriage Div. 
Urban Transportation      � �

� �� �

� � ��� 
Business Headquarters     � � � � � �

� � � � � �� � � � � �

� � � � � � Training Div. 
           
          
          

                          �	��� 
         Railway Maintenance    � ���  
               Dept.      Facilities Div. 
              � �

� �� �

� � ����� � 
       � � Safety System Div. 
       � �

� �� �

� � !"��� � 

          Electricity System Div. 
          

          

          
          
  
  #$%����         #$%&� 
  Real Estate   Real Estate Investment Dept. 
  Business Headquarters #$%'(� 
     Real Estate Development Dept. 
     )�'(��� 
*+,     Saito Development Business Dept. 
Board 
,- 
Chairman 

.- 
President 
   
 

 
  /0����  /0123 
  Entertainment Business Entertainment Business Dept. 
  Headquarters 
      45��� 
       Revue (Takarazuka) Business Dept. 
 

 
 
 
 
 
 
 
 
 



� ����

Hankyu Corporate Structure (2004) Continued 
 
 

  
  ������   
     ����� 
  Retail Business  Retail Business Dept. 
  Headquarters  ����� 
         Store Planning and Operations Dept. 
 

 
	
 

President 
  
      
�
     ���� 
Managing Director   Corporate Management Planning Dept. 
     
     ��� 
     Public Relations Dept. 
 
     ��� 
     Personnel 
 

     ���   	
�� 
     General Affairs Dept. Tokyo Office 
      
     ����������� 
     Compliance Dept. 
 
     ����� 
     Takarazuka Revue Group 
 

 
 
Source: ������	�, 20044. 
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