GAIN Report - JA5530
Page 2 of 3 

[image: image1.png]




[image: image2.wmf] 




Voluntary Report - public distribution

Date: 12/8/2005

GAIN Report Number: JA5530

JA5530

Japan

Market Development Reports

Food Business Line 

     - Periodic Press Translations
2005

Approved by:

Kevin Sage-EL, Deputy Director, ATO Tokyo
Agricultural Trade Office

Prepared by:
Juri Noguchi, PR Specialist, ATO Tokyo


Report Highlights:  Lower prices attract Japanese consumers to cash-&-carry stores;  Ito Yokado to close more than 30 unprofitable outlets; The Daiei Inc. group will reduce its use of three major wholesalers; Sales of Matsuya’s beef bowl, containing Chinese beef still weak; Merger activity for Volks Inc., steakhouse chain; Suntory Ltd. and Starbucks Corporation join to create the first Starbucks’ brand ready to drink product in Asia; The Doughnut Plant concept from New York continues to do well in Japan; Rising wholesale prices for soybeans and increased consumer demand have suppliers looking for alternative sources; Sumitomo Corporation will begin testing a wireless tag system created by U.S. firm, OATSystems, Inc. and; USMEF held an educational event on U.S. pork for families.


Includes PSD Changes: No

Includes Trade Matrix: No

Unscheduled Report

Tokyo ATO [JA2]

[JA]



[image: image3.wmf] 


Food Business Line     
                     
    Periodic Press Translations from ATO Tokyo     Vol. V, Issue 13 September 1-15, 2005
Retail/Wholesale 

· Food supermarkets originally designated as cash-&-carry stores for food service business, i.e. Hanamasa Co., Ltd. and Toho Co., Ltd., have increased their outlets as they become popular among consumers.  The attraction is the relatively cheaper prices compared with ordinary supermarkets made possible by the larger quantities sold per package.  According to their recent research, 30% to 80% of customers are consumers.  They are planning to increase their outlets nationwide to target consumers who are very price-conscious.  (a. 8/25)
· Ito Yokado Co., Ltd., 7-Eleven Japan, Inc. and Denny’s Japan Co., Ltd. have established Seven & I Holdings Co., Ltd. as of September 1.  Ito Yokado will close over 30 unprofitable outlets, and establish a collaboration system among the food divisions of Ito Yokado and 7-Eleven Japan.  (See Food Business Line, Issue 6 April 1-30) (b. 9/2)
· The Daiei Inc. group will reduce its use of three major wholesalers for its processed food products (Kokubu & Co., Ltd., Ryoshoku Ltd. and Mitsui Foods Co., Ltd.) by the end of October.  Kokubu & Co., Ltd. and Ryoshoku Ltd. will maintained as suppliers for purchases with an estimated value of 70 billion yen.  (b. 8/31)
· Shop 99, operated by Ninety-nine Plus Inc., will start selling a “food kit” pack which contains cut vegetables and condiments as a set for a specific menu.  There will be packs for 10 menus and each pack will cost 99 yen.  (b. 9/7)

Food Service 

· Matsuya, a major beef bowl restaurant chain, will reduce the price on the beef bowl using Chinese beef from ¥390 to ¥350 since the number of customers has decreased after previously increasing the price by 100 yen.  Sales were lower that compared to the same menu which previously used U.S. beef. (b 9/7)
· Volks Inc., a steakhouse chain formerly affiliated with Daiei Inc., will merge with its parent company Don Corp. as of March 1, 2006.   Volks will maintain the restaurant name but change the company name to Don Corp.  (b. 9/12)

Food Processing/New Products/Market Trends

· Suntory Ltd. and Starbucks Corporation have jointly developed “Starbucks” brand coffee drink in a 200 ml. chilled cup for retail priced at ¥210.  It is going to be Starbucks’ first entry into the retail chilled cup coffee market in the world. (g. 9/2)
· Doughnut Plant, originally from New York, has been so popular that lines usually form in front of its stores.  Licensed and operated by Bigeats & Co., so they have seven outlets in Tokyo.  (b. 9/2)

· Wholesale prices of domestic soybeans have jumped 60% this and tofu and soybean milk producers are rushing to secure sufficient inventories amid surging demand from consumers.  The resulting higher prices are due to the appeal of their health-promoting properties and partly because of a series of typhoons that damaged domestic crops last year. Meanwhile, Japanese consumers continue to shun American genetically modified soybeans. However, Japanese producers are having difficulty passing the higher prices onto consumers and are trying to secure supplies from new sources. (a. 9/5)

· During October in Tokyo, The Ministry of Economy, Trade and Industry will open an entrepreneur training school focusing on the café restaurant, grocery store and internet mail-order business.  (b. 9/7)

· Processed foods that previously targeted younger families with children, are now being targeted toward middle-aged couples by major food processors.  Therefore, attention is not only being paid to the so-called ‘growing’ senior market but also the middle-aged market, a generation who’s strengths are employment and money to spend on leisure.  (f. 9/9)

Food Safety/Consumer Awareness 

· Sumitomo Corporation will begin testing a wireless smart tag system on bottles of wine as they are purchased from retail shelves. The project is sponsored by the Ministry of Economy, Trade and Industry to promote expanded uses for smart tags.  The system will be installed at the Shinagawa Queen’s Isetan Supermarket.  When a consumer removes a bottle from the shelf, a reader detects it and provides food suggestions for the wine.  The system is developed by the U.S. firm, OATSystems, Inc. (i. 9/13) 
ATO/Cooperator/Competitor Activities/Trade Shows 

· USMEF held “Chef Morino’s Enjoy Cooking!” at a nutritionist’s university in Tokyo to educate children and their parents on cooking U.S. pork.  Nutritional information on U.S. pork was also provided.  (f. 9/5)

· Spanish Embassy in Tokyo will hold “Spanish Gourmet Fair 2005” at the Hotel New Otani Tokyo, September 14-15, to introduce food products and traditional taste of Spanish food including olive oil, wine and various other agricultural and dairy products from 8 provinces in Spain.  (f. 9/5)

( Sources (


(a) The Japan Economic Newspaper
 
(b) The Nikkei Marketing Journal



(c) The Japan Food Journal
         

(d) The Beverage & Food News Commentary



(e) The Japan Food News
 

(f) The Food Industry News



(g) Fuji Sankei Business I


(h) Pan News



(i)  Nihon Keizai Shimbun

DISCLAIMER - Food Business Line is derived from major Japanese news wires, mass distribution press, and food industry newspapers and magazines.  Inclusion of an item in Food Business Line does not imply agreement by USDA or U.S. Embassy/Tokyo; nor does USDA or U.S. Embassy/Tokyo attest to the accuracy or completeness of the translation of the news item.  ATO Tokyo cannot further translate or send source materials to users.
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