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Introduction
of our company



Overview of Aohata Corp.

AO = Blue     HATA = Flag

Kewpie-Aohata Group

US$ 6 Billion a year
15,000 employees
Over 32 affiliated Companies (Unified Tax)
through out Asia

Both Aohata and Kewpie are publicly traded at 
Tokyo Stock Exchange, along with other Kewpie
Companies.

Aohata Corporation is the Fruit  Solution  Company in Kewpie-Aohata Group

Aohata Corporation     70th Anniversary in Dec. 2018
Kewpie Corporation   100th Anniversary in Nov. 2019
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JM Smucker

企業別ジャム・スプレッド売上高 単位：mil USD (出典:Euromonitor2013)

1. JM Smucker（Smucker’s、Knottt’s Berry Farm） 493 6. McCormik（McCormik） 170

2. Hero（Schwartau、Hero） 425 7.アヲハタ 149

3. Andros（Bonne Maman、Andros） 383 8. Zentis（Zentis） 128

4. Dasht-e- Morghab（Yek o Yek） 191 9.ソントン 106

5. Kraft Foods（Kraft） 191 10. St.Dalfour（St.Dalfour） 85

※一部、ジャム以外の売上高が含まれている企業もある

Aohata and 

Kewpie 

combined

Sonton

Aohata

Aohata /Blue Flag

Sonton

Jam Manufactures in the World



Japan

Country Overview



Greece Japan
Territory  000KM2 132 378
Population 000 10,810 127,000 2015 IMF

Capital Athene Tokyo
population 000 3,000 93,000



Tokyo

Japan’s capital city, Tokyo 
(population 13.8 million), 
forms the core of an urban 
area that boasts a total 
population of over 36 million, 
roughly equivalent to the 
New York and Los Angeles 
metropolitan areas combined. 











Japan's Membership in International Organizations

Japan belongs to a number of international organizations, 
including ；

the United Nations
G7, G-20
Organization for Economic Cooperation and Development
Asia-Pacific Economic Cooperation forum
ASEAN Regional Forum
International Monetary Fund
World Bank
World Trade Organization. 

Japan is also a Partner for Cooperation with the Organization for Security and 
Cooperation in Europe and an observer to the Organization of American States. 

In 2019, Japan will assume the G-20 presidency and host numerous ministerial meetings 
as well as the G-20 Leaders’ Summit in Japan.



Overview (continued)

- Japan is a country steeped in history and rich in culture, pursuing the cutting 
edge of technology while it honors its traditions.

a close ally of the western world in the defense and security spheres.

- Japan’s economy has both a large, middle-class consumer base and 
a world-renowned manufacturing base.

- Japan is the second largest foreign direct investment (FDI) contributor to 
the United States. Over the past several years, Japan’s flow of FDI into the U.S.
has risen each year, with an inflow of over $34 billion in 2016. 

- Japan’s FDI to European Union in 2017 was US$57 Billion, which was more than   
doubled from US$23Billion in 2008.





The image that Japanese 
importers and consumers have 
about Greece 

and proposals for improvement 





Example of Web site of Travel agency in Japan



Example of Web site of Greece Food importer in Japan



Example of Web site of e-Commerce company in Japan



Amazon Japan    Greek Olive Oil



Retail Items in Japan     Greek yogurts     





Eating habits & lifestyle
of 

the Japanese consumers 



Japanese cuisine offers 
an abundance of gastronomical 
delights with a boundless 
variety of regional and seasonal 
dishes as well as international 
cuisine. 



Popular Foods In 
Japan 

-Sushi & Sashimi 
-Ramen
-Tempura
-Curry Rice
-Yakitori





Yoshoku refers to the dishes prepared with Western-style ingredients and cooking. 

Ever since the Meiji era, Western food has been imported to Japan and Japanese have 
become exposed to different kinds of Western cuisine. In the process, many Western 
dishes have been adapted to suit the Japanese palate and Japanese culture. Both 
types usually go well with rice, the staple of Japanese cuisine. 

While Western dishes are famous for appearing on restaurant menus (including low-
cost family-style restaurants), they are also frequently prepared at home. 

“Western” food has been completely assimilated into Japanese culture.

31+ American Restaurant Franchises in Japan(Aug 24, 2012)
- Burgers, Pizza and Fast Food

Burger King. KFC. Kua'Aina. McDonald's. ...
California Pizza Kitchen. Domino's Pizza. Pizza Hut. Shakey's Pizza.

- Sit-Down Restaurants and Diners
Bubba Gump Shrimp Co. Denny's. El Torito. Grand Central Oyster Bar. ...

- Snacks, Sweets, and Drinks
Anna Miller's Pies. Krispy Kreme. Baskin Robbins: 31 Flavors.

- Tens of thousand Independent “Western Foods” Restaurants 



Japan

Market Overview



Trends and opportunities
in the Japanese market



Food & Beverages in Japan 

2019 Estimated  Revenue/Foods

Source: Statista  03/2019

Revenue in the Food market of Japan amounts to US$145,409m in 2019. The market is 
expected to grow annually by 0.4% (CAGR 2019-2023). *CAGR -- Compound Annual Growth Rate

The Japanese market's largest segment is the segment of Bread & Bakery Products with 
a market volume of US$22,839m in 2019.



*General merchandise included.



Food & Beverages in Japan (continued)





Convenience Stores

More than 50,000 convenience stores can be found across Japan, such as Seven Eleven, 
Family Mart and Lawson. Most convenience stores are open 24 hours a day and 7 days a 
week.

Goods offered
Convenience stores primarily sell foods including a large range of meals, snacks, alcoholic 
beverages including beer, sake and wine. body care products, cosmetics, batteries, blank 
CDs, umbrellas, newspapers, magazines.

Services offered
Multi-purpose terminals: Tickets for sport events, concerts, theme parks, highway 
buses and other travel services can be purchased at the multi-purpose terminal which 
often also serve as copy machine and fax. 
ATM: Foreign credit and debit cards are accepted by ATMs at an increasing number of 
convenience stores. 
Bill Payment: Many bills, including utility, cell phone and insurance bills, can be paid at 
convenience stores.
Delivery Services: At many stores, it is possible to drop off or pick up deliveries, such as 
parcels or luggage 



While Expenditure at Eat-out facilities are stable,
Spending on Take-Home of Ready-to-eat foods are growing
in Japan.    (Take-home is defined differently than Take-out) 

Eat-out  vs  “Take-home” of side dishes



単位；億円

US$300B
Or 30兆円

Working-Age Population
has peaked in 1997.



Many official statistics are available.



Web site of Ministry of Economy, Trade and Industry 



Distribution channels in Japan 



Ways to Enter the Market

- Selling to a dedicated Distributor

- eCommerce

- Direct exporting

- Partnering, Joint Ventures

- Piggybacking, Turnkey projects, Licensing, Franchising

- Buying a company 



Japan – eCommerce

- Japan is the third largest—and one of the fastest growing—eCommerce
markets in the world. 

- The growth rate has become stable over the past few years, with annual 
growth estimated at 9.1% in 2017. 

- With Internet penetration estimated at 93.3% of the population, Japan 
represents a significant market opportunity. 

- According to the Ecommerce Foundation’s Japan 2017 report, the E-GDP was 
forecasted to rise 1.59% in 2017, with 74% of the online population shopping 
online. 

- Japan’s developed economy, highly urban population, and single language 
make the market attractive to online retailers. 

- Highly developed distribution infrastructure and small country size make 
delivery easy and convenient. 

- Market growth is expected to be steady for the foreseeable future.



Current Market Trends - eCommerce

Aiming to investigate the breakdown of the total expenditure, the Ministry of Economy, Trade, 
and Industry (METI) divided the ecommerce expenses into three categories; A) sales of goods, 
B) service, and C) digital. 

A)- Sales of goods account for 52.1% of the total e-commerce expenditure. In this 
category, clothing items hold the first place. Food and beverage sales are 
continuing to grow steadily, as well.

B)- Service accounts for 35.4% of the total e-commerce expenditure. The most 
popular trend in this section involves travel. Travel service has grown 11.0% from 
2016. These include the online booking service. - Food and beverage Service was 
fourth and has a high potential. These can be seen from the online reservation 
and rating system.  

C)- Digital accounts for 11.7% of the total ecommerce expenditure. The most 
popular trend was online gaming.  E-books were the second highest digital 
ecommerce expenditure.  

- One notable trend is that although a large percentage of purchases are conducted 
online, only 12% of Japanese shoppers purchased from abroad in 2015.



Distribution channels in Japan: Challenges and opportunities for 
the Japanese market entry

Author(s):
Hokey Min (Department of Marketing and Transportation, College of Business, Auburn 
University, Auburn, Alabama, USA)

Abstract:
Uncovers the facts and fallacies of the Japanese distribution channel and presents 
proactive distribution strategies with their managerial benefits, for the successful 
penetration of the Japanese market. Frustrated US policy makers and business 
representatives have been crying “foul” for years over the difficulties in penetrating 
the Japanese market. They believe that a web of formal and informal Japanese trade 
barriers prevent US companies from getting a fair chance to sell their products in 
Japan. The Japanese distribution channel is often symbolic of such barriers. In general, 
it is characterized as closed and complex with multiple layers of middlemen leading to 
a large number of small‐scale “mom‐and‐pop” retail stores. Due to its 
non‐conventional structure, the Japanese distribution channel often has been 
misunderstood by many Westerners and subsequently such misunderstanding has led 
to unnecessary trade disputes with the Japanese government.



How Japan's Distribution System Works for You

•••
BY LAUREL DELANEY  

Updated October 08, 2018

Many Americans believe that the Japanese food industry's distribution system is a 
deliberate barrier to foreign goods. It isn't -- it arises from the way the Japanese prefer to 
do business domestically. If anything, it offers significant benefits to exporters who take 
the time to learn its workings and plot their marketing strategies accordingly.

Japan boasts the world's second largest retail market, with a value exceeding U.S. $1,124 
billion (2007). The system is made up entirely of wholesalers and retailers -- about 
335,000 of the former and 1,138,000 of the latter (2007). Japan's wholesalers have more 
influence than in any other country. All those wholesalers are needed to service the 
enormous number of retailers. Japan's present population is approximately 127 million. If 
you divide that figure by the number of retailers, it works out to about one retail store for 
every 112 people.



How Japan's Distribution System Works for You (continued)

1) Efficient and Low-cost Delivery
Wholesalers usually deal with many manufacturers and importers. Therefore, a 
manufacturer or importer need only make a few direct shipments to its wholesalers to 
distribute its products, in contrast with the frequent direct shipments required by 
wholesalers in the U.S. Since distribution costs are dispersed among many 
manufacturers and importers, the burden on each is reduced.

2) Constructive Division of Labor
In the U.S., our wholesalers have to make many deliveries to hundreds of retailers all 
across the country. In Japan, the manufacturer or importer need only deal with a few 
wholesalers to get its products marketed and delivered to a vast number of retailers 
throughout Japan. Retailers also have an easier time of it, since they only have to place 
orders with one or two wholesalers. Better yet, each wholesaler will send a sales rep 
around two to three times a week to recommend products and take orders.



3) Close Monitoring of Economic Activity 
It's hard to monitor consumer tastes and demands from thousands of miles away. 
An appointment with a reputable wholesaler can get you entry into the market, 
credibility with the local players, and appropriate distribution of your product. A 
good wholesaler will not take on your product if it does not fit the needs of local 
consumers. Ultimately, only the consumer will tell you whether the wholesaler's 
instincts were sound -- but the wholesaler should be keeping close track of what's 
selling and what isn't, and adjust product offerings accordingly.

The wholesaler plays a central role in Japan's dense, busy and efficient food 
distribution network. 

Since this network is already in place, take advantage of it -- choose a wholesaler, 
cultivate a close relationship and make them an integral part of your company's 
export strategy. They work for Japan's domestic producers, and they'll work for you 
too. 



A schematic of a typical distribution channel 
in the Japanese consumer industries. 

The winner of the game in which manufacturers compete to take a larger share on 
retailers’ shelves is determined by sales activities of the manufacturers, not distributors.

The main functions that distributors are settlement of accounts and logistics. 
After a basic agreement to adopt new products is reached between manufacturers and retailers, 
distributors adjust the details of the transactions such as delivery and payment. The reason for this 

division of labor is thought to be the number of products that distributors sell, which is very large.

The another reason comes from the geographical characteristics of Japan; its limited 
territory and high population density allow manufacturers to have at least several sales offices in 
major cities. Therefore, they do not need to rely on distributors for sales; as a result, distributors 
have been gradually reducing the number of sales staff.

Order



A schematic of a typical distribution channel 
in the Japanese consumer industries. 

Exporters/producers in Greece ship to 1) Importer in Japan who contacts to Distributors 
or 2) directly to Distributors 

OrderIn Japan

Manufactures
Exporters
In Greece Who makes Sales calls for you?

In Japan

In Japan

*Small retailer
= High End Store



A schematic of a typical distribution channel 
in the Japanese consumer industries. 

Exporters/producers in Greece ship to 1) Importer in Japan who contacts to Distributors 
or 2) directly to Distributors 

OrderIn Japan

Manufactures
Exporters
In Greece

Importer = Sales Company
In Japan

In Japan

In Japan

*Small retailer
= High End Store



Market Challenges



Japanese Business Culture Basics
An appreciation of Japanese business culture and social practices is also useful to establish and 
maintain business relationships in Japan. Indifference to local business customs conveys the 
exporter’s lack of commitment or international business experience and may lead to 
misunderstandings, and lost opportunities. 

Exporters must take time to understand the demands and expectations of the 
Japanese consumer, in areas such as product quality, appearance, packaging and 
display, delivery and after-sales service. 

Additional business culture concepts to keep in mind:

- Group decision-making is important in Japan. Reaching consensus may take 
longer than in Western business culture.

- Japanese companies often take a long-term approach to developing business 
relationships.

- Business travelers to Japan should bring a large supply of business cards when 
they come to Japan.



Market Challenges

Tariffs on most imported goods into Japan are relatively low. 
However, cultural, regulatory, and other non-tariff barriers to market entry 
continue to exist. The following is a non-exhaustive list of some barriers 
companies may encounter:

- Japan-specific standards and testing requirements
- Import license requirements
- Restricted or prohibited imports
- Temporary entry of goods
- Certifications
- Labeling requirements
- Long term local partner/distributor relationship issues and expectations
- High context business relationships and procedures



Market Challenges (continued)
Non-tariff Trade Barriers

While tariffs are generally low, Japan does have some non-tariff barriers that may impact 
commercial activity by possibly impeding or delaying the importation of foreign products 
into Japan. 

- Standards unique to Japan (formal, informal, de facto, or otherwise);

- A requirement in some sectors or projects for companies to demonstrate 
prior experience in Japan, effectively shutting out new entrants in the 
market;   e.g. Rejection history list by Japan Custom

- Official regulations that favor domestically-produced products and 
discriminate against foreign products;   e.g.. chemical residue list for imports

- Licensing powers in the hands of industry associations with limited 
membership, strong market influence, and the ability to control information 
and operate without oversight;   
e.g.  XYZ Industry Associations,  XYZ Growers Association





Japan - Web Resources

Japanese Import Standards and Regulations
Japan External Trade Organization (JETRO)

For more information on labeling and marking requirements,
Consumer Affairs Agency

Japan External Trade Organization (JETRO) Guide to Japanese Household 
Goods Quality Labeling Law

Japan External Trade Organization (JETRO) Handbook for Industrial 
Products Import Regulations 2009

https://www.jetro.go.jp/en/reports/regulations/




Opportunities 
for Greek exporters

Japan as a Gate Way to Asia



On July 11, 2018, Japan and the European Union (EU) signed an 
EPA, taking a step closer to an economic bloc that would account 
for nearly a third of all global trade.  The agreement will remove tariffs 

on more than 95% of goods traded between Japan and the EU member states.

In March 2018, Japan and ten other countries signed the 
Comprehensive and Progressive Agreement for Trans-Pacific 
Partnership (CPTPP). 



Thank you
for

your attention



Appendix



Greece and Japan

Timeline and History Overview

BCE

3000 - The Bronze Age begins in Greece.

2500 to 300 - The Jomon Period when the first settlements appeared in Japan.

776 - The first Olympics takes place at Olympia.
508 - Athens develops the first democracy.

432 - The Parthenon is completed in Athens.

100 - Metal tools are made from bronze and iron. The primary religion is Shinto.

CE
393 - The Olympic Games are ended by Roman emperor Theodosius.

1635 - Japan becomes isolated from the world restricting all foreigners except for

a few Chinese and Dutch merchants. This period of isolation will last for more

than 200 years.

1822 - Greece declares its independence from the Ottoman Empire.
1914 - World War I begins.

1919 - World War I ends

1939 - World War II begins.

1945 - Japan surrenders and World War II comes to an end.

1964 - The summer Olympics are held in Tokyo.
1981 - Greece joins the European Union.

2004 - Athens hosts the Olympic Games.

2020 - Japan hosts the Olympic Games.



Weather pattern in Athene and Tokyo  is similar but 

rainfall in Summer is the critical difference 



The Difference Between Hunters and Farmers
By Maddy Osman Aug 22, 2016 Sales

In both sales and marketing, it is important to match the right personality to the right 
role. Before deciding on final placements within the company, determine the unique 
set of skills that each individual on your sales team has.

In sales, knowing the distinction between hunter and farmer can greatly impact 
business. Hunters are salespeople who love to chase new leads and sales. Farmers 
prefer to get more business out of their existing clients. There will always be debates 
as to which is better, but it ultimately depends on the type of product or service 
you’re selling.

The Hunters
Hunters are also known as the doers. They get their sales energy through “hunting” 
new opportunities. Hunters can be described as independent (with a lot of initiative) 
and solution-driven. They tend to focus on big deals and love going from one to the 
next as soon as they close their current prospect.

The Farmers
In contrast to the hunters, farmers are more focused on developing long-term 
relationships. They are the nurturers—building relationships with leads and clients for 
a lasting impact. They are team players that bring everyone else up and develop 
strong customer loyalty.




