1|Page

Tastes of Europe Japan – Market Entry Handbook

The Food and Beverage
Market Entry Handbook:
Japan:
a Practical Guide to the Market in Japan for European Agri-food
Products

2|Page

Tastes of Europe Japan – Market Entry Handbook

EUROPEAN COMMISSION
Consumers, Health, Agriculture and Food Executive Agency
Promotion of Agricultural Products Unit
E-mail:

Chafea-agri-events@ec.europa.ec

3|Page

Tastes of Europe Japan – Market Entry Handbook

Europe Direct is a service to help you find answers
to your questions about the European Union.
Freephone number (*):

00 800 6 7 8 9 10 11
(*) The information given is free, as are most calls (though some operators, phone boxes or hotels may
charge you).

This document has been prepared for the Consumers, Health, Agriculture and Food Executive Agency (Chafea)
acting under the mandate from the European Commission.
It reflects the views only of the authors, and the Commission / Chafea cannot be held responsible for any use
which may be made of the information contained therein.

More information on the European Union is available on the Internet (http://europa.eu).
Luxembourg: Publications Office of the European Union, 2016
PDF/Volume

ISBN

© European Union, 2016
Reproduction for commercial purposes is not authorised.

doi:

4|Page

Tastes of Europe Japan – Market Entry Handbook

Table of Contents
Table of Contents ................................................................................................................................... 4
List of Figures ........................................................................................................................................ 7
1. The Food and Beverage Market Entry Handbook: Japan ............................................................. 10
1.1. How to use this handbook .............................................................................................. 10
2. The Japanese Food and Beverage Market ..................................................................................... 11
2.1 Market Size and Market Share ........................................................................................ 11
Growth Drivers and Trends ...................................................................................... 11
Geography .................................................................................................................. 15
Distribution and Logistics ........................................................................................ 17
Consumer Profiles ..................................................................................................... 20
Cultural Sensitivities and Other Considerations..................................................... 21
2.2 Market Access and Market Entry .................................................................................... 24
Import Notification, Inspection and Certification................................................... 24
Restrictions and Barriers.......................................................................................... 29
Tariff and Trade Relations ........................................................................................ 29
2.3 Customs, Sanitary and Phytosanitary (SPS) and Labelling Requirements .................. 30
Customs Procedures and Documentation ............................................................... 31
SPS Requirements in Japan....................................................................................... 32
Labelling ..................................................................................................................... 34
General Tips and Best Practices ............................................................................... 37
Relevant Japanese Agencies ..................................................................................... 37
2.4 The Status of Geographical Indications (GI) and Intellectual Property (IP) Protection
................................................................................................................................................. 38
Definitions of GIs in Japan ........................................................................................ 39
GI Mark ....................................................................................................................... 40
Protection Modes ...................................................................................................... 40
Registration ............................................................................................................... 41
Supervision and Administration .............................................................................. 42
Legislation, Regulations and Administrative Measures ......................................... 43
3. Market Snapshots for Selected Products ....................................................................................... 44
Product Categorisation .......................................................................................................... 44
3.1 Wine and vermouth ......................................................................................................... 46

5|Page

Tastes of Europe Japan – Market Entry Handbook

Market Snapshot........................................................................................................ 46
Market Access and Entry .......................................................................................... 52
3.2 Spirits ................................................................................................................................ 55
Market Snapshot........................................................................................................ 55
Market Access and Entry .......................................................................................... 62
3.3 Beer ................................................................................................................................... 65
Market Snapshot........................................................................................................ 65
Market Access and Entry .......................................................................................... 70
3.4 Fresh and Processed Meat ............................................................................................... 73
Market Snapshot........................................................................................................ 73
Market Access and Entry .......................................................................................... 80
3.5 Olive Oil ............................................................................................................................. 84
Market Snapshot........................................................................................................ 84
Market access and Entry ............................................................................................. 87
3.6 Fresh fruit and vegetables ............................................................................................... 90
Market Snapshot........................................................................................................ 90
Market Access and Entry .......................................................................................... 95
3.7 Processed Fruits and Vegetables .................................................................................... 97
Market Snapshot........................................................................................................ 97
Market Access and Entry ........................................................................................ 101
3.8 Dairy Products ................................................................................................................ 104
Market Snapshot...................................................................................................... 104
Market Access and Entry ........................................................................................ 110
3.9 Processed Cereals........................................................................................................... 112
Market Snapshot...................................................................................................... 112
Market Access and Entry ........................................................................................ 116
3.10 Bread, pastry, cakes, biscuits and other bakers’ wares ............................................ 118
Market Snapshot...................................................................................................... 118
Market Access and Entry ........................................................................................ 122
3.11 Confectionary ............................................................................................................... 125
Market Snapshot...................................................................................................... 125
Market Access and Entry ........................................................................................ 131
3.12 Honey ............................................................................................................................. 134

6|Page

Tastes of Europe Japan – Market Entry Handbook

Market snapshot ...................................................................................................... 134
Market Access and Entry .......................................................................................... 137
3.13 Live Plants .................................................................................................................... 139
Market Snapshot...................................................................................................... 139
Market Access and Entry ........................................................................................ 145
4. Contact Information for Involved Institutions ............................................................................ 148
4.1 European Union Organisations ..................................................................................... 148
4.2 Directory of EU Member State Embassies .................................................................... 150
4.3 Other organisations and service providers .................................................................. 154
4.4 Calendar of trade events and exhibitions ............................................................... 162
ANNEX I: GI Products Registered in Japan ...................................................................................... 169
ANNEX II: Database of professional buyers .................................................................................... 172

7|Page

Tastes of Europe Japan – Market Entry Handbook

List of Figures
Figure 1) Household food expenditures per year by product quantity, kilograms
Figure 2) Household disposable income in Japan, USD per capita
Figure 3) The eight regions of Japan
Figure 4) Food Import Process in Japan
Figure 5) Table of Japanese import duties by product category, per cent
Figure 6) Japan Customs Import Flow
Figure 7) Legislative framework for SPS standards in Japan by product category
Figure 8) SPS quarantine and inspection requirements by product type
Figure 9) Bilateral Organic Equivalence Agreements with Japan in Effect
Figure 10) Health food labelling requirements
Figure 11) Handbook product coverage by HS classification and description
Figure 12) Wine imports to Japan by the four main EU exporters, millions of euros
Figure 13) Wine and vermouth imports to Japan by the four main exporters, millions of euros
Figure 14) Distribution channels for imported wine in Japan
Figure 15) Japanese imports of spirits by country of origin, millions of euros
Figure 16) EU share of Japanese spirits imports by category, per cent
Figure 17) Spirits’ market share by price platform, volume
Figure 18) EU exports by product category, millions of euros
Figure 19) Alcohol consumption intensity in Japan by prefecture
Figure 20) Japan off trade spirits distribution breakdown, per cent
Figure 21) Selected trends in Japanese beer production, exports, imports and apparent
consumption, millions of litres
Figure 22) Beer sales trends by selected product category in Japan, billions of yen
Figure 23) Principal EU Member State exporters of beer to Japan, thousands of euros
Figure 24) Distribution share of off-trade beer sales by outlet, per cent
Figure 25) Japan’s total meat imports by product category, thousands of euros
Figure 26) Value of meat imports into Japan in 2015 by exporter, thousands of euros
Figure 27) EU exports to Japan of prepared meats, thousands of euros
Figure 28) Average annual meat consumption by product category and country, kilograms per capita

8|Page

Tastes of Europe Japan – Market Entry Handbook

Figure 29) Japanese meat consumption by prefecture and product category, kilograms per annum
Figure 30) Temporary import restrictions on import of cattle, sheep and goat, meat, viscera and
derived products into Japan
Figure 31) Specific entry requirements by product category, HS-4 codes
Figure 32) Value of Japanese olive oil imports by partner, thousands of euros
Figure 33) Share of Japanese oil imports, 2015
Figure 34) Domestic olive oil producers on Kyūshū
Figure 35) Distribution network of imported olive oil in Japan
Figure 36) Import procedures required under Food Sanitation Law
Figure 37) Japanese imports of fresh fruit and vegetables, millions of euros
Figure 38) Exports of fresh fruit to Japan by EU partner, thousands of euros
Figure 39) Exports of fresh vegetables to Japan by EU partner, thousands of euros
Figure 40) Japanese imports of processed fruits and vegetables, millions of euros
Figure 41) EU export shares of processed fruit and vegetable products by Member State, thousands
of euros
Figure 42) Japan’s imports of dairy products, millions of euros
Figure 43) EU export of dairy products to Japan, millions of euros
Figure 44) EU dairy product exports to Japan in 2015 by country of origin, millions of euros
Figure 45) Japan’s imports of breakfast cereals & bars [HS 1904] by partner share, thousands of
euros
Figure 46) Japan’s imports of pasta & couscous [HS 1902] by partner share, thousands of euros
Figure 47) Sales trends for breakfast cereals in Japan by product category, euros
Figure 48) Japan’s imports of baked goods [HS 1905] by partner share, thousands of euros
Figure 49) Value of EU exports to Japan by product category, millions of euros
Figure 50) Major Japanese holidays during which gifts are given
Figure 51) Kilogram-price of white bread in selected prefectures, Japanese yen
Figure 52) 2015 distribution shares for baked goods in Japan by outlet, per cent
Figure 53) Japanese chocolate confectionary and sugar confectionary imports, millions of euros
Figure 54) EU exports of chocolate confectionary and sugar confectionary to Japan, millions of euros
Figure 55) EU sugar confectionary and cholate exports to Japan in 2015 by country of origin,
thousands of euros

9|Page

Tastes of Europe Japan – Market Entry Handbook

Figure 56) Japanese import of natural honey by major trading partners, millions of euros
Figure 57) EU honey exports to Japan in 2015 by country of origin, millions of euros
Figure 58) Japanese plant imports by product category, thousands of euros
Figure 59) EU live plant exports to Japan, millions of euros
Figure 60) Export shares of EU Member States for live plants to Japan, thousands of euros
Figure 61) EU exports of foliage and branches to Japan by Member State, thousands of euros
Figure 62) Distribution channels for fresh cut flowers in Japan
Figure 63) Import Procedures under the Plant Protection Act

10 | P a g e

Tastes of Europe Japan – Market Entry Handbook

1. The Food and Beverage Market Entry Handbook: Japan
This Handbook is intended to act as a reference for those agro-food producers planning for, or in
the process of entering, the Japanese market. This Handbook provides step-by-step guides on the
operationalization of the market in Japan including relevant information such as analysis of the
Japanese market for different product categories, market access and market entry procedures, IP
protection, referrals to professional buyers and a signposting and referral system providing
useful contacts and ways to penetrate the Japanese market.

1.1. How to use this handbook
Depending on your stage of market entry, company profile, and product range, different sections
within this handbook will be helpful to a different extent for your business strategies.
For those wishing to learn more about the Japanese food and beverage market in general Section
2 European Products and GI Products in the Japanese Market provides an overview of the
business climate. This section contains information on: the food and beverage market, market
access procedures, customs procedures, SPS and labelling requirements, and the status of
Geographical Indications and Intellectual Property protection. The information contained within
this section is of a general nature and so may not be relevant for those in the more advanced
stages of market entry.
If Section 2 got you interested in the market but you want to find out more information relevant
for your product then check out the Market Snapshots for Selected Products. This content
illustrates the market situation, market access procedures, SPS requirements etc. specific for this
product or product category. This information will provide more industry specific information to
consider as part of any market entry or market expansion strategies.
If you already have decided that the Japanese market is where you want to be, but you need some
support, then the Support Services Directory can point you in the right way. Contact
information for a service provider, business facilitation support organisation, or from a business
contact, could help put you in touch with the right parties who can help you to build your brand
in the Japanese market.
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2. The Japanese Food and Beverage Market
Japan has been and continues to be an important market for European agricultural producers and
the trends in the Japanese food and beverage market indicate that there will be increasing
opportunities for European producers in the future.
The Japanese consumer has a strong demand for high quality imported food and beverages and
are willing to pay a higher price for unique, safe and high-quality products. Products with
Geographical Indications (GIs), indicating the authenticity, variety, quality, tradition and heritage
of the produce, are therefore well positioned to capitalise on market trends in Japan.

2.1 Market Size and Market Share
As a densely populated country with very limited means to cover its own demand for agricultural
products, Japan is a major importer of foodstuff, the world’s fourth-largest after the United States,
China and the European Union. Despite Japan’s protection of key agricultural sectors through
tariffs, imports amount to over EUR 25 million in agricultural products annually1.In 2016 the EU
export of agricultural products (including food and raw materials) to Japan was worth EUR 6.680
million. This is an increase of 7.17 per cent since 2013. EU imports of agricultural products from
Japan have been rising in value by 31.78 per cent from 2013 to EUR 825 million in 2016.2. The
value of the export of EU agri-food products to Japan increased by 7.8 per cent from 2015 to EUR
5.774 billion in 2016. The main products exported to Japan are pork meat (21.0 per cent of total
agri-food exports), wines (13.0 per cent) and cigars and cigarettes (6.0 per cent). Japan is the
fourth most important export destination for EU agri-food products, and the market share for EU
agri-food products in 2016 was 4.4 per cent.3 The European Commission predicts that the EU
trade agreement with Japan could increase EU exports of processed food such as meat and dairy
products by 170 per cent to 180 per cent.4
Growth Drivers and Trends
The development of the food and beverage market has been driven by a number of intertwined
factors. Japan is facing a rapidly ageing population, which is simultaneously shrinking. In addition,
the Japanese consumption patterns are becoming more westernised. Further, Japan is
experiencing more non-communicable diseases arising from lifestyle changes. These factors
affect what Japanese consumers look for in food products.
Demographic changes
In 2016, Japan had an estimated population of 127.702 million. “Japan’s population — excluding
foreign residents — fell last year [2015] at the fastest pace since the current survey started in 1968

U.S Department of Agriculture, Economic Research Service, “Japan”, available at:
https://www.ers.usda.gov/topics/international-markets-trade/countries-regions/japan/
2 “European Union, “Trade in goods with Japan”, European Commission, 3 May 2017, last accessed on 22
August 2017, available at: http://trade.ec.europa.eu/doclib/docs/2006/september/tradoc_113403.pdf
3 “Agri-food Trade Statistical Factsheet: EU-Japan”, European Commission, last accessed on 22 August
2017, available at: https://ec.europa.eu/agriculture/sites/agriculture/files/tradeanalysis/statistics/outside-eu/countries/agrifood-japan_en.pdf
4 “EU-Japan Economic Partnership Agreement”, European Commission, 1 July 2017, available at:
http://trade.ec.europa.eu/doclib/docs/2017/july/tradoc_155684.pdf
1

12 | P a g e

Tastes of Europe Japan – Market Entry Handbook

as the number of births fell below 1 million”.5 According to the Japan Statistical Yearbook of 2016,
the population is expected to decline even further in the future. “The population of Japan is
expected to plunge to 88.08 million in 2065, marking a roughly 30 percent fall from the 2015 level,
a government-affiliated research institute said.”6 This decline in the population could result in a
neutral or even negative influence on the demand for certain food products.
As previously mentioned, Japan faces a rapidly ageing population. In 2016, 26.85per cent of the
total population were over the age of 65, while in 2000 they accounted for 17.18 per cent. In 2016,
60.34 per cent was between 15 and 64 years old, while 12.8 per cent of the population is 14 years
old or younger.7 The ageing population is a result of the high life expectancy due to a strong health
care system and relatively healthy lifestyle.8 In 2015 the average life expectancy in Japan was 80
years for Japanese men and 87 years for Japanese women.9 It is expected that these ageing
consumers will create more demand for food and beverages that address age-related health
conditions, such as products containing low levels of cholesterol or high level of antioxidants.
Japan experiences continued inward migration from rural areas to urban areas. In 2016, 93 per
cent of the Japanese population lived in urban areas, whilst in 2001 this was 80 per cent.10 This
urbanisation affects the food and beverage market in Japan. For instance, it leads to more demand
for a wider array of branded food and drink products and new experiences while consuming
through novel food presentation, packaging and taste profiles.11
Diversifying diets
The traditional consumption patterns and diets in Japan are changing as a result of the influence
of Western style eating habits. Younger people in urban areas are more likely to adopt a
Westernised diet, as opposed to the older generation in rural areas who prefer to stick to a
traditional Japanese diet. The adoption of Western eating habits has resulted in an increase in the
intake of dairy, meat, confectionaries, salt and oils and fats, and a decrease in the consumption of
fish, seafood and rice.12 Figure 1 displays the consumption of major foods by Japanese two-ormore-person households per year.

“Japan’s population falls for eight straight year but number of foreign residents rises”, The Japan Times, 5
July 2017, available at: https://www.japantimes.co.jp/news/2017/07/05/national/social-issues/japanspopulation-falls-eighth-straight-year-number-foreign-residents-rises/#.WZu6RFN94dU
6Tomoko Otake, ”Japan’s population projected to plunge to 88 million by 2065”, The Japan Times, 10 April
2017, available at: https://www.japantimes.co.jp/news/2017/04/10/national/social-issues/japanspopulation-projected-plunge-88-million-2065/#.WZuqJlN94dU
7 “Chapter 2: Population and Households – 2.8 Population by Age Group and Indices of Age Structure”,
Statistics Japan, last accessed on 29 March 2016, available at:
http://www.stat.go.jp/english/data/nenkan/1431-02.htm
8 “Health policy in Japan”, Organisation for Economic Co-operation and Development (OECD), March 2017,
available at: http://www.oecd.org/els/health-systems/Health-Policy-in-Japan-March-2017.pdf
9 “Japan”, World Health Organization, last accessed 22 August 2017, available at:
http://www.who.int/countries/jpn/en/
10 “Urban Population”, World Bank, last accessed on 22 August 2017, available at:
http://data.worldbank.org/indicator/SP.URB.TOTL.IN.ZS?page=2
11 ©Agriculture and Agri-Food Canada, “The Japanese Consumer: Behaviour, Attitudes and Perceptions
toward Food Products”, International Markets Bureau Market Analysis Report, March 2010 available at:
https://www.gov.mb.ca/agriculture/market-prices-and-statistics/tradestatistics/pubs/japan_consumer_report_en.pdf
12 Ministry of Agriculture, Forestry and Fisheries Japan, “FY2013 Annual Report
5
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Figure 1) Household food expenditures per year by product quantity, kilograms
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Another form of diversification is the trend of individual eating. “Because of the busy, fast paced
lifestyle of modern Japanese, it has become less common for all family members to eat together.
"Individualization" of eating makes convenience an essential factor” 14. This individualisation of
eating has led to an increased demand for processed and frozen foods, ready-made meals and
home delivery of food. This has also become popular for elderly consumers, who are unable to
drive or travel far to the grocery shop.15
Healthier lifestyles
While there is a tendency to adopt the unhealthier Western diet, there is also a trend towards
healthier food. This could be considered the result of the ageing population and the introduction
of mandatory health checks by the Japanese Ministry of Health, Labour and Welfare in 2008.
These health checks aim to address lifestyle diseases, such as obesity, heart diseases and cancer,
in order to reduce the burden on the national health care system. People are encouraged to take
control over their own health and could face higher insurance costs in case they do not meet their
personal health targets as “the Health Ministry says from next month [2008] 56 million people must

on Food, Agriculture and Rural Areas in Japan: Summary”, available at:
http://www.maff.go.jp/e/pdf/summary.pdf
13
“Survey of Household Expenditure”, Japan Statistics, available at:
http://www.stat.go.jp/english/data/joukyou/index.htm
14 “Agriculture and Food Industry Opportunities in Japan & China”, Maine International Trade Center, June
2015 available at: http://www.mitc.com/wp-content/uploads/2015/04/2015-Agriculture-and-FoodResource-Guide-Japan-and-China.pdf?3dc2e8;
15 U.S Department of Agriculture, Foreign Agriculture Service, “Japan HRI Food Service Sector” GAIN
Report, 26 February 2015”, , available at:
http://gain.fas.usda.gov/Recent%20GAIN%20Publications/Food%20Service%20%20Hotel%20Restaurant%20Institutional_Tokyo%20ATO_Japan_2-26-2015.pdf
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start keeping waistlines tucked in or be asked to change diet, see a doctor and possibly pay higher
insurance costs”. 16
As a result, there has been a higher demand for organic food, nutritional supplements, functional
foods and health-oriented foods, such as low-sugar and low-fat products. Despite the extra costs
associated with such products, the Japanese consumer - especially the elderly consumer - is
increasingly interested in food products that address health concerns, such as weight gain,
fatigue, diabetes, high cholesterol, allergies and metabolic syndrome.
Rising incomes
Despite the economic challenges as a result of the recession in 2008, the disposable income per
capita in Japan has risen, as Figure 2 demonstrates. Between 2000 and 2014, the disposable
income per capita has risen from EUR 19,462 to EUR 20,684, an increase of 53 per cent.
The overall increase in disposable income has led to a diversification of diet and an increased
interest in foreign products. As mentioned above, the Japanese have adopted a more Western diet,
which coincides with an increased consumption of meat, dairy products, processed food and
alcohol.
Figure 2) Household disposable Income in Japan USD per Capita
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Demand for imported foods
Japan is a very densely populated country which has limited means to cover its own demand for
agricultural products. In 2016, Japan’s self-sufficiency in food was 38 per cent and “the
government aims to raise the self-sufficiency rate to 45 percent by fiscal 2025, a task expected to be
difficult.” 18 This is the result of a low productivity in the agricultural sector, high and distortionary
levels of agricultural support which burdens Japanese consumers and a shortage of suitable land
McNeill David, “Japan brings in compulsory fat checks for over-40s”, The Independent, 28 March 2008
available at: http://www.independent.co.uk/news/world/asia/japan-brings-in-compulsory-fat-checksfor-over-40s-801783.html
17
“Japan”, Organization of Economic Cooperation and Development, available at:
https://data.oecd.org/japan.htm
18 “Nation’s food self-sufficiency rate hits 23-year low as rise consumption decline continues”, The Japan
Times, 10 August 2017, available at: https://www.japantimes.co.jp/news/2017/08/10/business/japansfood-self-sufficiency-rate-hits-23-year-low-rice-consumption-decline-continues/#.WZvS4VN94dU
16
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for farming. Additionally, the Fukushima Daiichi nuclear accident of March 2011 has made
imports increasingly more important and has made exporting more difficult.19 As a result of these
circumstances, Japan is a net importer of food.
Geography
Japan, as an island nation, consists of four main islands and 6,848 smaller islands. The main
islands of Japan are Hokkaidō, Honshū (which is considered to be the mainland), Shikoku and
Kyūshū. A large part of Japan’s terrain is rugged and mountainous, about 70 per cent, but due to
the large number of ports, waterways and land transport infrastructure, the whole country is well
accessible.
The affairs of local governments are conducted on two levels in Japan: by the prefectures and by
the municipalities within each prefecture. As of April 1, 2017, Japan has 47 prefectures, within
which there are 1,718 municipalities, plus the 23 Cities in metropolitan Tokyo. In order to
strengthen the administrative and fiscal foundation of the municipalities, municipal mergers
were promoted by law.20 Japan is also divided into eight regions, which however are not official
administrative units. Nevertheless, these regions have traditional importance and many
businesses may refer to the regions when doing business in Japan. The eight regions are: the
Hokkaidō region, the Tōhoku region, the Kantō region, the Chūbu region, the Kansai or Kinki
region, the Chūgoku region, the Shikoku region and the Kyūshū region. The three most important
regions – the Kantō region, the Kansai region and the Chūbu region – are all located on the Honshū
island.
The most important region of Japan is the Kantō region, which includes the major cities of Tokyo,
Chiba, Kawasaki, Saitama and Yokohama. This region represents the economic, political, cultural
and media heart of Japan and produces 40 per cent of Japan’s economic strength. It is also the
most populous region of Japan. Because of its importance, foreign companies often decide to start
their business activities in Japan in the Kantō region.
The second most important region of Japan is the Kansai or Kinki region, which includes the major
cities of Kobe, Kyoto and Osaka. The Kansai region is the most important economic centre after
the Kantō region and produces around 16 per cent of Japan’s GDP. Consumers in the Kansai region
are considered to be very receptive to new ideas, though in general they prefer a more Japanese
cuisine. One of the major cities, Osaka, is considered to be the gastronomic heart of Japan.
A third important region is the Chūbu region, which includes the major city of Nagoya. The Chūbu
region is the main centre of the Japanese processing industry and many companies have relocated
their headquarters away from Tokyo to the Chūbu area.

Ministry of Agriculture, Forestry and Fisheries Japan, “FY2013 Annual Report on Food, Agriculture and
Rural Areas in Japan: Summary”, 2014, available at: http://www.maff.go.jp/e/pdf/summary.pdf
20
Statistical Handbook of Japan 2017, Statistics Bureau of Japan
19
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Figure 3) Regions and Prefectures of Japan

Source: ©Wikimedia Commons21

21

“Regions and Prefectures of Japan”, Wikimedia Commons, accessed January 2018, available at:
https://commons.wikimedia.org/wiki/File:Regions_and_Prefectures_of_Japan.png
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Distribution and Logistics
Logistical planning for transport of European produce to Japan is complex and requires an endto-end understanding of the supply chain as well as of the considerations and challenges that will
be faced.
Transportation infrastructure
Transportation times and costs vary upon the mode of transportation and goods selected and it
may require a combination of two or more means of
transport to reach some markets in Japan.
Shipping: Because of Japan’s location as an island
country, shipping is the most frequently used mode of
transport. Japan relies heavily on marine transport to
distribute goods to its inhabitants: The majority of all
goods involved in foreign trade pass through Japan’s
harbours and ports, and over one third of the domestic
cargo distributions happen by ship.22 The main ports
of entry in Japan are: Tokyo, Nagoya, Osaka and
Yokohama. Other major ports in Japan are: Akita,
Chiba, Funagawa, Hachinohe, Ibaraki, Kobe, Noshiro, Sakata, Takamatsu and Yokosuka. While the
costs for shipping are low, it will take around 5 to 7 weeks to ship products from the EU to Japan.
Shipping is therefore suitable for produce with long shelf lives.
Air freight: The main airport of Japan is the Narita International Airport near Tokyo, which
handles 60 per cent of all international cargo.23 The two other airports that are important for
international cargo in Japan are Kansai International Airport in the Osaka Bay and Chubu Centrair
International Airport near Nagoya. Air freight is mostly used by the other Asian countries. It takes
around one week to transport goods by air freight from Europe to Japan, which makes is suitable
for low volume high value goods and produce with a short shelf life.
To further transport the goods to the markets, rail and road transport are available. Rail transport
is used relatively little in Japan for the transportation of freight.
Distribution Channels and Intermediaries
Wholesalers, trading companies (sogo shoshas), agents and brokers, and professional logistical
support service providers in Japan can assist in developing the correct strategy for the market.
When correctly used, an agent working for commission or a distributor marking margins on final
sale price can help reduce the market entry costs and time required. These potential benefits
however must be weighed against possible downsides of additional costs, less control over
marketing and sales as well as protection of intellectual property rights.

“Ports and Harbours in Japan”, Ministry of Land, Infrastructure, Transport and Tourism of Japan, last
accessed on 30 March 2016, available at:
http://www.mlit.go.jp/english/2006/k_port_and_harbors_bureau/17_p_and_h/
23 “Narita International Airport” last accessed on 22 August 2017, available at:
http://www.mlit.go.jp/koku/15_hf_000032.html
22
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When selecting an intermediary due diligence should be performed and various factors need to
be considered when evaluating the suitability of any potential business partner, including:
▪
▪
▪
▪
▪
▪

Company size and ownership;
Customer feedback and references;
Professional accreditation of the service provider;
Regional coverage for distribution;
Types of outlets and organisations covered;
Logistical capacity such as warehousing, transportation and cold chain storage capacities.

Retail Channels
Imported products from the EU can make use of several different retail channels. Japanese food
retail market is primarily composed of large-scale conventional supermarkets, convenience
stores, and department stores.
Supermarkets and convenience stores remain the most important retailers: in 2015, modern
grocery retailers held 92.9 per cent of the food market, an increase of 4.6 since 2012.
Of this number, 54.5 per cent of the grocery sales occur through supermarkets and 38.4 per cent
through convenience stores. These modern grocery retailers are popular due to their extensive
opening hours, accessibility and special discounts. These benefits cannot be provided by
traditional grocery retailers.24 As for traditional grocery retailers, food and drink specialist are
the most important retailers, but they suffered a 4 per cent decline in value share in 2014.
Traditional grocery retailers are often small-scale and independent. They remain popular when
they are able to sell premium or unique products but are losing ground as these products are
being sold more and more in supermarkets and convenience stores.25
Supermarkets: Supermarkets are the largest provider of food in Japan. However, they are being
affected by the ageing population as elderly consumers prefer to buy their groceries close to
home, at convenience stores, rather than travel a longer distance to the supermarket.
“Supermarket chains, which traditionally feature large-scale stores, are on the defensive in the
competition with convenience stores. But now they are starting to increase the number of smallscale shops in city centers.”26 The five largest supermarket chains in Japan are: AEON, Ito Yokado,
Uny, Daiei and Life Corp Speciality. Some supermarket chains can be especially important for
export products, because they offer products in a higher price range: Kinokuniya, Meidi-ya, Seijo
Ishii, Dean & Deluca, Queens Isetan and Kaldi Coffee.27

U.S Department of Agriculture, Foreign Agriculture Service, “Japan - Retail Foods”, GAIN Report, 22
December 2016, available at:
https://gain.fas.usda.gov/Recent%20GAIN%20Publications/Retail%20Foods_Tokyo%20ATO_Japan_1222-2016.pdf
25© Agriculture and Agri-Food Canada, “Modern Grocery Retailing in Japan”, Market Access Secretariat
Global Analysis Report, June 2015 available at: http://www5.agr.gc.ca/resources/prod/InternetInternet/MISB-DGSIM/ATS-SEA/PDF/6626-eng.pdf
26 “Winds of Change in Retail Industry”, The Japan Times, 25 June 2014 available at:
http://www.japantimes.co.jp/opinion/2014/06/25/editorials/winds-change-retailindustry/#.VvzYEHqP949
27 U.S Department of Agriculture, Foreign Agriculture Service, “Japan Retail Food Sector Report,” GAIN
Report, 24 September 2012 available at:
24
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Convenience stores: Convenience stores are very prevalent in the Japanese market due to their
numerous locations in both cities and rural areas. They have become increasingly popular due to
the ageing population and the fast-pace lifestyle of the Japanese consumer. Convenience stores
mostly sell processed foods, ready meals and economy-to-premium private label packaged foods.
The large competition among convenience stores has led to a focus on customer service and a
wide assortment. “Strong competition between the major operators, such as Seven Eleven, Family
Mart and Lawson, [the three biggest convenience stores in Japan] constantly produces new
innovative products and services and makes Japanese convenience stores truly convenient”.28
Department stores: Japanese department stores have faced competition from the growth of
supermarkets, convenience stores and malls. These department stores offer a variety of shops
and services, with at the basement level depachika: fresh food halls, grocery or eatery shops.
While traditionally depachika was a quiet food retail location, it now serves to attract customers.
Department stores often sell imported brand products, but typically in low quantities. Many of
the items are take-and-go products due to the proximity to train station sand the nature of the
products for use as gifts.29
eCommerce: Japan is the second largest e-commerce market in Asia Pacific. At this respect,
the online sale of food and drink products has become increasingly popular as wellWhile the
majority of sales are non-food items, such as consumer electronics and appliances, food and
beverages account of 12 per cent of the e-commerce market.30This trend will continue to increase
as the Japanese e-grocery market becomes more sophisticated, offering a wide range of services
and products. As for the profile of Japanese e-grocery users, some of the most active shoppers
are seniors. “E-commerce and m-commerce are both expected to grow in the coming years with
same-day delivery services and social media awareness. Seniors are some of the most active online
shoppers.” 31 While the proportion of e-grocery shoppers is smaller for young Japanese, their
online consumption spending has increased as well.
Trends and challenges
There are a number of trends and challenges that can be identified for retailers in the Japanese
food and beverage market.
First of all, the “Prepared Meals Sold at Retail Stores” sector has been significantly growing over
the past few years. In 2015, this segment accounted for 20.8 per cent of the total Japanese food
service industry, reaching a value of EUR 45.88 billion. The products offered include ready-to-eat
food, Home Meal Replacement (HMR) products such as lunch boxes sold in convenience stores
http://gain.fas.usda.gov/Recent%20GAIN%20Publications/Retail%20Foods_Tokyo%20ATO_Japan_9-242012.pdf
28 “Convenience Stores”, Japan Guide, last accessed on 22 August 2017, available at: http://www.japanguide.com/e/e2071.html
29 U.S Department of Agriculture, Foreign Agriculture Service, “Japan Retail Food Sector Report”, GAIN
Report, 24 September 2012 available at:
http://gain.fas.usda.gov/Recent%20GAIN%20Publications/Retail%20Foods_Tokyo%20ATO_Japan_9-242012.pdf
30 U.S Department of Commerce’s International Trade Administration, “Japan – eCommerce”, last accessed
on 24 August 2017: https://www.export.gov/article?id=Japan-E-Commerce
31 “Insights into food retailing in Japan”, Eurofresh Distribution, 19 April 2016, available at:
https://www.eurofresh-distribution.com/news/insights-food-retailing-japan
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and supermarkets. This growth is driven by the increasing number of working women, young
single professionals who do not have time to cook and seniors who are not able to travel far to
shop for groceries. As a result, convenience stores have been rapidly adapting to this trend and
diversifying their food options and services, some offering for example shorter delivery time
services to ensure freshness.32
Secondly, in view of the increasing competition with convenience stores, larger supermarkets
have started to provide eating spaces areas. Moreover, some supermarkets have expanded into
urban residential neighbourhoods by investing in smaller city-style version of the typical
suburban stores. This strategy has been particularly successful with customers living in the area
who do not want to travel far and look for a larger variety of products.33
Thirdly, online sales of food and beverages have become very popular in Japan. The growth of Egrocery shopping is primarily driven by competitive e-retailers in terms of product prices and
convenient services. Elderly are among the most active online customers, especially seniors who
are not able to carry heavy products or do not want to leave their home. Furthermore, e-grocery
is supported with the increasing use and expansion of mobile commerce, therefore appealing to
younger customers as well.34
Consumer Profiles
As discussed above, Japanese consumer expenditure has strongly declined in the past years.
However, this does not undermine the potential for EU companies in the Japanese market. Japan
is highly dependent on imports for its food supply and the different drivers for the food and
beverage market – such as a more Westernised diet, increasing popularity of health foods and
rising incomes – can provide opportunities for EU companies.
Although consumer trends can vary at regional or city to city basis, a generalised profile of the
Japanese consumer can be established. In general, the Japanese consumer base is highly-educated
with a significant disposable income. The main elements of the consumer mind-set in Japan are:
novelty-seeking, high-quality expectations, relative price sensitivity and an interest in foreign
goods.
Firstly, Japanese consumers seek novelty and highly value new experiences and products. The
Japanese have a preference for originality, new products, new functions and a large variety of
assortments and food. Food manufacturers have responded to this preference by introducing
new, special flavours.

U.S Department of Agriculture, Foreign Agriculture Service, “Japan Food Service –Hotel Restaurant
Institutional”, GAIN Report, 21 December 2016, available at:
https://gain.fas.usda.gov/Recent%20GAIN%20Publications/Food%20Service%20%20Hotel%20Restaurant%20Institutional_Tokyo%20ATO_Japan_2016-12-21.pdf
33 U.S Department of Agriculture, Foreign Agriculture Service, “Japan – Retail Foods”, GAIN Report, 22
December 2016, available at:
https://gain.fas.usda.gov/Recent%20GAIN%20Publications/Retail%20Foods_Tokyo%20ATO_Japan_1222-2016.pdf
34 U.S Department of Agriculture, Foreign Agriculture Service, “E-commerce for Foods in Japan”, GAIN
Report, 25 March 2014, available at: https://gain.fas.usda.gov/Recent%20GAIN%20Publications/ECommerce%20for%20Foods%20in%20Japan_Osaka%20ATO_Japan_3-25-2014.pdf
32
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Secondly, Japanese consumers tend to have very high-quality expectations. The Japanese prefer
high-quality food products and are willing to pay a premium price for this, providing that the
products exceed their expectations. Product freshness and the origin of the product are very
important to them in this matter.
Thirdly, Japanese consumers are relatively price-conscious. This element has become especially
visible over the past decades because of economic downturns and the recent economic recession.
Where Japanese consumers previously were uninterested in cheaper products and were willing
to pay for quality and convenience, they now have become more value-conscious and more
resourceful. The Japanese are reducing their expenditure and are more willing to travel further
for a good price. In the food and beverage market this trend presents itself through a bigger
demand for ready-made meals, processed and frozen foods and reasonably priced private-label
products.
Lastly, the Japanese have an interested in foreign goods, which has been strengthened to
increased exposure to global culture and media. Imported brands from the West are usually sold
at a higher price and serve as a way for a consumer to display their social status.
Cultural Sensitivities and Other Considerations
Cultural sensibilities can play as important a role as other considerations when it comes to
purchasing trends in Japan whilst understanding other social factors within Japan that shape
consumer behaviour and trends can be the key to successfully marketing products.
Regional preferences
Regional differences in Japan have led to differences in consumer preferences between the two
largest regions: Kantō and Kansai.
The Kantō region lies in the east of Japan and includes the two major cities Tokyo and Yokohama.
In this region, consumers are more interested in experiencing novel food products. Additionally,
they prefer saltier food, spicy food, and Western food products.
The Kansai or Kinki region lies southwest of the Kantō region and includes the major cities Osaka,
Kobe and Kyoto. Consumers in this region prefer less salty and less spicy food and they tend to
prefer more traditional Japanese cuisine.35
Overall the Japanese market is very homogenous: 98.5 per cent of the population is Japanese, 0.5
per cent is Korean, 0.4 per cent is Chinese and the remaining 0.6 per cent has a different origin.36
Colour associations and packaging
In Japan colours are often used for their emotional and symbolic meaning. There are two ways of
regarding colour: shibui, which avoids contrasting colours through the use of soft colours, and
kabuki, which uses contrasting and bright colours.

U.S Department of Agriculture, Foreign Agriculture Service, “Japan Food Trends”, GAIN Report, 4
February 2011, available at:
https://gain.fas.usda.gov/Recent%20GAIN%20Publications/Japan%20Food%20Trends%20-%20_Tokyo%20ATO_Japan_2-4-2011.pdf
36 “The World Factbook – Ethnic Groups”, CIA last accessed on 22 August 2017, available at:
https://www.cia.gov/library/publications/the-world-factbook/fields/2075.html
35
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The most meaningful colour in Japan is the colour red, which is a lucky colour that represents life
and vitality. Red is used at special occasions such as births and weddings. Another auspicious
colour used at weddings is white, the colour of the gods, purity and rebirth. However, white is
also associated with death and funerals. The colours pink, orange and green are all positive
colours. The colours black and blue can sometimes be unlucky colours and are associated with
supernatural creatures, villains and the unknown.
Eating in vs. dining out
In 2015, the foodservice industry in Japan was valued at EUR 221.31 billion, which represents an
increase of 2.9 per cent from 2014. The largest sector in the industry is the restaurants sector
(42.5 per cent market share), followed by prepared meals (20.8 per cent), drinking
establishments (16.2 per cent), institutional food service (10.7 per cent), hotels (9.0 per cent) and
transportation related food service (0.8 per cent). The market share of restaurants increased by
2.1 per cent between 2014 and 2015. For the same period, the market share of prepared meals
increased by 5.7 per cent. In the case of drinking establishments, institutional food services, and
hotels, the market share increased by 1.9 per cent, 1.3 per cent, and 4.6 per cent respectively. The
growth of the food service sector in 2016 is driven by the increase of per capita dining out
expenditure as well as by larger number of overseas travellers to Japan.37 .
Dining out is an important part of the Japanese culture as it is a social occasion. Over the last few
years, Japanese consumers have spent more money on dining out. The Japanese demand high
quality food and service when they dine out. Additionally, it has become a trend, as a result of
busier and a fast-pace lifestyle, to buy ready-made meals at the convenience store.38
Gifting
In 2013, the Japanese gifting industry was valued at EUR 140.70 billion.39 In Japan, gifting is an
essential tool to build and maintain personal and corporate relationships. Gift-giving therefore
extends beyond holidays and special occasions. The range of gifts is wide, from money to towels,
with food and beverages being a popular gift product. The wrapping and appearance of gifts is
especially important, and gifts are often sold in pre-packaged sets.40
The most important gift-giving occasions are wedding and funerals. In case of a funeral, a return
gift* should be something that can be consumed so that the misfortune associated with death does
not linger on. Other occasions for companies and individuals to give gifts are mid-year (Ochugen)
and the end of the year (Oseibo), during which beer, coffee, noodles, meat, fish, fruit, juices,
seaweed, candies, pastries and cooking oil are gifted in order to show appreciation and to
U.S Department of Agriculture, Foreign Agriculture Service, “Japan HRI Food Service Sector” GAIN
Report, 2016, available at:
https://gain.fas.usda.gov/Recent%20GAIN%20Publications/Food%20Service%20%20Hotel%20Restaurant%20Institutional_Tokyo%20ATO_Japan_2016-12-21.pdf
38 Ministry of Agriculture, Forestry and Fisheries Japan, “FY2013 Annual Report on Food, Agriculture and
Rural Areas in Japan: Summary”, available at: http://www.maff.go.jp/e/pdf/summary.pdf
39 “Japan: Opportunities in Consumer Goods – Japan’s Gift Market”, U.S Department of Commerce, June
2015 available at:
http://www.export.gov/japan/build/groups/public/@eg_jp/documents/webcontent/eg_jp_088138.pdf
40 “Japan: Opportunities in Consumer Goods – Japan’s Gift Market”, U.S Department of Commerce, June
2015 available at:
http://www.export.gov/japan/build/groups/public/@eg_jp/documents/webcontent/eg_jp_088138.pdf
* Monetary gifts must always be acknowledged with a return gift.
37
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strengthen the relationship. Other occasions to gift food, candies, pastries, chocolate and alcoholic
beverages are Mother’s Day, Father’s Day, Valentine’s Day, White Day,** Christmas and
Halloween.41
There is great potential for European companies in the gifting industry, especially when their
products can cater to specific live events and holidays in Japan.
Market Snapshots for selected products found in Section 3 provide more specific information on
market size, market share, geography, distribution and retail channels, and consumer profiles and
cultural sensitivities for the following product categories:
Wines and Vermouth

Spirits

Beer

Fresh and processed meat

Olive oil

Fresh fruit and vegetables

Processed fruit and vegetables

Dairy products

Processed cereals

Bread, Pastry, Cakes, Biscuits and
other Bakers’ Wares

Confectionary

Honey

Live plants

On the 14th of March Japanese men are expected to give a return gift to women who have gifted them
something during Valentine’s Day.
41 “Japan: Opportunities in Consumer Goods – Japan’s Gift Market”, U.S Department of Commerce, June
2015 available at:
http://www.export.gov/japan/build/groups/public/@eg_jp/documents/webcontent/eg_jp_088138.pdf
**
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2.2 Market Access and Market Entry
This section provides details on the requirements for entry into the Japanese market, explaining
where market access restrictions exist and what procedures are needed to overcome them.
Import Notification, Inspection and Certification
Access to market for foreign foods and beverages in Japan requires an import permit from the
Ministry of Health, Labour and Welfare (MHLW), in accordance with the 1947 Food Sanitation
Law (FSL). Additional, sector-specific inspections or restrictions may apply under legislations
such as the Domestic Animal Infectious Disease Control Law, Plant Protection Law and others,
depending on the product for importation.
Prior to shipment to Japan, exporters must submit an “Import Notification” form to a Quarantine
Station at the intended port of entry. It is further recommended that the exporter contacts the
Quarantine Station prior to submitting an Import Notification to facilitate rapid, informed and
transparent processing of the product to be imported. A full list of eligible ports of entry and
contact points can be found here.
The Import Notification must be completed in either English or Japanese and can be submitted
either electronically (MHLW registration required) or in hardcopy. It must be submitted before
the products have cleared customs, but no more than seven days prior to their estimated time
ofarrival.42

Submitting Import Notification for Food and Food Products Form
Form for exporters and overseas agents can be found online here.

Instructions in English are available for download here.

“Import Procedure under Food Sanitation Law”, Ministry of Health, Labour and Welfare, available at:
http://www.mhlw.go.jp/english/topics/importedfoods/1.html.
42
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An account of materials, ingredients and manufacturing methods used for the product is required
as supporting documentation. Products being imported for the first time - especially packaged
foods - require greater details than those with an established import record. Depending on
product classification, additional supporting documentation may include inspection results from
the country of export and Veterinary Health Certificate for Animal Products.43
All food and beverage Import Notifications must be accompanied by a Certificate of Analysis from
an accredited laboratory in the exporting country. Independent of MHLW testing, this document
is required for customs clearance and market access.
Submitting a Certificate of Analysis
Guidelines, instructions and sample certificate for exporters and overseas agents can be found
online here.

A document certifying that the exporter is an authorized foodstuffs manufacturer in their home
country may also be required for entry. There is no uniform certificate, but this document should
clearly indicate that the exporter is in compliance with the principles of hazard analysis and
critical control points (HAACCP) in the country of origin.

“Import Notification for Food and Food Products”, European Commission, 21 Mar 2016 available at:
http://madb.europa.eu/madb/viewPageIFPubli.htm?datasetid=MAIF-JP1603v001&filename=not_food.html&hscode=2204&path=/data/website/madb/egif/prod/MAIF-JP1603v001/&imagepath=/egif/prod/MAIF-JP16-03v001/&page=&country=Japan&countryid=JP.
43
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Submitting an Authorisation of Foreign Foodstuffs Manufacturers
Guidelines, instructions and sample certificate for exporters and overseas agents can be found
online here.

Based on the information provided in the Import Notification and the product classification, the
MHLW may conduct an inspection during quarantine to assess regulatory conformity. This
inspection will consider whether:
▪
▪
▪
▪

the imported food complies with domestic manufacturing standards;
the additives used are permitted and compliant;
poisonous or hazardous substances are contained;
the exporter or manufacturer has a previous record of failing to meet food sanitation
regulations.

This product inspection may take the form of either a monitoring test or a
compulsory/administrative assessment. A key difference in these kinds of testing is that in the case
of a failed monitoring test, the exporter has latitude to take remedial actions until their product
is in compliance; however, during compulsory/administrative testing, failed products are denied
entry and destroyed or returned to the shipper. These two types of testing identify the presence
of:
▪
▪
▪

Aflatoxin levels in nuts, including peanuts, peanut products, pistachios, and others;
Enterohemorrhagic E. coli O26, O103, O111 and O157 (beef, horse meat, and unheated
meat products to be consumed without further cooking);
Norovirus (bivalves and raw shellfish);
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Hepatitis A Virus (bivalves and raw shellfish);
Mercury (Fish and shellfish);
PCB (beef, pork, fish and shellfish);
Poisonous fish;
Shellfish poisons (diarrhea poison and paralytic poison of bivalves);
Cyanogen (butter beans, white beans, saltani beans and others);
Methanol in distilled liquors and wines;
Gossypol in cottonseeds other than for oil extraction;
Salmonella in meat meant to be consumed raw;
Listeria (unheated meat products to be consumed without further cooking and natural
cheese);
Trichina in game birds;
Radioactive substances, such as irradiated beverages and dairy products;
Decomposed or deteriorated foods of all kinds.44

If the document and cargo inspection find that the product is in compliance with all regulations,
a Certificate of Notification is issued, clearing the product for import. The product then proceeds
to customs clearance and distribution.
Figure 4, prepared by the Japanese Ministry of Health, Labour and Welfare provides an overview
and flow diagram for the food importation process.

U.S Department of Agriculture, Foreign Agriculture Service, “Japan: Food and Agricultural Import
Regulations and Standards – Narrative, FAIRS Country Report”, GAIN Report,18 December 2015, available
at:
http://gain.fas.usda.gov/Recent%20GAIN%20Publications/Food%20and%20Agricultural%20Import%2
0Regulations%20and%20Standards%20-%20Narrative_Tokyo_Japan_12-18-2015.pdf.
44
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Figure 4) Food Import Process in Japan

Source: ©Ministry of Health, Labour and Welfare, Japan
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Restrictions and Barriers
The European Commission identifies two product categories where market access is restricted
for EU exporters to Japan: meat products and food additives.
Japan regulates the import of meat products from EU Member States on a bilateral basis through
the attribution of a national disease status. Japanese trade authorities do not recognize the EU’s
regional classification scheme, although this is the subject of ongoing negotiations.45 Import
prohibitions of meat are issued by the Ministry of Agriculture, Forestry and Fisheries (MAFF) and
are posted at the following websites depending on product category:
•
•

Meat from cloven-hooved livestock,
http://www.maff.go.jp/aqs/english/news/im_prohibit.html.
Poultry meats and products, http://www.maff.go.jp/aqs/english/news/hpai.html.

Food additives in Japan are regulated by the MHLW through a ‘positive list’ of approved items.
The MHLW list of approved additives is smaller than the relevant international standard, the
CODEX Alimentarius, and therefore restricts or requires alteration of products that otherwise
export successfully. Bilateral dialogue between the EU and Japan is aiming to encourage
harmonization between Japanese food additive regulations and international norms.46 The full
list of approved food additives as of the date of publication can be found here.
Tariff and Trade Relations
The European Union (EU) and Japan are both members of the WTO. However, there are no
bilateral preferential trade agreements (PTA) between Japan and any European Union (EU)
member states. An EU-Japan free trade agreement (FTA) is under negotiation at the time of
publication.

Figure 5) Table of Japanese import duties by product category, per cent

Product Groups
Animal products
Dairy products
Fruit, vegetables, plants
Coffee, tea
Cereals & preparations
Oilseeds, fats & oils
Sugars and confectionery
Beverages & tobacco
Other agricultural products
Fish & fish products

MFN applied
duties, avg.
11.3
76.3
10.1
14.1
34.7
8.0
19.7
14.5
3.4
5.7

MFN bound
duties, avg.
360.0
586.0
268.0
138.0
783.0
381.0
50.0
48.0
215.0
15.0

Duty
Free
Imports, %
2.6
26.2
15.3
59.5
69.4
80.0
64.6
63.7
70.5
4.9

“Japan- Meat Products”, European Commission, 25 Sep 2015, available at:
http://madb.europa.eu/madb/sps_barriers_details.htm?barrier_id=970245&version=4.
46 “(*) Japan- Food Additives”, European Commission, 22 Sep 2015, available at:
http://madb.europa.eu/madb/sps_barriers_details.htm?barrier_id=970254&version=7.
45
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Group Average
19.8
284.4
45.7
Source: World Trade OrganizationJapanese tariffs on imports of food from the EU - to which it
accords most favoured nation (MFN) trade preferences – average 19.8 per cent. However, nearly
half of these imports are admitted duty free. Further data by sector can be found in Figure 5. Japan
is a net importer of food products.
Although quantitative import quotas still exist in some sectors, Japan commuted many non-tariff
barriers (NTB) to duties following plurilateral discussions during the Doha Round of the World
Trade Organization (WTO). This, coupled with a politically organized and significant domestic
agricultural sector, contributes to a high binding overhang; the averaged binding (maximum
allowable) tariff rate for foods and beverages is almost fifteen times more than the applied
(actual) average.
Product specific tariff information can be accessed through the European Commission’s Market
Access Database (MADB). Additionally, Japanese Customs Counselors are available at most
customs houses and can be contacted here.
Accessing the MADB
Product-specific tariff and import procedure information at the 4-digit HS level and up here.

Instructions in 23 EU languages available for download here.

2.3 Customs, Sanitary and Phytosanitary (SPS) and Labelling Requirements
Japanese customs, SPS and labelling requirements are among the highest in the world and pose
potential barriers to food and beverages exporters from the EU. At the same time, Japanese trade
authorities prioritise efficiency and have made important efforts to increase the transparency of
Japan’s import regime. Contact points have been made available within Japanese agencies
presiding over food import procedures, and domestic importing partners may be able to provide
additional guidance on how to quickly clear customs and meet entry requirements.
This section provides a brief overview of the general customs procedures and some of the
technical requirements such as SPS measures and labelling requirements for food and beverages.
Where procedures are different from general requirements, product-specific information on
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customs procedures, SPS measures, and labelling requirements is available in the Section 3
Market Snapshots.
Customs Procedures and Documentation
Compliance with customs procedures can appear difficult for companies entering the market for
the first time, however, suitable partners can offer assistance in all steps of the import procedure
to help you get into the market.
It is important to comply with all Japanese requirements and standards as non-compliance can
lead to the rejection of products and in serious cases in criminal proceedings. Between April and
September 2015, the MHLW received 1,134,155 Import Notifications, of which 101,922 were
inspected and 431 which revealed violations.
As detailed in Section 2.2, customs clearance only begins after the product for importation has
been deemed admissible and received its Certificate of Notification. Furthermore, customs in
Japan are administered by a separate agency from the MHLW - the Customs and Tariff Bureau of
the Ministry of Finance - and are accountable to a different legal framework, namely the Customs
Law.
As the customs process represents a separate step towards market entry, the additional
documents required are:
▪
▪
▪
▪
▪
▪
▪
▪
▪

Customs form C-5020, available here (Japanese only);***
An invoice;
Bill of lading or Air Waybill;
Certificate of origin (if seeking MFN rate);
Certificate of import approval for goods that require METI or Customs Director-General
authorisation;
Packing lists, freight accounts, insurance certificates, etc. (as deemed necessary);
Licenses, certificates, etc. required by laws and regulations other than the Customs Law
(Import Notification, Certificate of Notification and supporting documents);
Detailed statement on reductions of, or exemption from Customs duty and excise tax
(when applicable);
Customs duty payment slips.47

Customs assessments are made using the Cost, Insurance and Freight (CIF) method of valuation.
Barring special circumstances where approval is required from the Customs Director-General,
import declarations are made after the goods have been taken to a bonded area (hozei). Typically,
the transport service provider issues a notice of arrival to the importer. After securing the
necessary transport agreement documents, the importer or a customs broker acting on their
behalf declares their goods to the customs house at the port of entry by submitting a C-5020 and
all supporting documentation listed above.48

Guidelines for C-5020 import declaration form available in English here.
“Procedures for import and export declarations”, Japan Customs, available at:
http://www.customs.go.jp/english/procedures/m49040/fg.htm.
48 “1102 Flow of Goods from Arrival to Release (FAQ)”, Japan Customs, available at:
http://www.customs.go.jp/english/c-answer_e/imtsukan/1102_e.htm.
***
47
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Upon processing the import declaration, customs officials will conduct a second inspection of the
product for importation to verify that:
▪
▪
▪
▪

No illegal goods are imported, such as illicit substances and products which violate
intellectual property rights;
All necessary permits and approvals have been secured in accordance with various
domestic laws and regulations;
The goods’ origin is not falsely or mistakenly indicated;
Duty payment is declared appropriately.

Figure 6) Japan Customs Import Flow

Cargo is unloaded in
bonded area

Import
Notification
procedures
(see section
2)

Non-customs
certifications,
licences obtained

Import
declaration
to customs
house

Customs
inspection

Duty
Payment

Import
Permit
granted,
customs
cleared

Source: Japan Customs
Customs processing in Japan is more than 90 per cent computerised, thus streamlining clearance
procedures. However, it remains difficult to estimate the procedural timeline as these depend on
several factors, including the available resources and legal interpretations of custom officials that
vary depending on port of entry. For this reason, contact information for customs counsellors is
provided here. Furthermore, the Pre-arrival Examination System is recommended to minimise
the time that cargo spends in customs – this is particularly encouraged for perishable food and
beverage imports.
Small quantities of imported food intended for use as product samples or for internal
consideration must have a Certificate of Notification, though they may be exempted from customs
duties.
The EU and Japan have Authorised Economic Operator (AEO) mutual recognition since 2010. The
AEO program is ideal for regular importers as it expedites the customs clearance process through
the following mechanisms:
▪
▪
▪

Streamlined import declaration procedure to coincide with cargo arrival;
Condensed examination and inspection length in reflection of strong compliance record;
Periodical duty payment as opposed to per entry transactions.49

SPS Requirements in Japan
SPS measures are applied to protect human, animal, floral and faunal populaces from non-native
risks including pathogens, pests, residues and toxins. Japan has among the highest SPS standards
in the world and deviates from international standards in important respects. These standards
reflect Japanese consumers’ collective emphasis on product quality and priority given to healthy
nutrition. The legislative framework for SPS standards in Japan is indicated in Figure 7.

“AEO program (Authorized Economic Operator)”, Japan Customs, July 2015 available at:
http://www.customs.go.jp/english/aeo/pamphlet.pdf.
49
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Figure 7) Legislative framework for SPS standards in Japan by product category
Product Category
Legislation
Purpose
All foods
Food Sanitation Law
To check for food health and
safety
Livestock products
Domestic Animal Infectious
To prevent the spread of
Diseases Control Law
infectious livestock diseases
Agricultural products
Plant Protection Law
To prevent the entry and
spread of insect pests
harmful to plant life
Fishery products and
Foreign Exchange and
To limit the type and volume
seaweed
Foreign Trade Law
of certain imports
Source: ©Japan External Trade Organisation
Correspondingly, the quarantine and inspection requirements are detailed in Figure 8.
Figure 8) SPS quarantine and inspection requirements by product type
Fruits and
Vegetables
Animal
Quarantine
Plant
Quarantine
Food Sanitation
Inspection
Customs
Inspection

Meats and
Meat Products

Fishery
Products

Other
Processed
Foods

⃝
⃝
⃝

⃝

⃝

⃝

⃝

⃝

⃝

⃝

Source: ©Japan External Trade Organisation
At the same time, Japan is a longstanding member of the World Trade Organisation (WTO) and
has obligations to the WTO SPS Agreement thereunder. The WTO SPS Agreement requires that
“measures necessary for the protection of human, animal or plant life or health…do not arbitrarily
or unjustifiably discriminate between Members.”50
Despite the elimination of barriers to trade in other areas, there is still some import conditions
related to SPS measures for certain agricultural products that are stricter than those required
under international standards, namely the Codex Alimentarus. The European Commission tracks
SPS barriers to EU exporters through its Market Access Database (MADB).
The EU has encouraged Japan to harmonise its SPS measures with international standards in the
context of bilateral trade negotiations, the WTO’s SPS Committee in Geneva, and the EU-Japan

© World Trade Organization (WTO) 1995, “The WTO Agreement on the Application of Sanitary and
Phytosanitary Measures (SPS Agreement)”,available at:
https://www.wto.org/english/tratop_e/sps_e/spsagr_e.htm.
50
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Regulatory Reform Dialogue. Since 2002, Japan has accelerated its approval of certain food
additives that are multilaterally approved but restricted in Japan.51
Details on Japan’s SPS requirements and inspection process can be found in Section 2.2. Further
details on Japan’s SPS requirements can be obtained through an experienced import partner or
in contact with MHLW inspection station officials.
Labelling
The legal basis for food labelling in Japan is considered to be highly complex, given overlapping
legislations for certain types of products. In recognition of this criticism, the Japanese government
is in the process of reforming and consolidating food labelling legislation. As part of this initiative,
labelling provisions of the Japanese Agricultural Standard (JAS), Health Promotion Act (HPA) and
others were combined in the new Food Labelling Act (FLA), which entered into force in 2015.52
Labelling regulations are enforced by the Consumer Affairs Agency (CAA). All food imported into
Japan must conform to domestic labelling standards under the Food Labelling Law. Required
information must be in Japanese and includes:
▪
▪
▪
▪
▪
▪
▪
▪
▪

Name of the product;
Country of Origin;
Name and address of the importer;
Ingredients, other than additives, in descending order of weight percentage;
Food additives in descending order of weight on a separate line from other ingredients;
Net weight in metric units;
Best-before date;
Storage instructions;
Genetically modified components where their quantity exceeds 5 per cent of the total
product.53

Nutrition labelling of food products is currently done on a voluntary basis. Mandatory nutrition
labelling will take effect in 2020.
Exporters of products containing alcohol for consumption must further obtain an import licence
from the Ministry of Economy, Trade and Industry (METI). Therefore, customs clearance and
market access requirements for this product classification require the following:
▪
▪
▪

License to Import Alcohol;
Declaration on the Regular Importation of Alcohol;
Transfer Table of Alcohol.

Specific rules on labelling are also required; namely, they must include:

“(*) Japan- Food Additives”, European Commission, 22 September 2015, available at:
http://madb.europa.eu/madb/barriers_details.htm?barrier_id=970254&version=7.
51

U.S Department of Agriculture, Foreign Agriculture Service, “Japan: Food and Agricultural Import
Regulations and Standards – Narrative, FAIRS Country Report”, GAIN Report, 18 December 2015, available
at:
http://gain.fas.usda.gov/Recent%20GAIN%20Publications/Food%20and%20Agricultural%20Import%2
0Regulations%20and%20Standards%20-%20Narrative_Tokyo_Japan_12-18-2015.pdf.
53
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Product name;
List of additives used;
Volume of alcohol content;
Notice of effervescence;
Name and address of the importer;
Name and address of the distributor;
Warning against consumption by minors;
Reference to origin and quality standards (wine only).

Finally, organic food products and beverages are labelled in accordance with the JAS
administered by the Ministry of Agriculture, Forestry and Fisheries (MAFF). The JAS logo is an
indicator of quality and reputation to Japanese consumers, and can be obtained for imported
products through the following avenues:
1. Foreign manufacturers can apply for the Organic JAS logo to Japanese or Overseas
Registered Certifying bodies, which then relay the application to the MAFF. If the
application is approved, the MAFF registers the product as Organic JAS certified and it can
be imported and distributed with the corresponding logo.
2. Equivalency, namely where the exporter is certified by their home government or
accredited certifying body that is designated by the MAFF. Through this method, the JAS
Organic application is submitted by the exporting country’s certifying body to the MAFF,
which then registers the product if approved. The product can then be shipped with the
Organic JAS logo prior to entry into Japan.
Further information on import procedures for organic products can be found here.
The EU Member States with which Japan has organic certification equivalence agreements are
listed below:
Figure 9) Bilateral Organic Equivalence Agreements with Japan in Effect
Austria
Belgium
Denmark
Slovakia
Romania
Finland
France
Germany
Slovenia
Malta
Greece
Ireland
Italy
Hungary
Czech Republic
Luxembourg
Netherlands Portugal
Latvia
Poland
Spain
Sweden
United
Lithuania
Kingdom
Estonia
Cyprus
Croatia
Bulgaria
Source: Ministry of Agriculture, Forestry and Fisheries of Japan54
Special attention is due for some products considered “health foods” in the EU, as these may be
subject to more detailed labelling requirements in Japan. Health foods in Japan are divided into
two labels: “Food with Functional Claims” (FFC) and “Food with Nutrient Functional Claims”
(FNFC)55 Food labels in Japan are prohibited from claiming specific disease risk reductions.

54

Countries whose Organic Certification System is regarded as Equivalent to the Organic JAS System
Ministry of Agriculture, Forestry and Fisheries of Japan, 2015, available at:
http://www.maff.go.jp/e/jas/specific/pdf/equiv_country_en.pdf
55 U.S Department of Agriculture, Foreign Agriculture Service, “ Japan’s New Health Claims Labeling System
Creates Opportunities”, GAIN Report, 3 August 2015, available at:
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Figure 10) Health food labelling requirements
FFC labelling must include cross-category quality labelling items and the following 16
specific items:
cross-category
quality
labelling items

16 specific
items

For processed foods:
• name,
• ingredients,
• net contents,
• use-by date,
• storage instructions,
• and name/trade-name and address of manufacturer.
For fresh foods:
name and place of origin.
1. Indication of FFC.
2. Functional components based on scientific basis and the
functionality of the said components or
3. Adequate daily intake.
4. Amount of nutritional components and calories in an
adequate daily intake.
5. Contained amount of a functional component in an adequate
daily intake
6. Acceptance number.
7. Phone number as contact information of the manufacturer.
8. Notice: functionality and safety are not evaluated by CAA
9. Method of intake.
10. Instruction on intake.
11. Notice: To promote popularity of the idea of a balanced diet.
12. Precaution statement for products which require special
attention when cooking or storing.
13. Notice: The product does not intend to diagnose, treat, or
prevent disease.
14. Notice: Not to target one suffering from disease, minors,
pregnant women (including women planning to become
pregnant) and nursing women.
15. Notice: Recommend that one suffering from disease consult
with a physician, and that one taking drugs consult a
physician or pharmacist.
16. Notice: In case of unusual physical change, recommend
stopping eating a product immediately and consult a
physician.
Source: USDA56

https://gain.fas.usda.gov/Recent%20GAIN%20Publications/Japan%E2%80%99s%20New%20Health%
20Claims%20Labeling%20System%20Creates%20Opportunities_Tokyo_Japan_8-3-2015.pdf
56
U.S. Department of Agriculture, Foreign Agriculture Service, “ Japan’s New Health Claims Labeling System
Creates Opportunities”, GAIN Report, 3 August 2015, available at:
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Further information on the application procedure and information necessary to fulfill the
requirements of health food labelling in Japan can be found here.
General Tips and Best Practices
Early communication with food inspection and customs officials can help reduce inspection and
clearance times by ensuring that labelling, required documentation and other particulars are in
order.
Labelling standards are subject to change and so all parties wishing to export to Japan should
work closely with parties experienced in import of foreign foods and beverages to ensure that
indications are in line with the most recent regulations.
Relevant Japanese Agencies
CAA: Consumer Affairs Agency
Role: Administers general food labelling requirements.
Website: http://www.caa.go.jp/en/.
Japan Customs
Role: Controls against harmful (non-SPS) imports as well as assessing and collecting duties.
Website: http://www.customs.go.jp/english/.
MAFF: Ministry of Agriculture, Forestry and Fisheries
Role: Oversees product labelling through the JAS and Organic JAS logo schemes.
Website: http://www.maff.go.jp/e/index.html.
METI: Ministry of Economy, Trade and Industry
Role: Issues import licences for certain product categories, such as beverages containing alcohol.
Website: http://www.meti.go.jp/english/.
MHLW: Ministry of Health, Labour and Welfare
Role: Administers Quarantine Stations at major ports of entry through the Department of Food
Safety and Pharmaceutical and Food Safety Bureau.
Website: http://www.mhlw.go.jp/english/index.html.
MOF: Ministry of Finance
Role: Presides over customs administration through the Customs and Tariffs Bureau, which
includes the Directorate-General and several executive divisions, as well as regulating certain
aspects of fishery imports.
Website: http://www.mof.go.jp/english/.

https://gain.fas.usda.gov/Recent%20GAIN%20Publications/Japan%E2%80%99s%20New%20Health%20Claims
%20Labeling%20System%20Creates%20Opportunities_Tokyo_Japan_8-3-2015.pdf
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2.4 The Status of Geographical Indications (GI) and Intellectual Property
(IP) Protection
High quality and well renowned products are often the targets of counterfeiting in all markets,
but within Japan various levels of protection are available. Products with Geographical
Indications (GIs) may benefit from the protection granted by the international legal framework,
where Japan has been a longstanding member of international organisations and a signatory of
relevant agreements and conventions and also under the national legal framework consisting of
both a regional collective trademark system and a sui generis**** GI system.
Japan has been a member of the World Intellectual Property Organisation (WIPO) since 20 April
1975 and has been a signatory to a number of WIPO treaties. On 18 April 1899, Japan acceded to
the Paris Convention for the Protection of Industrial Property and on 21 April 1953 to the Madrid
Agreement for the Repression of False or Deceptive Indications of Source on Goods. Additionally,
Japan has been a member of the World Trade Organisation (WTO) since 1 January 1995, which
means that the WTO Agreement on Trade-Related Aspects of Intellectual Property Rights (TRIPS)
- including on geographical indications - is applicable.
“In order to protect Japan’s GIs abroad, the ministry plans to register the government’s certification
mark under the trademark system of major importing countries of Japanese products. As for
countries which have a GI system, the ministry is expected to submit a list of products which need to
be protected when they hold trade negotiations.”57 In April 2013, the first round of negotiations
on the EU-Japan Free Trade Agreement (FTA) took place. The FTA will address a broad range of
issues, including the protection of GIs. The future FTA should provide for the recognition and
protection of a first list of EU GIs, as well as a mechanism to add more to the list once the FTA will
be applicable.
At the national level there are three systems which (indirectly) cover geographical indications.
The Law Concerning Liquor Business Associations and Measures for Securing Revenue from
Liquor Tax includes a provision on geographical indications for alcohol. This GI system is
managed by the National Tax Agency. 58 In 2006, the Trademark Act59 was amended with Article
7-2 on Regional Collective Trademarks, which allows legal entities to register a trademark for the
name of a commodity consisting of a place name and the name of the product. This Regional
Collective Trademark system is managed by the Japanese Patent Office (JPO). A broader sui
generis GI system, managed by the MAFF, was only implemented in June 2015 with the Act on
Protection of Designated Agricultural, Forestry and Fishery Products and Foodstuffs.60 This GI
system covers edible and non-edible agricultural, forestry and fishery products, foods and

A Latin term meaning “of its own kind or class”, in this case it refers to the legislative framework
established within Japan rather than and international system.
57 “Geographical Indication Law – A push for local brand promotion”, The Japan Agri News, 19 June 2014,
available at: http://english.agrinews.co.jp/?p=2235
58 Act No. 7 of 1953, last revised by Act No. 10 of 2006. The Act has not been translated into English.
59 Act No. 127 of April 13, 1959 as consolidated up to Act No. 36 of 2014, available in Japanese and English
at: http://www.wipo.int/wipolex/en/details.jsp?id=15597
60 Act No. 84 of 2014. The act was passed by the Diet, the Japanese Parliament, on the 25 th of June 2014. A
provisional English translation of the law is available at:
http://www.japaneselawtranslation.go.jp/law/detail/?id=2607&vm=02&re=2
****
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beverages and products manufactured or processed using agricultural, forestry and fishery
products.
In 2015, the number of GIs registered in Japan under the GI system for liquors was 6. The Regional
Collective Trademark system counted 589 registered items at the end of January 2016.61 The
number of GIs registered within Japan under the GI system operated by the MAFF is 14, ranging
from fruits and vegetables to fresh meat and raw silk.62
Definitions of GIs in Japan
Within Japanese legislation there are three definitions of GI provided in the Trademark Act and
the GI systems’ respective legislation and regulation.
The first definition is found in the Law concerning Liquor Business Associations and Measures
for Securing Revenue from Liquor Act. Article 86 (6) identifies GIs as:
‘(…) indications which identify a liquor (…) as originating in the territory of a Member of
the World Trade Organization, or a region or locality in that territory, where a given quality,
reputation or other characteristic of the liquor is essentially attributable to its geographical
origin’

A second definition is found in the Trademark Act. Article 7-2 states:
‘a trademark (…) indicating (…) the name of the region and the common name of the goods
or services pertaining to the business of the applicant or its members or the name
customarily used as a name indicating thereof, and characters customarily added in
indicating, in a common manner, the place of origin of the goods or the location of provision
of services.’

A third definition is found in the Act on Protection of Designated Agricultural, Forestry and
Fishery Products and Foodstuffs. Article 2 (3) defines a GI as:
‘(…) the indication of the names of Specific Agricultural, Forestry and Fishery Products and
Foodstuffs’

Article 2 (2) identifies Specific Agricultural, Forestry and Fishery Products as:
‘(i) products produced in a specific place, region or country; and (ii) products whose
quality, reputation or other established characteristic (…) is essentially attributable to the
place of production specified in the preceding item.’

These definitions are similar to the ones used in international agreements, such as the WTO
Agreement on TRIPS,63 and in EU legislation and regulations, i.e. in Regulation (EU) No

“Regional Brands in Japan – Regional Collective Trademarks registered with Japan Patent Office (JPO)”,
World Intellectual Property Organization, 17 February 2016, available at:
http://www.wipo.int/edocs/mdocs/mdocs/en/wipo_ip_wk_nbo_16/wipo_ip_wk_nbo_16_t_3.pdf
62 “Information on Registered GIs”, Ministry of Agriculture, Forestry and Fisheries of Japan, last accessed
on 22 August 2017, available at: http://www.maff.go.jp/e/japan_food/gi_act/register.html
63 © World Trade Organization (WTO) 1995,“Article 22 (1), Agreement on Trade-Related Aspects of
Intellectual Property Rights”, WTO Analytical Index – Guide to WTO Law and Practice, available at:
https://www.wto.org/english/res_e/booksp_e/analytic_index_e/trips_02_e.htm
61
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1151/2012 on quality schemes for agricultural products and foodstuffs.64 It is important to note
that where discrepancies exist between the Japanese and English versions of text the Japanese
text will be held to be correct.
GI Mark
The official GI mark to be used for products with GI status is outlined in
Article 4 (1) of the Act on Protection of Designated Agricultural, Forestry
and Fishery Products and Foodstuffs. This mark (pictured left) serves to
prove that a product is a genuine one whose established characters are
essentially attributable to its producing area.
Protection Modes
Protection of products with geographical indications varies according to the system utilised in
terms of the scope of protection offered and the options for enforcement of rights.
Protection under the Regional Collective Trademark System
Regional Collective Trademarks are designed to convey the uniqueness of certain regional
products by distinguishing them from products originating in other geographic regions.
Additionally, they aim to foster the growth of regional brands. GIs that are registered as a Regional
Collective Trademark are given the same level of economic and legal protection as provided for
all other trademarks.
The name of the region used in a Regional Collective Trademark must be “the name of the place
of origin of the goods, the location of provisions of services, or the name of the region which is
considered to have a close relationship with the said goods or services to the equivalent extent”.65
This provision aims to avoid that the public is being misled.
An application for registration of a Regional Collective Trademark can only be submitted by
associations established by a special Act. The Article 31-1 states that members of an association
holding a Regional Collective Trademark “have the right to use a registered trademark relating to
(…) regionally based collective trademark for the designated goods or designated services”. The
Regional Collective Trademark will expire after ten years from the date of registration.66 There is,
however, the possibility to renew the registration when it expires.
Japan’s trademark system follows the ‘first-to-file’ principle, whereby registration is granted to a
person who has first filed an application, when an application for a similar of identical trademark
is filed, regardless of whether the trademark has previously been used. This can lead to situations
whereby EU producers cannot seek trademark registration where this is already legally owned
by another private party. Registering trademarks early, active monitoring and opposition of other
registrations may save considerable time and money compared to negotiating later with parties
who own these marks or in initiating proceedings to cancel the registration.

Article 5 (1), Regulation (EU) No 1151/2012,, available at: http://eur-lex.europa.eu/legalcontent/EN/TXT/PDF/?uri=CELEX:32012R1151&from=en
65 Article 7-2 of the Trademark Act
66 Article 19 of the Trademark Act
64
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Protection under the MAFF GI system
The Japanese GI system is designed to protect the names of Agricultural, Forestry and Fishery
Products and Foodstuffs which are produced in a specific region and whose quality, reputation
and other characteristics is attributable to the place of production. Hereby the system aims to
contribute to the development of the agricultural, forestry and fishery industries as well as to
protect the interest of customers. The GI can’t be used for products that are similar to the
registered product.
This GI system covers edible agricultural, forestry and fishery products (e.g. eggs, vegetables and
seafood); food and beverages (e.g. bread, soft drinks and prepared food); non-edible agricultural
forestry and fishery products (e.g. industrial crops, ornamental fish and pearl); and products
manufactured or processed using agricultural, forestry and fishery products (e.g. feed, bamboo
material and raw silk). Alcohol, pharmaceutical and quasi-pharmaceutical products, cosmetics
and regenerative medicine are explicitly excluded from the law.
An application for registration of a GI can only be submitted by a registered group of producers.
This group of producers has several obligations. For example, the group of producers will need to
establish a quality standard for the product. Furthermore, the group of producers is responsible
for the management and control of the production processes described in their application.
The GI registration is indefinite. However, expiration of the registration is possible when the
registered group of producers has been dissolved or when they have discontinued the production
process management.
Enforcement
When you have identified an infringement of your rights such arising from the illegitimate use of
your mark, different modes of administrative enforcement are available.
In case of infringement of a Regional Collective Trademark under the Trademark Act, the
proprietor of the trademark is responsible for taking action. Article 36 describes the right of the
holder of a trademark to demand injunction and to demand the person to take measures for the
prevention of infringement, including the destruction of articles which constitute the act of
infringement and removal of equipment used for or contributing to the act of infringement.
Chapter IX on Penal Provisions outlines the penalties in case of infringement, fraud, false
indication, perjury and breach of a confidentiality order.
In case of infringement of a GI under the Act on Protection of Designated Agricultural, Forestry
and Fishery Products and Foodstuffs, the MAFF can be requested to initiate proceedings. Chapter
V on Penal Provisions outlines the penalties in case of infringement and unlawful use of a
registered GI.
Registration
The registration process for protection under the Regional Collective Trademark system and
under the GI system vary in their requirements and the timeframe for successful application.
Registration as a Regional Collective Trademark
Article 7-2 of the Trademark Act allows for a foreign juridical person, equivalent to a Japanese
association with a legal status, to register a Regional Collective Trademark. The application for
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the Regional Collective Trademark registration shall be submitted to the Commissioner of the JPO
accompanied by the required documents. This includes a document certifying that the applicant
is an association and the documents necessary to prove that the trademark contains the name of
a region. The fee for registration of a trademark is JPY 37,600, or EUR 302.30, multiplied by the
number of classes to which the designated goods or services belong.
The requirements for registration of a Regional Collective Trademark and the procedures can be
found in Chapter II Trademark Registration and Applications for Trademark Registration of the
Trademark Act.
Registration as a GI
Article 6 of the Act on Protection of Designated Agricultural, Forestry and Fishery Products and
Foodstuffs specifies that GIs can be registered by a registered group of producers. To register a
group of producers, a registration fee of JPY 90.000, or EUR 723.60 applies. The application for
registration shall be submitted to the MAFF accompanied by the required documents, including
a document on the rules regarding the method of production process management. The
application is then subject to the opinion of experts. The Act does not contain a specific provision
on application of foreign GIS.
In order for a product to be eligible for a GI registration, the product needs to be produced in a
specific place, region or country and must be identifiable by the quality, reputation or other
characteristics that are linked to the place of production. The GI system requires a group of
producers to establish a quality standard for the product, including on its production method and
characteristics, before submitting its application for registration.
In order to register a brand name registered under the Regional Collective Trademark system as
a GI, the group of producers needs to obtain approval from the holder of the trademark.
The requirements for registration of a GI and the procedures can be found in Chapter III
Registration of the Act on Protection of Designated Agricultural, Forestry and Fishery Products
and Foodstuffs.
Supervision and Administration
Supervision and administration of the different modes of protection are currently performed by
three different bodies within Japan. The Regional Collective Trademark system is administered
by the JPO, whilst the GI system falls under the mandate of the MAFF whilst for GIs of alcoholic
beverages the National Tax Agency is the competent authority.
Competent authorities for GI protection
Intellectual Property Division, Food Industry Affairs Bureau
Ministry of Agriculture, Forestry and Fisheries (MAFF)
1-2-1 Kasumigaseki
Chiyoda-ku, Tokyo 100-8950
Tel: +81 3 6738 6319
Fax: +81 3 3502 5301
Website: http://www.maff.go.jp/e/index.html
International Affairs Division, General Affairs Department
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Japan Patent Office
3-4-3 Kasumigaseki
Chiyoda-ku, Tokyo 100-8915
Fax: +81 3 3581 0762
Website: http://www.jpo.go.jp/index.htm
National Tax Agency
3-1-1 Kasumigaseki
Chiyoda-ku, Tokyo 100-8978
Tel: +81 3 3581 4161
Website: http://www.nta.go.jp/foreign_language/index.htm
Legislation, Regulations and Administrative Measures
Trademark Act (Act No. 127 of April 13, 1959 as amended up to Act No. 36 of May 14,
2014)
Available in English and Japanese at: http://www.wipo.int/wipolex/en/details.jsp?id=15597
Act on Protection of Designated Agricultural, Forestry and Fishery Products and
Foodstuffs (Act No 84 of June 25, 2014)
Available in Japanese at: http://www.maff.go.jp/j/shokusan/gi_act/outline/pdf/doc4.pdf
Available in English at:
http://www.japaneselawtranslation.go.jp/law/detail/?id=2607&vm=02&re=2
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3. Market Snapshots for Selected Products
This section provides specific information for various food and beverage categories and products.
This information includes a market snapshot containing analysis of the market size, trends,
distribution, and consumer profiles and sensitivities. Additional information regarding market
entry, import procedures, and considerations for intellectual property are also included.

Product Categorisation
Within the following category specific market snapshots products have been aggregated and
analysed according to the Harmonised System (HS) codes. For some product categories a single
HS 4 entry will be covered whilst for others there will be multiple HS 4 categories across different
HS 2 chapters. See Figure 11 below for specific HS 4 codes covered in the following product
category sections.
Figure 11) Handbook product coverage by HS classification and description
Product Category
HS 2 chapters or HS 4
Description
codes
Wine and Vermouth

2204, and 2205

Wine and aromatised wines

Spirits

2208

Spirits of an alcoholic
strength of less than 80%

Beer

2203

Beer made from malt

Fresh and Processed Meat

0201, 0202, 0203, 0204,
0206, 0207, 0210, 1601, and
1602

Fresh meat covers the meat
and edible offal of beef, pork,
lamb, and poultry; processed
meat covers edible meat or
offal that has been salted is in
brine or is dried or smoked,
sausages and similar
products of offal and meat
and other prepared or
preserved meat or offal

Olive Oil

1509 and 1510

Olive oil and its fractions, and
other oils produced from
olives

Fresh fruit and Vegetables

07, and 08

All products under these
chapter headings

Processed Fruit and
Vegetables

20

All products under these
chapter headings
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Dairy Products

0401, 0402, 0403, 0404,
0405, and 0406

Includes milk and cream not
concentrated or sweetened,
milk and cream concentrated
or sweetened, buttermilk and
yoghurt, whey and natural
milk products, butter, and
cheese and curd

Processed Cereals

1902 and 1904

Pasta and couscous, and
breakfast cereals and cereal
bars

. Bread, Pastry, Cakes,
Biscuits and other Bakers’
Wares

1905

Products include bread,
biscuits, wafers, cakes and
pastries

Confectionary

1704 and 1806

Sugar confectionary
including white chocolate,
and chocolate and other
foods containing cocoa

Honey

0409

Natural honey

Live Plants

06

Includes bulbs, live plants,
cut flowers and ornamental
foliage.

Source: Harmonised Commodity Description and Coding System
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3.1 Wine and vermouth
Market Snapshot
• Wine and vermouth are important EU exports to Japan in terms of value and quality. Japan
is the third largest wine market in the Asia-Pacific
region and it is “the 2nd biggest wine importer in
Asia.”67 In terms of imports of EU wines, Japan is the
sixth biggest trading partner for the EU.68 The size
and the projected growth of the market in Japan offer
a large potential for EU wine producers.
Market size and market share
The market for wine in Japan is relatively new: The
demand for red and white wine increased in the late
1990s as a result of promotion by media. This
popularity did not last long and the demand for wine
collapsed until 2010, when the demand for wine increased significantly. The newfound popularity
can be attributed to the availability of cheap, good quality wines on the market. Nowadays, over
half of the Japanese population drinks wine at least once a week, and 7 per cent of the population
drinks wine daily.69
In 2012, domestically produced wine accounted for around 33 per cent of the total Japanese wine
consumption, with imported wines holding the remaining 67 per cent. This can be contributed to
the different categories that technically classify as domestic wine: kokunaisan, wine made
exclusively from domestic materials; kokusan, wine made from imported ingredients; and yunyu,
imported wine that was bottled in Japan.70 The share of kokunaisan in the Japanese market is only
3.5 per cent.71
The Japanese import of wine and vermouth has overall experienced significant growth over the
past decades. For the last few years, this growth has been more moderate. The imports of wine,
including protected designation of origin (PDO) and protected geographical indication (PGI)
wine, were valued at EUR 1,355.303 million in 2016, which constitutes an increase of 10.6 per
cent since 2012. On the other hand, the import of vermouth has been irregular. Between 2012
and 2015, the value of imported vermouth increased by 53 per cent to EUR 11,020 million.

“Market Trends and Outlook”, Wine and Gourmet Japan, last accessed on 22 August 2017, available at:
http://www.wineandgourmetjapan.com/market-trends-outlook-0/
68 Maria Carla Dobronauteanu, “The Wine Market in Japan: An Assessment of Challenges and Opportunities
for Central and Eastern European Producers”, EU-Japan Centre for Industrial Cooperation, July 2014
available at: http://www.eu-japan.eu/sites/default/files/publications/docs/japanwinemarketreport2014.pdf
69 Ibid.
70 Ibid.
71 Jean-Etienne Gourgues, “Wine and spirits market in Japan: Barriers and opportunities” , Pernod Ricard
Japan, Prepared for the European Commission, 10 November 2013 available at:
http://ec.europa.eu/agriculture/events/2013/visit-japan-and-south-korea/pdf/japan/6-gourges-japanbarriers-and-opportunities_en.pdf
67
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However, in 2016 the value of imported vermouth decreased by 30 per cent to EUR 7.966
million.72
In 2015, the EU exports of wine to Japan were valued at EUR 963.40 million, accounting for 69.4
per cent of the total Japanese wine import. This reflects a decrease in the market share of EU
exports compared to 2010, when the exports were valued at 681.10 million, accounting for 77.1
per cent of the total Japanese import. The EU exports of vermouth to Japan was worth EUR 10.40
million in 2015, which is 96.3 per cent of the total Japanese vermouth import. In this regard, the
EU has realised an increase in the market share compared to 2010, when the EU export was worth
EUR 5.10 million, allowing for a share of 87.9 per cent.73
Figure 12) Wine imports to Japan by the four main EU exporters, millions of euros
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From the figure above it becomes clear that France has a dominant position in the market for
export of wine to Japan, holding a 70.9 per cent share of the total EU wine exports to Japan and a
51 per cent share of the total Japanese wine import in 2015. This demonstrates a decrease in the
market share compared to 2010, when French wine accounted for 72.1 per cent of the total EU
wine exports and 55.6 per cent of the total Japanese wine import. The second biggest EU
exporting Member State is Italy, which in 2015 accounted for 17.4 per cent of the total EU wine
exports to Japan. Italy has increased its market share compared to 2010, when Italian wine made
up 16 per cent of the total EU wine exports. Italy is followed by Spain - with a share of 9 per cent
of the total EU wine exports to Japan - and Germany, with a share of 1.5 per cent.75
It has proven rather difficult for Central and Eastern European countries - such as Bulgaria (0.1
per cent of the total EU wine exports to Japan in 2015), Croatia (0.02 per cent) and the Czech
Republic (0.003 per cent) - to import their wines to Japan. The cause for this could be the
©Trade Map, International Trade Centre, www.trademap.org
©Trade Map, International Trade Centre, www.trademap.org
74
©Trade Map, International Trade Centre, www.trademap.org
75 Ibid.
72
73
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importance of country branding for Japanese consumers: 54 per cent of Japanese consumers take
the country of origin of a wine into account in their choice. This creates a problem for Central and
Eastern European countries, lacking of strategies for country branding.76
Figure 13) Wine and vermouth imports to Japan by the four main exporters, millions of
euros
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While wine is generally imported by Japan from the traditional wine producing regions such as
France, Italy and Spain, producers in other parts of the world - the so called New World producers
- are also starting to gain some ground. Other main exporters of wine are Chile, the United States
of America and Australia, although their share in the Japanese import of wines and vermouth is
still significantly smaller than the EU’s share. Whereas in 2015 the overall market share for the
EU was 72.1 per cent, this was 13.7 per cent for Chile, 7.5 per cent for the United States of America
and 2.7 per cent for Australia.78
Red wine is by far the most popular wine in Japan, as 50 per cent prefer red wine. The second
most favourite wine is white wine, which makes up about 38 per cent of all wine consumed.
Finally, 12 per cent of Japanese consumers prefer Rose.79

Maria Carla Dobronauteanu ,“The Wine Market in Japan: An Assessment of Challenges and Opportunities
for Central and Eastern European Producers”, EU-Japan Centre for Industrial Cooperation, July 2014
available at: http://www.eu-japan.eu/sites/default/files/publications/docs/japanwinemarketreport2014.pdf
77
©Trade Map, International Trade Centre, www.trademap.org
78 ©Trade Map, International Trade Centre, www.trademap.org
79 Maria Carla Dobronauteanu, “The Wine Market in Japan: An Assessment of Challenges and Opportunities
for Central and Eastern European Producers”, EU-Japan Centre for Industrial Cooperation, July 2014
available at: http://www.eu-japan.eu/sites/default/files/publications/docs/japanwinemarketreport2014.pdf
76
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Though the market share might not be substantial, Japan is the second largest market for
sparkling wine.80 The market for sparkling wine is experiencing rapid growth as it became more
approachable for consumers, not only used at celebratory occasions.81
Growth drivers and trends
The Japanese market for wine has a big potential for PDO and PGI EU wines because of the
Japanese consumer’s preference for wine with a famous brand name or country of origin. The
market in Japan has grown rapidly over the past decades and it is predicted to expand even
further in the near future. The markets for red, white and rosé are expected to grow steadily,
while the consumption of sparkling wines is expected to increase by a significant number. This
growth is especially driven by a greater variety in terms of grape types and prices.
The trend of a demand for lower-priced wines is expected to continue in the future. The market
for wines below EUR 3.90 and between EUR 7.90 and EUR 11.80 will continue to expand. These
lower-priced wines are especially popular among the younger consumers. Additionally, the sales
of high-end, high-quality wines priced over EUR 23.60 are expected to increase as well. A definite
group of Japanese consumers value high quality wines and show an interest in unique stories and
facts about the background of the wine.82
Another trend in Japan concerns the packaging of wine. As
Japanese
consumers
demanded
more
convenience,
polyethylene terephthalate (PET) bottles have been introduced
in the wine market. Additionally, the number of small packaging
has increased in Japan. This is a result of changing
demographics, as the elderly generation tends to drink less and
the single-person households require smaller amounts. These
small bottles of wine are often sold at convenience stores.
Lastly, on-premise consumption of wine continues to increase
as the Japanese economy improves and wine has become
available in a wide price range and varieties. In this respect, the
Japanese izakaya, informal gastropubs, and standing wine bars
have become increasingly popular, especially with the middleaged consumers. Consumption of wine at home is also still
popular, especially because supermarkets offer a wide variety of affordable wines.83
Geography and major markets
Japan imports the majority of its wine, the main reason being that Japan is unsuitable for
viticulture. The acidity of Japan’s soil and the wet and humid climate with a lack of sunshine hours
can lead to damage to the grapevines.

Ibid.
Iibd.
82 U.S Department of Agriculture, Foreign Agriculture Service, “Japan Wine Report”, GAIN Report, 1 May
2015 available at:
http://gain.fas.usda.gov/Recent%20GAIN%20Publications/Wine%20Annual_Tokyo%20ATO_Japan_5-12015.pdf
83 Ibid.
80
81
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The main region for wine production in Japan is Yamanashi, on the Honshu island. The city Kōshū
forms the centre of this region as the place where wine making and grape growing originated
from. Other important regions for wine production are Nagano and Yamagata, both on the Hoshu
island, and the Hokkaido island. The wine produced in Japan is mainly intended for domestic
consumption. However, wine made from the koshu grape, a pink skinned grape that yields dry
and semi-dry white wine with fresh citrus notes, constitute Japan’s primary wine export.84
Distribution
The distribution of wine is regulated under the Liquor Tax Law, which states that wine can only
be distributed through retailers with liquor licenses. In Japan, wine distribution often follows a
three or four tier system, moving from the producer to one or two wholesalers, to eventually end
up at a retailer.
About half of the wine consumed in Japan is distributed through retail outlets, such as
supermarkets and convenience stores. The other half of the wine is consumed on-premise, for
example in bars, restaurants and hotels. Both on-premise and off-premise consumption of wine
is expected to increase as a result of economic recovery and a wider availability of affordable wine
in restaurants, bars, supermarkets and convenience stores. Due to its popularity, supermarkets
and convenience stores are giving more shelf space to wine, thereby diversifying and expanding
the assortment.
Supermarkets often sell affordable wines up to EUR 15.70, often of Chilean and Spanish origin but
also increasingly from Italy and the United States of America. Convenience stores often sell wines
up to EUR 11.80, mostly domestic wine. A new trend in the convenience stores is the sale of small
bottles of wine.
Next to supermarkets and convenience stores, wine is also sold in wine speciality stores. The
number of wine speciality stores in Japan has increased over the past decade and the trend has
moved from Tokyo to other urban areas of the country. These speciality stores often sell imported
wines and have employees with broad knowledge of the different types of wines, consumption
and storage practices.
Other popular outlets for wine are the liquor chain store Yamaya – which often offer discounts on
imported wine, and online wine stores – which often sell mid to high priced wine. The online sale
of wine is becoming increasingly popular with the young Japanese consumers.85

Maria Carla Dobronauteanu, “The Wine Market in Japan: An Assessment of Challenges and Opportunities
for Central and Eastern European Producers”, EU-Japan Centre for Industrial Cooperation, July 2014,
available at: http://www.eu-japan.eu/sites/default/files/publications/docs/japanwinemarketreport2014.pdf
85 U.S Department of Agriculture, Foreign Agriculture Service, “Japan Wine Report”, GAIN Report, 1 May
2015, available at:
http://gain.fas.usda.gov/Recent%20GAIN%20Publications/Wine%20Annual_Tokyo%20ATO_Japan_5-12015.pdf
84
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Figure 14) Distribution channels for imported wine in Japan

Source: ©Japan External Trade Organisation
Consumer profiles
While wine was originally consumed to celebrate special occasions, it has gained status as an
everyday drink and starts to replace beer as the preferred drink amongst younger consumers.
Wine is popular amongst both men and women, where women make up the greater percentage
of wine consumers (55 per cent). Women are also more likely to attend wine tastings, classes and
seminar than men. As wine has become affordable, its popularity is not tied to a specific income
class. Furthermore, it is a popular drink among all age ranges.86
The middle-aged and older generation Japanese consumers prefer high-end, high-quality wines.
These age groups have the disposable income to be able to purchase these wines. Especially 30
to 40 year olds purchase wines over EUR 23.60 and participate in wine schools and wine-themed
dinners. The younger generation, which rejects traditional drinks such as sake and shochu, has a

Maria Carla Dobronauteanu, “The Wine Market in Japan: An Assessment of Challenges and Opportunities
for Central and Eastern European Producers”, EU-Japan Centre for Industrial Cooperation, July 2014
available at: http://www.eu-japan.eu/sites/default/files/publications/docs/japanwinemarketreport2014.pdf; “Japan Wine Report” 1 May 2015 available at:
86
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greater interest in affordable wine. They particularly favour sparkling wine instead of beer,
especially women.87
Wine consumption is the largest in urban areas, especially in the Tokyo area. In Tokyo, the
consumption of premium wines is the highest, as well as on-premise consumption of wine. In
rural areas, there is a preference for traditional drinks, such as shochu, sake and beer.88
The preferred drink amongst Japanese consumers is red wine, followed by white wine, sparkling
wine and rosé wine. The favoured wines for red wine are Cabernet Sauvignon (36 per cent),
Merlot (25 per cent) and Pinot Noir (22 per cent), and the preferred wines for white wine are
Chardonnay (45 per cent), Sauvignon Blanc (23 per cent) and Rieseling (15 per cent). Sparkling
wine has become popular because it goes well with Japanese dishes, and the popularity of
sparkling wine is expected to increase even further in the near future.89
The Japanese consumer is especially concerned with the price-quality ratio, and the majority of
the consumers are willing to pay EUR 3.90 to 7.60 for a 750 ml bottle of wine. These low to midrange wines are the most popular. Almost equally concerned is the Japanese consumer with the
country of origin of the wine, as they prefer wines from famous regions.90
Market Access and Entry
Wines and vermouth do not face specific market access restrictions in Japan, though market
access is restricted for certain food additives.91 As such, market access is available for all
exporters who have completed and submitted the required forms and comply with the
requirements of Japanese import procedures and relevant standards.
Customs procedures
Documentation required for import into Japan includes:
▪

▪
▪
▪
▪

Reporting Requirements on Cargo (i.e. Advance Information on Maritime Container
Cargo; Inward Declaration for Aircraft; Inward Declaration for Vessels; Manifest for
Aircraft; Manifest for Vessels; and Permit to Discharge Maritime Cargo);
Customs Import Declaration;
Commercial Invoice;
Bill of Lading or Air Waybill;
Packaging List (if deemed necessary);

U.S Department of Agriculture, Foreign Agriculture Service, “Japan Wine Report”, GAIN Report, 1 May
2015 available at:
http://gain.fas.usda.gov/Recent%20GAIN%20Publications/Wine%20Annual_Tokyo%20ATO_Japan_5-12015.pdf.
88 U.S Department of Agriculture, Foreign Agriculture Service, “Japan Wine Report”, GAIN Report, 1 May
2015 available at:
http://gain.fas.usda.gov/Recent%20GAIN%20Publications/Wine%20Annual_Tokyo%20ATO_Japan_5-12015.pdf.
89 Maria Carla Dobronauteanu, “The Wine Market in Japan: An Assessment of Challenges and Opportunities
for Central and Eastern European Producers”, EU-Japan Centre for Industrial Cooperation, July 2014
available at: http://www.eu-japan.eu/sites/default/files/publications/docs/japanwinemarketreport2014.pdf
90 Ibid.
91 The full list of approved food additives as of the date of publication can be found here.
87
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Freight Accounts (if deemed necessary);
Insurance Certificate (if deemed necessary);
Detailed statement on reductions of or exemption from customs duty and excise tax (if
applicable);
Proof of payment of customs duties (in case of dutiable goods); and
A non-preferential proof of origin.

Specific required documents related to the import of wine and vermouth include:
▪
▪
▪
▪

Licence to sell alcoholic beverages (under the Liquor Tax Law);
Authorisation of Foreign Foodstuffs Manufacturers;
Import Notification for Food and Food Products; and
Certificate of Analysis.

These documents and data required for customs clearance may be submitted prior to arrival to
facilitate and shorten the procedures. The person responsible for import declarations is the
importer, who may appoint a customs broker - who must be duly registered as an import
management entity with the Japanese customs authorities.
More information on procedures and formalities for the import of wine and vermouth: here
SPS measures
SPS measures governing the import of wine are in line with international standards. However,
the Japanese list of accepted food additives is not in line with the applicable international
standards.
Labelling
Wine is subject to labelling requirements under Japanese national standards and incorrectly
labelled products may not be sold, displayed with intent to sell or used for any other commercial
purposes. The requirements for labelling are set out under the Food and Sanitation Act, the
Measurement Law, the Law Concerning Liquor Business Association and Measures for Securing
Revenue from Tax and the Act against Unjustifiable Premiums and Misleading Representation. All
wine labels must include information in Japanese on:
▪
▪
▪
▪
▪
▪
▪

Product name;
List of food additives used;
Alcohol content expressed in volume;
Information whether the beverage is effervescent;
Name and address of the importer and distributor;
Warning statement that the beverage is not to be consumed by minors; and
Reference to origin and quality standards.

Requirements can vary depending upon point of entry and national standards are subject to
change, exporters should work closely with importers with relevant expertise prior to making
shipments to ensure that the most recent standards are complied with.
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Intellectual property rights
Wines enjoy protection as granted in accordance with the TRIPS agreement and under Japanese
national legislation. The Law Concerning Liquor Business Associations and Measures for Securing
Revenue from Liquor Tax protects the GI for alcoholic beverages. Additionally, a trademark
consisting of the place name and the name of the product can be registered under the Trademark
Act.
These systems allow a producer to convey the uniqueness of a certain regional product by
distinguishing them from products originating in other geographic regions. In case of
infringement and counterfeit, the holder of the trademark can demand injunction and demand
the person to take measures for the prevention of infringement.
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3.2 Spirits
Market Snapshot
The market for spirits in Japan is relatively
stable, having returned to positive growth in
2014 after seven years of moderate decline in
sales volume. Consumption of whiskies and
liqueurs is expected to grow during the next
several years, offsetting decreased sales of
rums, white spirits and local spirits like shochu.
Growth trends in whisky, liqueur, brandy,
cognac, and similar spirit consumption volumes
make for a highly attractive market, particularly
for EU geographic indication (GI) producers
whose status is associated with quality and desirability.
Japanese spirit consumer interest can be atypically short-duration. At the same time, there is an
emerging trend away from local spirts towards foreign imports. Whilst the market may continue
to fluctuate over coming years, opportunities will continuously present themselves as
preferences evolve.
Market size and market share
In the Asia Pacific region, Japan ranks as the third spirits consumer in litters per capita after South
Korea and Thailand. In 2015, Japanese consumed 10.52 litters of distilled spirits per capita.
However, Japan is ”No.1 spirits importer in the Asia Pacific Region,” and the third largest in the
world92.

“Market Trends and Outlook”, Wine and Gourmet Japan, last accessed on 25 August 2017, available at:
http://www.wineandgourmetjapan.com/market-trends-outlook-0;
92
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Figure 15) Japanese imports of spirits by country of origin, millions of euros
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The Japanese market remains one of the largest in the world for EU spirits, although there is
stiff competition from South Korean, American, Canadian, and other large exporters. The
majority of this export value was generated by France and the United Kingdom, which alone
accounted for 89 per cent of the EU’s spirits export sales in 2015.94 Figure 16) EU share of
Japanese spirits imports by category, per cent
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Source: ITC Trade Map95
Growth drivers and trends
The growth prospects for the spirits market are mixed as changing consumer enthusiasm
generates rapid fluctuations depending on product category.

©Trade Map, International Trade Centre, www.trademap.org
© Trade Map, International Trade Centre, www.trademap.org.
95
©Trade Map, International Trade Centre, www.trademap.org
93
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Figure 17) Spirits’ market share by price platform, volume
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As market shares of locally produced spirits decline, growth forecasts for liqueurs and whiskies
remain positive. However, EU imported whiskies are expected to face strong competition from
Japanese whiskies, for which the largest sales gains are anticipated. Equally, competition from US
bourbon producers will be an important factor. Brandy and Cognac sales are expected to remain
stable. Macroeconomic and demographic trends indicate that while alcohol consumption by
volume might decrease in coming years, consumers are more likely to seek out higher-end
premium spirits. Real gross domestic product (GDP) growth in Japan is expected to remain

96

© Source: “Euromonitor International, “Alcoholic Drinks in Japan”, 2015.
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sluggish, and disposable incomes are projected to decrease with the introduction of a new 10 per
cent sales tax in 2017. Nonetheless, the effects of these indicators on alcohol consumption are
disputed; it is the trend towards an aging population and increased health consciousness that
should drive growth in premium spirits sales growth.97 Conversely, the minimum drinking age is
comparatively high in Japan, at 20 years old, and demand among young adult consumers is
weaker than in comparable markets.
Since 2013, the spirits market has been driven by a vitalization trend of the cocktail culture,
proposing new concepts and ways of drinking. For example, brands such as Kirin Brewery
Company, Kirin Diageo and Suntory introduced a simple concept of mixing one’s favourite drink
with another alcoholic beverage – a popular product being “variety Mojito” developed by Suntory
targeting various spirits brands. Another concept also implemented by Kirin and Suntory since
2012 is the “RTS” or ready to serve as an alternative to canned “RTD” or ready to drink. Finally,
the trend of “flavoured whiskeys” has become a popular category of spirits with added flavours,
such as “Wild Turkey American Honey” introduced by Pernod Ricard Japan.98
Imports of premium scotch whiskies, cognacs, bourbons and brandies remain desirable gift
options conforming with Japanese etiquette.

© Source: Euromonitor International, “Alcoholic Drinks in Japan”, 2015
“Spirits and Liqueur – Vitalization of the Cocktail Culture”, FOODEX Japan Food Business Research, Japan
Management Association, 28 October 2013, available at:
https://www.jma.or.jp/foodex/en/img/trends/today/japan_today_alcoholic08.pdf
97
98
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EU Exports, euros
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Figure 18) EU exports by product category, millions of euros
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After impressive growth in the 1990s (and similar to what has recently been observed in China),
import volumes of French GI Cognac, have subsided in recent years. Cognacs typically perform
well in emerging markets where they are sought as status indicators. However, the mature
Japanese market - coupled with recent austerity policies under the Abe government - undermine
the likelihood of dramatic growth in coming years. Nonetheless, Cognac remains sought after in
the higher end market cohort, especially as a digestif among the business community.
Whereas brandy and cognac exports to Japan have remained relatively stable since 2011, sales of
Scotch Whisky, including GI Scotch Whisky, have risen dramatically. The value of EU whisky
exports to Japan recovered spontaneously between 2014 and 2015, from a low of EUR 59 million
to a peak of EUR 120 million for the reference period. In some ways, EU whiskies are perceived
as more ‘accessible’ spirits among Japanese consumers interested in foreign imports, as there is
a culturally established and commercially successful category of parallel products - Japanese
whiskies. Sales growth is forecasted for blended scotch whiskies, while contractions are
anticipated in consumption of Irish and single malt whiskies from the EU.
Like many European spirits, Polish Vodka including GI Polish Vodka exports to Japan rose steadily
between 2011 and 2015, from EUR 63,937 to EUR 205,815. These figures are less dramatic than
those observed for Scotch Whisky.99 This is likely because vodkas are less likely to be purchased
as gifts and are less often considered as premium products. France and Italy are the leading EU
exporters of vodka to Japan, but face entrenched competition from South Korea, which exports
large volumes to Japan by a Smirnoff manufacturing facility.
Geography and major markets
The major markets for imported spirits continue to be Tier 1 cities where there are developed
consumer bases and established distribution networks. These cities are, however, marked by high
“EU trade since 1995 by HS6”, Eurostat, 16 December 2015 available at:
http://ec.europa.eu/eurostat/data/database.
99
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levels of competition and building brand awareness can be challenging for new entrants to the
market.
Spirits consumption varies regionally. Per capita consumption is highest in the prefectures of
Kagoshima, Miyazaki, Tokyo and Akita, whereas gross consumption is highest in the prefectures
of Tokyo, Kochi, Aomori and Miyazaki.100 For imported spirits, regions within the North and North
East regions’ trade links and proximity to the Russian Federation translate to greater awareness
of vodka, whilst in the South consumers show greater preference for grape and fruit based spirits
and drinks.
The cosmopolitan nature of cities like Tokyo, Osaka, and others make them naturally important
markets. Similarly, urban areas where Japanese spirits producers are already established, such
as Sapporo where the eponymous Sapporo Holdings distributes several spirits on licence, will
remain contested markets.
Figure 19) Alcohol consumption intensity in Japan by prefecture

Source: © Statistics Japan101
Distribution
Regulations on alcohol sales have been gradually relaxed since 2001, leading to an increase in the
number of retail (off trade) outlets. At the same time, the social dimension of spirits consumption
and spirits’ presence as a key ingredient in many cocktails lends to sales in restaurants, bars, and
other (on trade) establishments. This is especially the case for spirits, compared with other
categories of alcoholic beverages, as they often require specialised knowledge to be mixed into
appealing cocktails and are considered an integral component of business-social culture.

“Consumption of Alcohol”, Statistics Japan, November 2017, available at: http://statsjapan.com/t/kiji/14569
101
“Consumption of Alcohol”, Statistics Japan, November 2017, available at: http://statsjapan.com/t/kiji/14569
100
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In 2014, the volume of spirits sold off trade was more than twice the volume sold on trade: 725.5
million litres compared to 322.1 million litres. Leading this distribution category are
supermarkets, with nearly half of spirits sales by volume. Furthermore, while overall share is still
small, internet retail outlets have posted impressive growth during the reference period.
Historical distribution shares of major outlets are indicated in Figure 20.
Additional information is available through the National Tax Agency’s “Alcohol Report” (in
Japanese).
Figure 20) Japan off trade spirits distribution breakdown, per cent
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Retail channels traditionally have held a dominant position in the distribution chain due to the
status of imported spirits as a luxury good and the reliance of on trade establishments on trusted
establishments for the distribution of products within local markets.103 For high end products
some distributors offer direct sales to consumers on VIP client lists and whilst this may have high
profit margins for sales the consumer base will be restricted to high net worth individuals.
Specialist alcohol and tobacco shops within larger urban centres are increasingly offering limited
selections of imported spirits. Supermarkets and hypermarkets do not usually dedicate
significant store space for imported spirits but could increase their market share if the industry
shifts towards mid-price-point products targeting middle class and affluent consumers. Lifestyle
and boutique retailers for food and beverages can stock selections of mid- to high-end spirits that
may not be available via other retail channels. These stores can help build brand awareness and
act as an entry point for new brands, however the consumer base and volume of sales will be
limited.
High-end hotels and restaurants had traditionally stocked selections of imported spirits to cater
for large banquets. Due to the restructuring of the sector in response to austerity measures this
channel may experience slower growth and loss of market share for sales. At the same time, there

© Source: Euromonitor International, “Alcoholic Drinks in Japan”, 2015
U.S Department of Agriculture, Foreign Agriculture Service, “Japan’s Wine Market Continues Growth”,
GAIN Report, 26 February 2014, available at:
http://gain.fas.usda.gov/Recent%20GAIN%20Publications/Wine%20Annual_Tokyo%20ATO_Japan_226-2014.pdf.
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has been growth in the Izakaya phenomenon in Japan, where it is common for patrons to come
after work and pay high premiums for spirits accompanied by small snacks.
Online retail is a growing sector within Japan, and although there may be challenges for the
regulation of B2B platforms, its growth potential should not be ignored for those wishing to reach
more tech savvy consumers and expand their geographical coverage.
Consumer profiles
The traditional target market for imported spirits has been middle-aged to senior male
businessmen who would consume spirits as part of banquets or in other social settings. Spirits
with high price tags and easily recognisable brands would be gifted and consumed to give face to
both the recipient and the benefactor in order to improve interpersonal and professional
relationships. Spirits are increasingly popular with men and women who find the taste of beer
and other alcoholic beverages unpalatable; consumption of cocktails with spirit bases is
increasingly prevalent in Japan. The per capita average rate of annual alcohol consumption is 10.4
litres for men and 4.2 for women.104
Female consumers, although not a significant segment of the spirits market, are acting as a growth
driver for some imported spirits. Despite small consumption shares for most spirits, many of
which are associated with being a male drink, imported spirits are seen by women to be more
socially acceptable and consumption by young professional women has risen in recent years.
Market Access and Entry
Spirits do not face specific market access restrictions in Japan, though market access is restricted
for certain food additives, with prohibition on copper sulfates and sorbic acids for exmaple.105 As
such, market access is available for all exporters who have completed and submitted the required
forms and comply with the requirements of Japanese import procedures and relevant standards.
Customs, SPS requirements, and labelling
The customs procedures for the import of spirits are relatively straightforward and effective
collaboration with importers and Japanese authorities can ensure the timely clearance of goods
for the market.
Customs procedures
Documentation required for importing spirits into Japan includes:
▪

▪
▪
▪
▪
▪

Reporting requirements on cargo (i.e. advance information on maritime container cargo,
inward declaration for aircraft, inward declaration for vessels, manifest for aircraft,
manifest for vessels, and permit to discharge maritime cargo);
Customs import declaration;
Commercial invoice;
Bill of lading or air waybill;
Packaging list (if deemed necessary);
Freight accounts (if deemed necessary);

© World Trade Organization (WTO) 2014,“Japan – Alcohol Consumption: Levels and Patterns” available
at: http://www.who.int/substance_abuse/publications/global_alcohol_report/profiles/jpn.pdf
105 The full list of approved food additives as of the date of publication can be found here.
104
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Insurance certificate (if deemed necessary);
Detailed statement on reductions of or exemption from customs duty and excise tax (if
applicable);
Proof of payment of customs duties (in case of dutiable goods);
And a non-preferential proof of origin.

Specific required documents related to the import of spirits include:
▪
▪
▪
▪

Licence to sell alcoholic beverages (under the Liquor Tax Law);
Authorisation of Foreign Foodstuffs Manufacturers;
Import Notification for Food and Food Products; and
Certificate of Analysis.

These documents and data required for customs clearance may be submitted prior to arrival to
facilitate and shorten the procedures. The person responsible for import declarations is the
importer, who may appoint a customs broker – who must be duly registered as an import
management entity with the Japanese customs authorities.
In line with obligations under the Convention on the International Trade of Endangered Species
of Wild Fauna and Flora certain spirits that contain plants of endangered species face additional
import requirements.
More information on procedures and formalities for the import of spirits: here.
SPS measures
SPS measures governing the import of spirits are in line with international standards. However,
the Japanese list of accepted food additives is not in line with the applicable international
standards.
Labelling
Spirits are subject to labelling requirements under Japanese national standards and incorrectly
labelled products may not be sold, displayed with intent to sell or used for any other commercial
purposes. The requirements for labelling are set out under the Food and Sanitation Act, the
Measurement Law, the Law Concerning Liquor Business Association and Measures for Securing
Revenue from Tax and the Act against Unjustifiable Premiums and Misleading Representation. All
spirits labels must include information in Japanese on:
▪
▪
▪
▪
▪
▪
▪

Product name;
List of food additives used;
Alcohol content expressed in volume;
Information whether the beverage is effervescent;
Name and address of the importer and distributor;
Warning statement that the beverage is not to be consumed by minors; and
Reference to origin and quality standards.

Requirements can vary depending upon point of entry and national standards are subject to
change, exporters should work closely with importers with relevant expertise prior to making
shipments to ensure that the most recent standards are complied with.

64 | P a g e

Tastes of Europe Japan – Market Entry Handbook

Intellectual property rights
As Spirits are a high value commodity, and consumer awareness of how to spot low grade or fake
products can be low, counterfeit products can pose an issue for brand owners. Registering all
trademarks including logos, bottle designs and labels is a must. Careful monitoring of your supply
chain, market surveillance, and cooperation with the relevant Japanese authorities can minimise
the risk of infringement of intellectual property and allow for timely measures to be taken if this
does occur.
Spirits enjoy protection as granted in accordance with the TRIPS agreement and under Japanese
national legislation. The Law Concerning Liquor Business Associations and Measures for Securing
Revenue from Liquor Tax protects the GI for alcoholic beverages. Additionally, a trademark
consisting of the place name and the name of the product can be registered under the Trademark
Act.
These systems allow a producer to convey the uniqueness of a certain regional product by
distinguishing them from products originating in other geographic regions. In case of
infringement and counterfeit, the holder of the trademark can demand injunction and demand
the person to take measures for the prevention of infringement.
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3.3 Beer
Market Snapshot
Beer has been present in Japan with large-scale local production for over a hundred years.
Domestic producers of typically light, pilsnerstyle lagers collectively hold more than 90 per
cent of market share by volume. This dominance
means that export potential for EU producers is
most auspicious for craft, artisanal and other
premium original beers.
Beer consumption is relatively widespread in
Japan, although drinking habits and consumer
sensitivities are different from those in Europe.
Domestic domination of the low-price-point
market, relative lack of competition and the legacy
of a ban on brewers that did not meet a minimum production threshold all mean that the
successful positioning of new brands will focus on capitalising on growing niche markets, rather
than mainstream consumption.
Market size and market share
The beer industry in Japan is characterised by large volume but low product diversity and unit
value for domestic macro brewers. Profit margins are lower for beer than other types of alcohol,
particularly spirits, as there is less mark-up potential. Consumers are willing to pay high prices
for the cachet associated with high-end spirits, where margins are considerably higher, but many
consumers do not attach the same status to beer.
The four largest producers by volume in Japan are Asahi, Kirin, Suntory and Sapporo - who held
a combined 91.0 per cent market share in 2014. While production by these breweries has
historically been relatively homogenous, they increasingly include new, diversified products and
foreign beers produced on licence, such as Carlsberg (Suntory) and Peroni/Grolsch (Asahi).
Although the size of the Japanese beer market has been in decline, it was nonetheless the largest
category of alcoholic beverage consumption by sales value in 2014; the value of the beer market
exceeded that of the next largest, spirits, by nearly 100 per cent. By volume, two out of every three
alcoholic drinks consumed in Japan during 2014 were beers.106
Whereas domestic production volumes decreased nearly 12 per cent between 2008 and 2013,
import volumes increase more than 20 per cent over the same reference period. Of the ten largest
beer exporters by volume to Japan in 2013, five were EU producers (Belgium, Germany, Ireland,
UK and Netherlands). These figures are likely to be understated, as they exclude beers produced
on licence or in Japan or third countries that then distribute to Japan.

© World Trade Organization (WTO) 2014,“Japan – Alcohol Consumption: Levels and Patterns” available
at: http://www.who.int/substance_abuse/publications/global_alcohol_report/profiles/jpn.pdf.
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Figure 21) Selected trends in Japanese beer production, exports, imports and apparent
consumption, millions of litres
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As consumption of traditional lagers has fallen, domestic producers have introduced new dark,
non-alcoholic and “third beer” or similar products. Sales of mid-priced and economy domestic
lagers fell steeply between 2009 and 2014, although domestic premium lager sales growth was
positive and actually outpaced that of imported premium lagers. Overall, growth was most
pronounced for Weissbiers, for which there is a larger market than dark ales and strong growth is
expected to continue into the foreseeable future.108
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Figure 22) Beer sales trends by selected product category in Japan, billions of yen
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The value of EU exports to Japan grew slightly – after recovering from a drop between 2013 and
2014 – and reached EUR 31.43 million in 2015. This export value represents more than 57 per
cent of the global share. Although Irish exporters held a dominant share of beer sales to Japan in

© Source: Euromonitor International, “Beer in Japan”, 2015.
Ibid.
109 Ibid.
107
108
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2011 and 2012, shares trended towards a more equal distribution between the four leaders in
2015. 110
Figure 23) Principal EU Member State exporters of beer to Japan, thousands of euros
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Growth drivers and trends
The prevailing trend in the Japanese beer market is the decline of the oligopoly’s signature light,
domestic pilsner-style beers. These traditional mainstays are being replaced by both increased
competition from foreign imports and product innovation by Japan’s largest brewers.
Equally, macroeconomic stagnation is having a bifurcated effect on consumption, driving growth
in both economy- and premium-range beers. As consumers economize in response to austerity
policies and relative weakness of the yen, the strategic decision revolves around either paying
less per unit to maintain consumption volume or seeking greater value from a smaller quantity
of overall consumption.112 In the latter scenario, consumers might purchase beer less frequently
- perhaps only when dining out on weekends - and substitute the remainder of normal
consumption with happoshu or “third beer”
At the same time, Japan’s demographics mean that there is a shrinking market for beer
consumers. Japan’s minimum drinking age is 20, which is relatively high. At the other end of the
spectrum, senior citizens are not as important consumers of beers as they are for certain other
types of alcoholic beverages.
Although shifting demographics and consumer preferences mean beer sales are likely to decrease
for the foreseeable future, the market will retain its significant size and should present good
growth opportunities for new entrants delivering exciting products. Sales of imported lagers,

Data compiled from ©“Trade Map”, ITC Trade Map, www.trademap.org
©Trade Map, International Trade Centre, www.trademap.org
112 Japan External Trade Organization, “Guidebook for Export to Japan (Food Articles) 2011 <Alcoholic
Beverages>”, Section IV.4, p.19, March 2011 available at:
https://www.jetro.go.jp/en/reports/market/pdf/guidebook_food_alcoholic_beverages.pdf.
110
111
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dark ales and wheat beers are expected to grow in value towards 2019 and increase market share
over domestic products.
Following the amendment of restrictions on minimum production restrictions for alcoholic
drinks, there are an increasing number of craft beer breweries in Japan, which may further
cultivate consumer exposure to a larger variety of beers and bolster demand for premium
imported beers. “According to The Craft Beer Association, as of 2015 there were 241 microbreweries
in Japan and there has been a compound annual growth rate in production of more than 18 percent
since 1995.” 113
Increased numbers of Japanese studying, working and travelling abroad can also diffuse
knowledge of European beer in their home country, and build brand awareness that can be
leveraged in the Japanese market.
Although fairly consistent throughout the year, there is a seasonal dimension to sales of certain
beers. Specially packaged cases of beer have traditionally been an accepted gift during the
summer and winter gifting holidays. These phenomena present unique opportunities to EU
producers interested in specialised packaging and those who typically market seasonallyoriented products, such as summer or winter ales.
Geography and major markets
The average volume of beer consumption is around 45 litres per year, with prefectural averages
ranging from 34.88 to 81.79 litres. Per capita beer consumption is highest in Tokyo, Kochi,
Okinawa, Osaka, and Niigata prefectures.114
Large urban centres are the main markets for imported beers, partly due to greater selection and
availability. Lower-tiered cities are seen by macro breweries as future growth markets, however
there is strong competition. Brand positioning as a premium beer may allow for future niche
markets in tier 2 and 3 cities, although this may require extensive marketing as brand awareness
is currently low.
Distribution
Supermarkets have consistently held the largest share of off-trade beer sales in Japan, with nearly
double the distribution of the next largest outlet, convenience stores. Specialty shops lost
distribution shares between 2011 and 2014, while non-store retailers - internet and home
shopping vendors - and mass merchandisers registered slight gains.
On trade, the largest distribution outlets for imports of European beer in Japan are through bars
and izakayas, an informal type of Japanese gastropub. Restaurants catering to a predominantly
foreign clientele or serving European cuisine also account for a significant share of on-trade
imported beer distribution.115

Crago Sarah, “Craft beer gets confrontational at the 2016 Japan Brewers Cup”, The Japan Times, 5
February 2016 available at: http://www.japantimes.co.jp/life/2016/02/05/food/craft-beer-getsconfrontational-at-the-2016-japan-brewers-cup/#.VwtkI_l97mg.
114 Data compiled using National Tax Agency statistics on the Liquor Tax Act.
115 ©Japan External Trade Organization, “Guidebook for Export to Japan (Food Articles) 2011 <Alcoholic
Beverages>”, Section V.2, p.20,, March 2011 available at:
https://www.jetro.go.jp/en/reports/market/pdf/guidebook_food_alcoholic_beverages.pdf.
113
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Figure 24) Distribution share of off-trade beer sales by outlet, per cent
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Consumer profiles
The working age group is the largest consumer of beer in Japan. At the same time, decreasing
purchasing power and a shrinking labour force mean consumption shares of standard, mid-price
lagers which have long been dominant are now falling. Instead, consumers are now seeking either
greater economy in their beer consumption or consumption of premium, non-traditional beers at
overall reduced volume.
Craft breweries and non-domestic, non-lager beers have initially been most successful with
younger consumer demographics. The rapid growth and continued maturation of Japanese craft
breweries, juxtaposed with the decline of large macro-brewers, has heavily influenced the latter’s
production and marketing decisions. Macro-breweries have introduced alternatives to their
mainstay lager products in recent years that aim to match the appeal of craft beers; this trend has
a dual effect of both increasing competition in the non-lager beer market as well as increasing
consumers’ exposure to alternative products.
Men have historically been a larger consumer group for beers than woman, who have increasingly
preferred spirit-based ready-to-drink (RTD) cocktails or beer alternatives such as happoshu and
“third beer.” As is the case with consumption trends in most food and beverage sectors, Japanese
consumers are increasingly discerning about how products affect their health. In the case of beer,
and alcohol more widely, this is not necessarily driven down overall consumption, but it has
altered the composition. Japanese men are increasingly consuming purine-free beers, over
concerns of developing gout.

116

© Source: Euromonitor International, “Beer in Japan”, 2015
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In Japan, canned beers enjoy increasing popularity over bottled beers for their greater portability
and because they are considered easier to finish by fewer people.117
Market Access and Entry
Beer does not face any market access restrictions, but the
importation and sale of alcohol in Japan is subject to a
number of general regulations and entry procedures.
Additionally, there is a multi-tiered tax structure in place for
the sale of alcoholic beverages in Japan for which familiarity
is important, as Japanese consumers display increasing
price sensitivity in their purchasing decisions.
Beer imports into Japan are subject to the Food Sanitation
Act, the Liquor Tax Act and the Customs Act.
Customs procedures
Documentation required for import into Japan includes:
▪

▪
▪
▪
▪
▪
▪
▪
▪
▪

Reporting requirements on cargo (i.e. advance information on maritime container cargo,
inward declaration for aircraft, inward declaration for vessels, manifest for aircraft,
manifest for vessels, and permit to discharge maritime cargo);
Customs import declaration;
Commercial invoice;
Bill of lading or air waybill;
Packaging list (if deemed necessary);
Freight accounts (if deemed necessary);
Insurance certificate (if deemed necessary);
Detailed statement on reductions of or exemption from customs duty and excise tax (if
applicable);
Proof of payment of customs duties (in case of dutiable goods);
And a non-preferential proof of origin.

Specific required documents related to the import of beer include:
▪
▪
▪
▪

Licence to sell alcoholic beverages (under the Liquor Tax Law);
Authorisation of Foreign Foodstuffs Manufacturers;
Import Notification for Food and Food Products; and
Certificate of Analysis.

These documents and data required for customs clearance may be submitted prior to arrival to
facilitate and shorten the procedures. The person responsible for import declarations is the
importer, who may appoint a customs broker - who must be duly registered as an import
management entity with the Japanese customs authorities.

©Japan External Trade Organization, “Guidebook for Export to Japan (Food Articles) 2011 <Alcoholic
Beverages>”, Section V.2, p.20, March 2011 available at:
https://www.jetro.go.jp/en/reports/market/pdf/guidebook_food_alcoholic_beverages.pdf.

Note that a license is not required if the product is imported directly by the retailing bar, restaurant, etc.
117
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In line with obligations under the Convention on the International Trade of Endangered Species
of Wild Fauna and Flora certain spirits that contain plants of endangered species face additional
import requirements.
More information on procedures and formalities for the import of beer: here.
SPS measures
SPS measures governing the import of beer are in line with international standards. However, the
Japanese list of accepted food additives is not in line with the applicable international standards.
Prior to export, verify that your product does not contain additives that are prohibited in Japan.
A list of approved additives can be found: here. Imports of alcoholic drinks containing prohibited
additives have been declined and destroyed in the past.
Labelling
Beers are subject to labelling requirements under Japanese national standards and incorrectly
labelled products may not be sold, displayed with intent to sell or used for any other commercial
purposes. The requirements for labelling are set out under the Food and Sanitation Act, the
Measurement Law, the Law Concerning Liquor Business Association and Measures for Securing
Revenue from Tax and the Act against Unjustifiable Premiums and Misleading Representation. All
beer labels must include information in Japanese on:
▪
▪
▪
▪
▪
▪
▪

Product name;
List of food additives used;
Alcohol content expressed in volume;
Information whether the beverage is effervescent;
Name and address of the importer and distributor;
Warning statement that the beverage is not to be consumed by minors; and
Reference to origin and quality standards.

Requirements can vary depending upon point of entry and national standards are subject to
change, exporters should work closely with importers with relevant expertise prior to making
shipments to ensure that the most recent standards are complied with.
Tariffs and taxes
EU exports of beer (HS 2203) to Japan benefit from most-favoured nation (MFN) duty free
preference.
The domestic liquor tax rate for beers made from malt is 220,000 yen (EUR 1,727.25) per kilolitre.
Taxes on low-malt beers are assessed based on their malt content and alcohol by volume.118
Intellectual property rights
It is necessary to have a suitable level of protection for intellectual property rights (IPR) to ensure
that any misuse of your brand or misleading or counterfeit goods can be dealt with effectively.

©Japan External Trade Organization, “Guidebook for Export to Japan (Food Articles) 2011 <Alcoholic
Beverages>”, Section V.2, p.20, March 2011 available
at: https://www.jetro.go.jp/en/reports/market/pdf/guidebook_food_alcoholic_beverages.pdf.
118
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The relative nascence of craft brewing and alternative beers in Japan can mean that consumer
brand awareness and recognition is potentially lower than in home markets.
At the same time, the crowded market created by fast growing craft breweries means that certain
kinds of trademark and other IP infringements are all-but-inevitable. To avoid potential legal and
brand-reputation damage, be sure to register all IP associated with your product with the
Japanese Patent Office as early as is possible. Further safeguards should be taken for products
produced on licence, including provisions to protect production methods and secure nondisclosure.
IPRs are territorial and therefore must be registered with the government of Japan in order to be
enforced in that jurisdiction. Best practice is to register early and be proactive in enforcing IP
rights, protecting brand identity from potential damage resulting from infringement.
Beers enjoy protection as granted in accordance with the TRIPS agreement and under Japanese
national legislation. The Law Concerning Liquor Business Associations and Measures for Securing
Revenue from Liquor Tax protects the GI for alcoholic beverages. Additionally, a trademark
consisting of the place name and the name of the product can be registered under the Trademark
Act.
These systems allow a producer to convey the uniqueness of a certain regional product by
distinguishing them from products originating in other geographic regions. In case of
infringement and counterfeit, the holder of the trademark can demand injunction and demand
the person to take measures for the prevention of infringement.
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3.4 Fresh and Processed Meat
Market Snapshot
After excluding EU fresh and processed meat products for nearly two decades, the Japanese
market is beginning to reopen as import restrictions are lifted and consumer demand grows. This
largess and emerging growth potential makes Japan’s market attractive for established trading
partners such as the United States, Austria and New Zealand. At the same time, Japan’s aging
population and increasing consumer preference for high-quality, healthy and nutritional foods
presents new opportunities for EU producers - especially those with geographic indication (GI)
protections.
The value of EU meat product exports to Japan
has averaged 5.4 per cent value growth since
2014. The rate is expected slow but remain
positive in coming years. Imports, including fresh
and processed GI meat, have begun increasing
their share relative to domestic producers as they
are priced competitively and are earning
consumers’ trust. Furthermore, beef and chicken
products have started to prise away shares from
pork, long a dietary staple in Japan. Pork still
performs strongly, however many foreign
imports and non-traditional meat and poultry products are growing quickly.
Constraints do still exist in the market. Despite recent revisions, such as delisting Denmark from
beef import bans in February 2016, Japan still restricts meat imports from several EU Member
States. Furthermore, protracted economic stagnation, higher sales taxes and the yen’s weakness
in international currency exchange markets all undermine the purchasing power of Japanese
consumers and, particularly, the price competitiveness of imported meats. At the same time,
Japanese culinary preferences are diversifying away from traditional meats as consumers
increasingly seek out international cuisines.
Market size and market share
There is a large and growing market for imported fresh meat with the value of total imports
growing from EUR 6.44 billion in 2010 to EUR 7.73 billion in 2015.119 The major trend has been
of increasing value across beef, pork, mutton, and poultry.

119

©Trade Map, International Trade Centre, www.trademap.org
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Figure 25) Japan’s total meat imports by product category, thousands of euros
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Major trading partners with Japan include the US, Australia and Canada - all of whom are party to
the recently concluded Trans-Pacific Partnership (TPP) - and the EU, with whom Japan is
currently in the advanced stages of negotiating a bilateral free trade agreement (FTA). Below,
Figure 26 illustrates the competitive distribution of meat import shares into Japan: Australia is
the largest exporter of bovine products; the EU is the leading exporter of pork products, meats
and edible offal (such as hams and cured meats); the US exports the most edible offal of red meat;
and Brazil is the largest exporter of poultry meats.
The compound annual growth rate (CAGR)† for EU exports of meat products between 2011 and
2015 was 0.5 per cent, with a period low of EUR 1.01 billion in 2013 and a high of EUR 1.29 billion
in 2014. This rate fares slightly poorer than the global CAGR over the same period, which was 0.9
per cent.121
“Worldwide, Japan is ranked sixth in pork consumption, ninth in pork production and first in imports.
Japan accounts for nearly one-fifth of the world’s pork imports.”122 The domestic significance of the
Japanese pork market is cited as justification for the important level of government intervention,
particularly in terms of price stabilisation and border protection.
Over the same reference period, EU exports of meat and edible meat offal, including GI protected
hams and cured meats, expanded at a CAGR of 13.5 per cent - ahead of the global trend rate at
11.9 per cent. Italy and Spain are the leading exporters for this product category.123
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©Trade Map, International Trade Centre, www.trademap.org
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©“Trade Map”, ITC Trade Map, www.trademap.org
“The gate price system for Japan’s pork imports”, FFTC Agricultural Policy Platform, 28 March 2014
available at: http://ap.fftc.agnet.org/ap_db.php?id=217.
123 ©Trade Map, International Trade Centre, www.trademap.org.
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Figure 26) Value of meat imports into Japan in 2015 by exporter, thousands of euros
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The market for prepared meats exceeded EUR 100 million for the first time in 2015. Although still
more modest than other product categories, the value of EU prepared meat exports to Japan grew
rapidly between 2011 and 2015 from EUR 58.55 million to EUR 104.94 million.125 Despite the
lower total value of trade for these products, EU producers hold market shares as high as 76.86
per cent for some meat products and are experiencing positive export growth in all categories, as
indicated in Figure 27.126

©Trade Map, International Trade Centre, www.trademap.org
Ibid.
126 Eurostat
124

125

76 | P a g e

Tastes of Europe Japan – Market Entry Handbook

Figure 27) EU exports to Japan of prepared meats, thousands of euros
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Growth drivers and trends
Rates of meat consumption in Japan are consistently and significantly lower than OECD averages,
as well as comparators like China and Korea. Average annual meat consumption per capita in
Japan is 35.03 kilograms, whereas the commensurate OECD average is 65.35 kilograms. The
historical roots of this deficit are traceable to arable land scarcity in Japan, which meant that plant
cultivation yielded greater caloric value than livestock over a constant surface area. “Medieval
Japan was practically vegetarian. The national religions, Buddhism and Shintoism, both promoted
plant-based eating, but what was likely more key to keeping the Japanese off meat was the shortage
of arable land on the islands.” 127 Exposure to international trade has, however, changed these
traditional consumption patterns dramatically over the last century.
Young consumers in particular perceive meat to be a dietary staple as they are increasingly
receptive to foreign culinary products and less rooted in traditional dishes. In the short- and
medium-terms, demand from young consumers is expected to offset Japan’s aging demographic
structure.
Lifestyle changes are also increasing demand for processed meat products in Japan. Consumers
seeking more convenient dining options are increasingly purchasing processed meat products as
alternatives to traditional dishes that can be more time consuming to prepare.128 However,
processed meat products typically post higher prices than their unprocessed base. Current

Zaraska Marta, “How Japan went from being an almost entirely vegetarian country to a huge consumer of
meat”, Business Insider, 7 March 2016 available at: http://www.businessinsider.com/how-japanbecame-hooked-on-meat-2016-3.
128 © Source: Euromonitor International “What’s New in Processed Meat and Seafood in 2015?”, 2015
127
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constraints on consumer spending for high priced food items in Japan mean that demand for
processed meat products is expected to remain flat in the short-term.129
Figure 28) Average annual meat consumption by product category and country,
kilograms per capita
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U.S Department of Agriculture, Foreign Agriculture Service, “Japan: Livestock and Products Annual
2015 Situation Update and 2016 Outlook”, GAIN Report, 31 August 2015 available at:
http://gain.fas.usda.gov/Recent%20GAIN%20Publications/Livestock%20and%20Products%20Annual_
Tokyo_Japan_8-31-2015.pdf.
129
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Insufficient domestic supply and highly price
competitiveness of foreign products will ensure a
continuously large Japanese market for imported
meat products, with fluctuations being driven by
macroeconomic policies such as the Abe
administration’s three per cent sales tax hike, the
international exchange rate of the yen and
exogenous supply or demand shocks like the recent
Bovine Spongiform Encephalopathy (BSE) and
labelling scandals.
Geography and major markets
The greatest increases in meat as a share of overall diet are visible in Japan’s tier 1 urban areas,
especially where they contain large segments of young consumers and are more exposed to
international culinary phenomena.
The geography of Japanese meat consumption is highly segmented by prefecture, as indicated
below in Figure 29.
Figure 29) Japanese meat consumption by prefecture and product category, kilograms
per annum
Consumption,
Prefecture
kg per annum
Beef

1. Nara
10.62
2. Kyoto
10.42
3. Osaka
10.38
4. Wakayama
10.03
5. Hiroshima
9.99
Pork
1. Hokkaido
23.88
2. Niigata
23.11
3. Aomori
22.66
4. Akita
21.20
5. Shizuoka
21.72
Chicken
1. Fukuoka
19.29
2. Miyazaki
18.01
3. Kagoshima
17.92
4. Kumamoto
17.82
5. Oita
17.70
Seafood
1. Aomori
61.94
2. Akita
54.72
3. Tottori
54.29
4. Niigata
49.33
5. Toyama
47.73
Source: Japan Ministry of Internal Affairs, Household Expenditure Survey
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Consumption of pork - traditionally the largest share of Japanese meat consumption - is highest
in the northern and eastern prefectures, where it is popularly prepared as part of the staple nikujaga, “home-cooked meal - meat and potatoes.130”Pork consumption is negatively correlated with
beef consumption and highest in prefectures where income is relatively lower.
Beef consumption is higher in Japan’s southern and western prefectures, though total amounts
consumed are much smaller than for pork. In some cases, such as for Osaka, these higher rates
are also correlated with high proportions of foreign residents. Prefectures in which meat
consumption is highest tend to have income levels that are slightly above average.
The highest rates of chicken consumption are concentrated in Japan’s southern and western-most
prefectures, with the exception of Hokkaido in the north. Most of this consumption is of processed
chicken meats, particularly through fast food and other dining outlets.131
Distribution
Although many forms of meat consumption remain novel to Japanese culinary habits, distribution
shares of retail consumption have effectively converged with foodservice consumption - both
stood at about 40 per cent of Japanese meat distribution in 2014.
Food services will continue to be an important driver in building familiarity with and demand for
meat dishes, particularly among Japanese consumers who demand regular innovations and
novelty concepts. These distributors are especially important for chicken and pork consumption,
as these cheaper inputs allow them to appeal to consumers with lower prices. Additionally,
restaurants, fast food chains and cafeterias play a key role in diversifying meat consumption since
many feature specific kinds of meat or chicken. Beef and mutton are important parts of popular
hot pot, kebabs, and other types of ethnic cuisine that are becoming popular among the broader
population.
Processed meats are almost exclusively distributed through store-based retailing. Supermarkets
held 60 per cent of the distribution share for this product category in 2015, while independent,
small and other grocers held 15 per cent. Convenience stores experienced marginally positive
growth in their distribution share of processed meats between 2010 and 2015, increasing to over
7 per cent.132
Sales through non-store retail outlets are of atypically large and growing importance in Japan.
This is in some part attributable to these outlets popularity with older consumers, particularly
those with restricted mobility.
Japan has excellent cold storage and distribution infrastructure emanating from the 27 approved
ports of entry for meat products. Increasingly, distribution channels are moving away from
traditional primary wholesalers towards direct retailer and consumer small-lot imports. This
continued shift should be well-suited to the supply-side of GI protected specialty, prepared and
fresh meats.

“Consumption of Pork”, Statistics Japan, 27 January 2011 available at: http://statsjapan.com/t/kiji/13461.
131 Ibid.
132© Source: Euromonitor International, “Meat in Japan”, 2015.
130
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Consumer profiles
Middle aged and senior consumers are less likely to eat away from home and often still perceive
the consumption of meat to be a luxury. As such, older consumers will make fewer purchases
from restaurants and bistros, whereas younger consumers, especially those who have had
exposure to Western fast food chains, are more comfortable with frequent consumption of meat
away from home. This generational divide also applies to the consumption of meats with older
consumers less likely to make purchases of meats such as beef or mutton unless for dietary or
cultural reasons.
Consumer concerns over food safety
Despite the increasing interest in processed meat, consumers still view such products with
caution. Purchasing decisions are based primarily on concerns of quality. Brand reputation must
therefore be built upon a solid safety record and marketing must assure consumers of the high
standards required of European produce in order to allay their concerns and build trust in the
safety of imported meat and meat products.
Consumers might be reassured that imported meats not only meet high European standards but
are subject to even more rigorous border inspections than domestically produced counterparts.
Market Access and Entry
Meat products are subject to complex market access restrictions and require special care to verify
not only import eligibility, but also full compliance with stringent customs and SPS standards in
place.
The first step to exporting meat products to Japan is to determine whether the product category
and country of origin are currently subject to import prohibitions as determined by the Ministry
of Agriculture, Forestry and Fisheries’ (MAFF) Animal Quarantine Service (AQS). The AQS
maintains schedules of import prohibitions in English for affected product categories online at
the following websites:
▪
▪
▪

BSE temporary import suspensions on cattle, sheep and goat, meat, viscera and derived
products as of 30 January 2015, here.
Import prohibition area for cloven-hoofed animals, their meat, and derived or associated
products, here.
Poultry temporary import suspensions on products including chicken, duck, goose, quail,
turkey, pheasant, ostrich, guinea fowl, meat, viscera, eggs and derived products, here.

It is appropriately diligent to verify these import restriction schedules with an MHLW Quarantine
Station counsellor and local import and distribution partners, as regulations have shifted
considerably in recent months and published materials may not be fully up-to-date. For example,
Figure 30 below indicates the geographic scope of temporary import restrictions on import of
cattle, sheep and goat, meat, viscera and derived products based on a schedule from the AQS that
has not yet been updated to reflect Denmark’s delisting. For the most up-to-date information
please visit Japan Ministry of Agriculture, Forestry and Fisheries, Animal Quarantine Services.
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Figure 30) Temporary import restrictions on import of cattle, sheep and goat, meat,
viscera and derived products into Japan
Source: © Japan Ministry of Agriculture, Forestry and Fisheries, Animal Quarantine Service

SPS measures
Bovine and ovine products originating in the EU had a faced longstanding ban due to the concerns
over Transmissible Spongiform Encephalopathy (TSE). These restrictions are gradually being
lifted, however several types of barriers to exporting meat to Japan and strict documentation
requirements still apply.
Specific import requirements and information for key products at the HS-4 level of tariff
classification can be found in Figure 31 below. More specific information - including details at the
HS-6 level of tariff classification – can be found through the European Commission’s Market
Access Database (MADB), as well as through consultation with a MHLW counsellor or import
partner.
Figure 31) Specific entry requirements by product category, HS-4 codes
Document Legend
1. Authorisation of Foreign Foodstuff Manufacturers
2. Import Quarantine Certificate for Meat and Meat Products
3. Import Permit for Endangered Species Subject to CITES
4. Import Notification for Food and Products
5. Certificate of Analysis
6. Veterinary Health Certificate for Animal Products
7. BSE Certificate
8. Certificate of Dioxin Content
HS-4
Classification Product Description
0201
Meat of bovine animals, fresh or
chilled
0202
Meat of bovine animals, frozen
0203
Meat of swine, fresh, chilled or frozen
0204
Meat of sheep or goats, fresh, chilled
or frozen

Required Documents (legend
above)
2, 3, 6, 7

2, 3, 6
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0206

0207

0208
0209

0210

1601

1602
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Meat of horses, asses, mules or
hinnies, fresh, chilled or frozen
Edible offal of bovine animals, swine,
sheep, goats, horses, asses, mules or
hinnies, fresh, chilled or frozen
Meat and edible offal, of the poultry
of heading 0105, fresh, chilled or
frozen
Other meat and edible meat offal,
fresh, chilled or frozen
Pig fat, free of lean meat, and poultry
fat, not render or otherwise
extracted, fresh, chilled, frozen,
salted, in brine, dried or smoked
Meat and edible meat offal, salted, in
brine, dried or smoked; edible flours
and meals of meat or meat offal
Sausages and similar products, of
meat, meat offal or blood; food
preparations based on these
products
Other prepared or preserved meat,
meat offal or blood
Source: MADB

2, 3, 6, 7

2, 6, 8
2, 3, 6

2, 6, 8

2, 3, 6, 7, 8

1, 2, 4, 5, 6, 7, 8

1, 2, 3, 4, 5, 6, 7, 8

Customs procedures
Once your product has undergone quarantine and been deemed admissible according to SPS
standards, the following documents are required to clear customs:
▪

▪
▪
▪
▪
▪
▪
▪
▪
▪

Reporting requirements on cargo (i.e. advance information on maritime container cargo,
inward declaration for aircraft, inward declaration for vessels, manifest for aircraft,
manifest for vessels, and permit to discharge maritime cargo);
Customs import declaration;
Commercial invoice;
Bill of lading or air waybill;
Packaging list (if deemed necessary);
Freight accounts (if deemed necessary);
Insurance certificate (if deemed necessary);
Detailed statement on reductions of or exemption from customs duty and excise tax (if
applicable);
Proof of payment of customs duties (in case of dutiable goods);
And a non-preferential proof of origin.

Depending on product category, customs agents may also require documents submitted during
the quarantine stage of importation including:
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Authorisation of Foreign Foodstuff Manufacturers;
Import Quarantine Certificate for Meat and Meat Products;
Import Permit for Endangered Species Subject to CITES;
Import Notification for Food and Products;
Certificate of Analysis;
Veterinary Health Certificate for Animal Products;
BSE Certificate;
Certificate of Dioxin Content.

In line with obligations under CITES, certain meat products from endangered species face
additional import requirements. Products such as those derived from wild bovine, wild boar, wild
suckling pigs and other animal products under HS category 0208 will require a Permit to Import
Endangered Species and Products Thereof. This permit can be obtained through the Ministry of
Economy, Trade and Industry (METI) and requires an export permit from the country of origin.133
Intellectual property rights
A study commissioned by the EU’s Directorate General for Agriculture finds that GIs add an
average value premium of 2.23 times the base product price. This creates risk of intellectual
property theft, where criminals attempt to sell produce at higher prices so as to capitalise on the
reputation for quality that GI imports have established. Currently, consumer awareness of
individual brands remains low, which decreases the risk product-specific GI or other IP being
misappropriated.
At the same time, mislabelled products run the risk of being denied entry through SPS testing and
customs, or - depending on severity - incurring fines or inciting litigation. Verify that all
appellations and GIs are correct, in addition to meeting specific labelling requirements.
Nonetheless, producers must still ensure that their produce has a suitable level of protection and
that there is sufficient cooperation with the relevant enforcement agencies within Japan. The loss
of sales and consumer confidence as a result of a food scandal, even where this involves
counterfeit produce, has the potential to set back market entry in the mid- to long-term; once
damaged, rebuilding consumer trust can prove difficult.
As the market for imported meat is set to grow, the risks to IP are likely to rise. Mitigating this
will require the early registration and active enforcement of GI trademarks wherever possible.

“1807 Outline of import restrictions in accordance with CITES”, Japan Customs, available at:
http://www.customs.go.jp/english/c-answer_e/imtsukan/1807_e.htm.
133
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3.5 Olive Oil
Market Snapshot
Japanese consumers are acquiring a taste for olive
oil, evinced by increasing sales and import volumes.
“At the close of the 2014/15 crop year, Japanese
imports of olive oil and olive pomace oil totaled 61 877
t, recording 10 per cent growth on the previous
season.”134 Encouragingly to European olive oil
producers, European olive oil brands occupy the
lion’s share of the imported olive oil market in Japan.
While Japan does have domestic olive oil producers,
they focus on quality rather than quantity and local
production volumes are marginal compared to import volumes. Therefore, for the foreseeable
future olive oil imports will continue to dominate the local market.
Market size and market share
The value and volume of olive oil imports to Japan have grown significantly since the early 90s.
In 1992-93, Japan’s total olive oil import was less than 5,000 tonnes. In 2015, the equivalent figure
was 61,900 tonnes. Since 2010-11, when Japan only imported 37,500 tonnes of olive oil, imports
have entered a period of rapid growth, with the volume growing at a CAGR rate of 10.54%. During
the same time period, the value of the imports grew from approximately EUR 133 million to EUR
267 million - a rate that is slightly slower than the growth rate by volume, but which could
represent a shift the mass consumer base.
Figure 32) Value of Japanese olive oil imports by partner, thousands of euros
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Source: ITC Trade Map135

“Imports of olive oil and olive pomace oil in Japan and South Kora – 2014/15”, Olive Oil Market, 2
December 2015, available at: https://www.oliveoilmarket.eu/imports-of-olive-oil-and-olive-pomace-oilin-japan-and-south-korea-201415/
135
©Trade Map, International Trade Centre, www.trademap.org
134
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The EU supplies the vast majority of Japan’s imported olive oil, with two EU member states - Spain
and Italy - supplying olive oil valued at approximately EUR 251 million to Japan in 2015. This
represents approximately 94% of the total value of Japan’s imported olive oil. Another major EU
olive oil supplier is Greece, from which Japan imported oil worth approximately EUR 6 million.
The only other country to sell more than EUR 1 million worth of olive oil to Japan in 2015 was
EU-candidate country Turkey (approximately EUR 6 million).
Figure 33) Share of Japanese oil imports in 2015, per cent
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Source: ITC Trade Map136
While Italy was undoubtedly the export leader in 2011, Spain rapidly caught up during the
ensuing years and is now the biggest exporter of olive oil to Japan. Brands such as Bosco and Berio
from Italy and Borges, from Spain are among the most popular with Japanese consumers, though
“the cheapest olive oils are those from Japanese food giants who bottle imported olive oils under
their own label and benefit from economies of scale and well-established distribution channels.”137
Virgin olive oil in particular is apparently popular with Japanese consumers. “By the 2011/12 crop
year (Chart III), the virgin category (customs heading 150910) accounted for 67 per cent of total
volume imports, a further 28 per cent was made up of the olive oil category (15 09 90) and 5 per
cent was olive pomace oil. “138
Growth drivers and trends
A key driver for of the Japanese olive oil market’s current expansion is the popularization of olive
oil among mass consumers. Olive oil sales grew dramatically with the airing of several TV health
programs that promoted the health benefits of olive oil. Manufacturers also actively encouraging
more uptake by Japanese consumers through offers of cooking courses and free recipes. Trade
©Trade Map, International Trade Centre, www.trademap.org
Julie Butleron,“Looking to Sell Olive Oil in Japan? Use Small Bottles”, Olive Oil Times, accessed 6 April
2016, available at: http://www.oliveoiltimes.com/olive-oil-business/asia/olive-oil-japan-use-smallbottles/28716.
138 “International Olive Council MARKET NEWSLETTER No 71 - April 2013”, Olive Oil Times, accessed 6
April 2016, available at: https://1.oliveoiltimes.com/library/ioc-april-2013-newsletter.pdf
136

137
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shows and conferences are a third channel for Japanese consumers and retailers to familiarize
themselves with new olive oil products.
While proportionally a very small part of the Japanese olive oil market (<5%), the domestic
Japanese olive oil industry is also growing quickly. “Yet Shodoshima, an island in the Seto Inland
Sea is home to thousands of olive trees. “Olive island,” as it is known, has been producing Japanese
olive oil since 1908.” 139 Its olive oil production, however, is not exceeding 15 tons per year.
Additionally, and in keeping with the public’s perceptions on the health benefits of olive oil,
cosmetics and pharmaceuticals makers also use olive oil as an ingredient, especially for
dermatological products. The manufacturers of these products typically import the raw material
for further refinement in-house.140
Geography
As mentioned previously, while the traditional base of domestic olive oil production is the small
island of Shodoshima, Kyushu is emerging as the new domestic production area, with olive groves
scattered throughout the island, though most heavily concentrated in the north of the island in
the prefectures of Nagasaki, Saga, Fukuoka, and northern Kumamoto.
Consumers are presumed to be most heavily concentrated in the major urban markets, where
exposure to Western cuisine and media is the highest.
Retail channels
Due to the increasing popularity of olive oil in the mass consumer market, many supermarkets
now carry olive oil on their shelves, bringing olive oil easily within the grasp of average
consumers, particularly in urban areas. However, specialty stores, including stores which
specialize in selling olive oil remain important points of distribution for discerning consumers.
Specialty stores can carry a considerable variety of products; for example, one specialty store in
Tokyo offers about 30 varieties of imported Italian olive oil. Major trade shows and other olive
oil-focused events, such as the annual Olive Japan – International Extra Virgin Olive Oil
Competition, are also important channels for Japanese consumers to be introduced to unfamiliar
brands.
Consumer profiles
As one of the world’s largest economies, Japanese consumers have a high purchasing power they
increasingly chose to spend on high quality products. This is partly due to the growing
consciousness on the benefits of a healthy lifestyle. Olive oil is therefore an attractive product for
Japanese consumers because it is primarily appreciated for its health-properties and pleasing
taste. Moreover, olive oil is considered to be a pillar of the Mediterranean gastronomy, a cuisine
Japanese consumers are increasingly attracted to. The growing consumption of olive oil is also
supported by the desire to discover, try and even adopt new gastronomic practices or
experiences. While there might be some lack of knowledge regarding the specific quality
Hachisu Singleton Nancy, “The island making Japan’s best olive oil “, The Japan Times, 30 October 2015,,
available at: http://www.japantimes.co.jp/life/2015/10/30/food/island-making-japans-best-oliveoil/#.VwSX1Pl94ps;
140© Japan External Trade Organization, “JETRO Marketing Guidebook for Major Imported Products, No.20
Olive Oil”, Section 7.2, p.8, accessed 6 April 2016, available at:
http://www.camaravalencia.com/camaraonline/docs/JETROINFORMEACEITEOLIVA.pdf
139
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differences between the various classes of oil, initiatives such as the Olive Japan International
Extra Virgin Olive Oil Competition and other tasting events hosted by the Olive Oil Sommelier
Association of Japan are addressing the information imbalance.
In view of the health-properties of olive oil as well as the association of the product to the
Mediterranean diet and the increasing trend of Japanese consumers looking for novelty, the
consumption will likely increase in the incoming years. “Despite the growth in olive oil sales, Japan
should be seen as a long-term market because this product will not form part of the daily diet but
tend to become one of regular consumption.”141
Figure 35) Distribution network of imported olive oil in Japan

Source: ©Japan External Trade Organisation142

Gifting
Olive oil can be gifted due to its suitable pricing, aesthetically pleasant packaging, and favourable
consumer perception as a healthy product. Special brands, such as the limited edition olive oil
from Nippon Olive Co., can be particularly suitable as gifts.
Market access and Entry
Olive oil and derived products have tariff-free access to the Japanese market. However, exporters
must take care to comply with Japan’s strict Food Sanitation Law. If the olive oil is imported for
pharmaceutical purposes, it is regulated by the Pharmaceutical Affairs Law; this law however
rarely applies to exporters as Japanese manufactures processes raw olive oil domestically.
Under provisions of the Food Sanitation Law, an import notification is required for olive oil being
imported as a foodstuff for the purpose of sale or for other commercial purposes. Importers are

Butler Julie, “Looking to Sell Olive Oil in Japan? Use Small Bottles”, Olive Oil Times, available at:
https://www.oliveoiltimes.com/olive-oil-business/asia/olive-oil-japan-use-small-bottles/28716
142
© Japan External Trade Organization, “JETRO Marketing Guidebook for Major Imported Products, No.20
Olive Oil”, Section 7.2, p.8, accessed 6 April 2016, available at:
http://www.camaravalencia.com/camaraonline/docs/JETROINFORMEACEITEOLIVA.pdf
141
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required to submit the completed “Notification Form for Importation of Foods, etc.” to the
Quarantine Station at the port of entry. A determination is made based on the document
examination whether or not an inspection at the bonded area is required.
Prior to importing, the importer may take a sample of forthcoming imports to official laboratories
designated by the Minister of Health, Labour and Welfare in Japan or in exporting countries.
Those test results may be substituted for the corresponding inspection at the port of entry, which
expedites the quarantine clearance process.
The Food Automated Import Notification and Inspection Network System (FAINS) provides
computer-based import notifications. To make use of this system, importers must install FAINS
software on a Windows-capable computer system, notify the Minister of Health, Labour and
Welfare, and verify their passwords.
Customs procedures
Documentation required for exporting olive oil products to Japan include:
•
•
•
•
•

Invoice
Bill of lading or Air Waybill
Certificate of origin
Packing lists, freight accounts, insurance certificates, etc. where applicable
Licenses, certifications, etc. required by laws and regulations other than the Customs Law
o Food Sanitation Law

The materials should be submitted by the declarant in triplicate. The declarant is in principle the
person who is importing the goods. In practice the declarant is usually the customs broker.
Figure 36) Import procedures required under Food Sanitation Law

Source: ©Japan External Trade Organisation143

© Japan External Trade Organization, “JETRO Marketing Guidebook for Major Imported Products, No.20
Olive Oil”, Section 7.2, p.8, accessed 6 April 2016, available at:
http://www.camaravalencia.com/camaraonline/docs/JETROINFORMEACEITEOLIVA.pdf
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Labelling
Labelling of olive oils and derived products are subject to both mandatory and optional labelling
standards, detailed below.
Mandatory labelling
In accordance with the ‘The Law Concerning Standardization, etc. of Agricultural and Forestry
Products’, or the ‘JAS law’ in short, olive oil products must bear labels that confirm with the
Processed Food Product Quality Labeling Standards and Edible Oil Product Quality Labeling
Standards of the Ministry of Agriculture, Forestry and Fisheries (MAFF). In practice a bottle of
olive oil must contain the following items:
▪
▪
▪
▪
▪
▪
▪

Product name
List of ingredients including additives, if applicable
Net content
Best-before date
Preservation method
Country of Origin
Importer’s name and address

Voluntary labelling
The JAS Law establishes a “special JAS standard” for organic agricultural products and processed
organic agricultural products. Only those products that comply with this standard are allowed to
include in their labelling the phrase “organic” and to display the Organic JAS Mark. For EU
exporters, Japan and EU have signed an equivalence agreement promising the mutual recognition
of each parties’ organic food labels without the need for further certification requirements. Japan
also maintains a list of certification bodies that it recognises to affix organic labels.
Intellectual property rights
Japan has its domestic scheme that labels protected designation of origin(PDO), protected
geographical indication(PGI) and traditional speciality guaranteed (TSG) products under the
aegis of MAFF (see Section 2.4 on protection of GIs in Japan). EU GIs may be protected through
Japan’s domestic legislation in line with its WTO obligations, as Japan is a party of the TradeRelated Aspects of Intellectual Property Rights (TRIPS) agreement.
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3.6 Fresh fruit and vegetables
Market Snapshot
The export of European fresh fruit and vegetables to
Japan is very modest. The Japanese consumer often
prefers domestic produce over imported fresh fruit
and vegetables. Japan mainly imports its fresh fruit
and vegetables from producers in the region, for
example from China and the Philippines. However,
European fresh fruit and vegetables are becoming
more known and popular in Japan and the Japanese
consumer is willing to pay for safe and quality fruit
and vegetables.
Market size and market share
In the past few years, the consumption of fresh fruit and vegetables in Japan has steadily declined.
One of the reasons is the diet diversification of Japanese consumers to more meat and dairy
products144.
Figure 37) Japanese imports of fresh fruit and vegetables, millions of euros
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Source: ITC Trade Map145
While Japanese consumers prefer domestic produce, the Japanese self-sufficiency rate is only 39
per cent. As a result, Japan relies on the import of fresh fruit and vegetables. In general, the value
of the Japanese import of fresh fruit and vegetables has increased in recent years. In 2010, the
value of fresh fruit import was EUR 1.63 billion, which increased by 15.3 per cent to EUR 1.88
U.S Department of Agriculture, Foreign Agriculture Service, “Japanese Fresh-Cute Vegetable Market –
Recent Changes and Implications”, GAIN Report, 8 November 2014, available at:
https://gain.fas.usda.gov/Recent%20GAIN%20Publications/Japanese%20FreshCut%20Vegetable%20Market--Recent%20Changes%20and%20Implications_Osaka%20ATO_Japan_10-82014.pdf
145
©Trade Map, International Trade Centre, www.trademap.org
144
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billion. Especially the import of apples, pears and quinces and grapes experienced a rapid
increase at respectively 473.4 per cent and 71.5 per cent between 2010 and 2015. The value of
the Japanese fresh vegetables import was EUR 752.9 million in 2010 and increased to EUR 819.4
million, an increase of 12.9 per cent. Between 2010 and 2015 there was a rapid increase in the
import of potatoes (1,245 per cent), tomatoes (130.5 per cent), lettuce and chicory (82 per cent).
Japan mainly imports bananas and plantains, which in 2015 accounted for 40.3 per cent of the
total import of fresh fruit (EUR 758 million). The second largest import is of citrus fruit at 15.9
per cent (EUR 298 million), followed by dates, figs, pineapples mangoes, avocadoes and guavas at
14.7 per cent (EUR 276 million). Regarding fresh vegetables, Japan mainly imports onions, garlic
and leeks at 27.2 per cent (EUR 223 million), followed by manioc and yams at 11.5 per cent (EUR
94 million) and carrots, turnips and salad beetroot at 6.3 per cent (EUR 52 million).
In terms of value, the largest exporter of fresh fruit to Japan is the Philippines. The Philippines is
the main exporter of bananas and plantains to Japan (85.7 per cent of the total Japanese bananas
and plantains import in 2015) and the second largest exporter of dates, figs, pineapples, mangoes,
avocadoes and guavas (35.4 per cent). The second largest exporter of fresh fruit to Japan are the
US. The US are the main exporters of citrus fruits (66.4 per cent), grapes (71.2 per cent) and
apricots, cherries, peaches, nectarines, plums and sloes (98 per cent). The third largest exporter
of fresh fruit to Japan is New Zealand. New Zealand is the main exporter of apples, pears and
quinces (96.3 per cent). The EU export of fresh fruit to Japan is fairly small at EUR 554,000 in
2015, a share of 0.03 per cent of the total Japanese fresh fruit import.
Figure 38) Exports of fresh fruit to Japan by EU partner, thousands of euros
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Source: ITC Trade Map146
Regarding fresh vegetables, the main exporter to Japan is China. China is the largest exporter of
onions, garlic and leeks (89.8 per cent of the total Japanese onions, garlic and leeks import in
2015), carrots, turnips and salad beetroot (91.2 per cent) and manioc and yams (87.6 per cent).
The second largest exporter to Japan is Korea. Korea is the main exporter of cucumbers and
gherkins (54 per cent) and tomatoes (42.7 per cent). The third largest exporter is Mexico. The EU
146
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export of fresh vegetables to Japan in 2015 was EUR 37.4 million, a share of 4.6 per cent of the
total Japanese fresh vegetable import. The main export products are onions, garlic and leeks,
tomatoes and miscellaneous vegetables.
Figure 39) Exports of fresh vegetables to Japan by EU partner, thousands of euros
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Source: ITC Trade Map147
The main EU exporter of fresh fruit to Japan is the Netherlands, which in 2015 held a share of 65.3
per cent of the total EU fresh fruit exports to Japan. The second largest EU exporter is Poland, with
a share of 13.7 per cent, followed by Spain with a 10.6 per cent. Regarding fresh vegetables, the
main EU exporter is also the Netherlands, with a share of 65 per cent of the total EU fresh
vegetable exports in 2015. The second largest EU exporter of fresh vegetables it Italy, with a share
of 14.2 per cent, followed by France, which held a share of 8.7 per cent. Other Member States
exporting to Japan are Spain, Belgium, Romania, Poland, Bulgaria, Hungary, Germany, Portugal
and the United Kingdom.148
Growth drivers and trends
As for many other food products, the consumption of fresh fruit and vegetables is affected by
Japan’s ageing and declining population. The declining population has led to a decrease in
consumption and demand for fresh fruit and vegetables, because older consumers take in less
calories per day. This trend is expected to continue as the Japanese population continues to age.
However, the ageing population also positively impacts the demand for fresh fruit and vegetables.
Older consumers value health and wellness more and therefore favour products and ingredients
that promise improved health. These consumers are often willing to pay a higher price for such
products. As a result of the increased health and wellness awareness among Japanese consumers,
there is a big potential for functional fresh food in the food and beverage market.
The trend towards processed food and more convenience amongst all demographics has a
negative impact on the consumption of fresh fruit and vegetables. This has resulted in households
that rely less on fresh homemade meals, and rely more on processed food, ready-made meals and
147
148
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foodservice outlets, leading to a decreased consumption of fresh fruit and vegetables. Linked to
this is the trend amongst the younger consumers to adopt a more Westernised diet which
includes less fresh fruit and vegetables and more dairy and meat.149
Lastly, safety concerns about the quality of fresh fruit and vegetables have recently led to an
increase in the import of fresh fruit and vegetables. While the Japanese consumer initially was
reluctant to buy imported fruit and vegetables because of the quality and safety risks associated
with it, the Fukushima nuclear disaster in 2011 has change this perception. The doubtful quality
and safety of domestic produced fruit and vegetables led to an increase in the demand for
imported fruit and vegetables and has improved their reputation. Because such events are
covered sensationally in the Japanese media, the effect hereof is expected to be long-lasting.
Geography
The land available in Japan to cultivate fruit and vegetables is limited as a result of Japan’s
challenging geography, global climate change and natural disasters. Additionally, the productivity
in the Japanese agricultural industry and production yields are low, while the labour costs are
high. The agricultural industry furthermore faces serious challenges: in 2014 about 10 per cent
of the land that was suitable for agriculture was not cultivated as a result of the decreasing
number of farms, furthermore, the average age of farmers in 2014 was 66 years old and the
younger generation is not willing to succeed their parents. These factors have resulted in high
prices for domestic fresh fruit and vegetables compared to the prices of imported fruit and
vegetables.150
The high prices for domestic produce have resulted in increased interest in imported fresh fruit
and vegetables. Especially as the Japanese production is not sufficient to support the population.
This is even further supported by the Fukushima nuclear disaster which changed consumer’s
attitudes towards imported fruit and vegetables. However, a niche market for domestically
cultivated fruit and vegetables remains as a result of the importance for Japanese consumers to
consume safe products of a high quality.151
Distribution
The main share of fresh food in 2014 was used in the foodservice industry (43.9 per cent),
followed by the retail sector (39.2 per cent). In recent years there has been a decrease in the share
used by the foodservice industry, and an increase in the share used for retail.
The main retail channel for fresh fruit and vegetables are modern grocery retailers, with a share
of 53.3 per cent in 2014. Of these modern grocery retailers, fresh fruit and vegetables are mostly

U.S Department of Agriculture, Foreign Agriculture Service, “Japanese Fresh-Cut Vegetable Market –
Recent Changes and Implications”, GAIN Report, October 2014 available at:
http://gain.fas.usda.gov/Recent%20GAIN%20Publications/Japanese%20FreshCut%20Vegetable%20Market--Recent%20Changes%20and%20Implications_Osaka%20ATO_Japan_10-82014.pdf
150 “Fruit and Vegetables to Japan”, Australian Trade and Investment Commission, last accessed on 6 April
2016, available at: http://www.austrade.gov.au/australian/export/exportmarkets/countries/japan/industries/Fruit-and-vegetables
151 “Fruit and Vegetables to Japan”, Australian Trade and Investment Commission, last accessed on 6 April
2016, available at: http://www.austrade.gov.au/australian/export/exportmarkets/countries/japan/industries/Fruit-and-vegetables
149
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sold by supermarkets. The second largest retail channels are traditional grocery retailers (35.5
per cent), which includes independent small grocers and food specialists. 152 .
Increasingly popular is internet retailing of fresh fruit and vegetables: Internet shops became
especially popular after an increase in sales tax was introduced in 2014, because they offer lower
prices. The preference for convenience by Japanese consumers has also led to the increase in sales
through internet shops.
Another recent trend in the retail of fresh fruit and vegetables are farmer’s markets. Japanese
consumers increasingly visit farmer’s markets outside the cities to buy their fruit and vegetables
directly from the producer. The popularity of these markets can be attributed to the lower prices
and higher quality and safety.153
Consumer profiles
While their intake of calories might be low, older Japanese consumers are more likely to consume
fresh fruit and vegetables. The older generations tend to stick to a more traditional Japanese diet
which consists of a lot of fresh products. The younger generations, on the other hand, tend to
adopt a more Westernised diet and consume foreign foods. Many of the younger consumers lack
the time, knowledge and skills to cook homemade meals and therefore rely on processed fruit
and vegetables and ready-made meals. However, this trend towards more convenience is also
visible amongst the older generations.
As mentioned above, Japanese consumers tend to prefer the artisanal quality and safety of
domestically grown fruit and vegetables. Importance here is given to the traceability of the crops,
which guarantees the quality and safety of the produce. There are several Japanese crops
registered in the Japanese GI system - namely, Aomori cassis, Yubari melon, Edosaki squash and
Tottori Sakyu Rakkyou (raw shallots).154 This explains why imported fruit and vegetables are
viewed with a degree of suspicion. This suspicion has been fuelled by food scandals regarding
imported food, which resulted in the death of some consumers as a result of contamination.
Despite the reluctance to buy imported fruit and vegetables, there is potential for EU fruit and
vegetables. GI protected EU fruit and vegetables would provide the Japanese consumers with a
degree of certainty about the quality and origin of the products.
High-end fruit and gifting
Fruit in Japan is an important item in gifting, because it is considered to be a luxury product. As a
result, fruit is used as a gift on special occasions and to show appreciation and build relationships.
The importance of fruit for gifting has led to a niche market of luxurious fruits. These fruits are
grown under special conditions to produce the perfect piece of fruit, and the costs can be
considerable.

152©

Source: Euromonitor International “Fresh Food in Japan” , 2015
U.S Department of Agriculture, Foreign Agriculture Service, “Japanese Fresh-Cut Vegetable Market –
Recent Changes and Implications”, GAIN Report, October 2014 available at:
http://gain.fas.usda.gov/Recent%20GAIN%20Publications/Japanese%20FreshCut%20Vegetable%20Market--Recent%20Changes%20and%20Implications_Osaka%20ATO_Japan_10-82014.pdf
154 “Information on Registered GIs”, Ministry of Agriculture, Forestry and Fisheries, last accessed on 6 April
2016, available at: http://www.maff.go.jp/e/japan_food/gi_act/register.html
153
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Organic food
While Japanese consumers value high quality and safe fruit and vegetables, they are not especially
interested in organic foods. Organic food is becoming more popular in Japan in recent years, but
“as of last year, organics accounted for a mere 0.4% of the total domestic food market — worth a
staggering $820 billion — compared to the global average of 2%”155. The largest share of the
market in organic products is for fruits and vegetables. The organic food market has potential as
Japanese consumers are willing to pay extra for high quality products.
Market Access and Entry
Fresh fruits and vegetables do not face specific market access restrictions in Japan, though market
access is restricted for certain food additives.156 As such, market access is available for all
exporters who have completed and submitted the required forms and comply with the
requirements of Japanese import procedures and relevant standards.
Customs procedures
Documentation required for import into Japan includes:
▪

▪
▪
▪
▪
▪
▪
▪
▪

Reporting Requirements on Cargo (i.e. Advance Information on Maritime Container
Cargo; Inward Declaration for Aircraft; Inward Declaration for Vessels; Manifest for
Aircraft; Manifest for Vessels; and Permit to Discharge Maritime Cargo);
Customs Import Declaration;
Declaration of Dutiable Value;
Commercial Invoice;
Bill of Lading or Air Waybill;
Packing List (if deemed necessary);
Certificate of Non-Preferential Origin (if deemed necessary);
Proof of Preferential Origin (if applicable); and
Insurance Certificate (if deemed necessary).

Specific required documents related to the import of fresh fruit and vegetables include:
▪
▪

Import Quarantine Certificate for Plans and Plant products; and
Phytosanitary Certificate.

The application for the Import Quarantine Certificate for Plants and Plant Products (Shokubutsu,
Yunyuukinshihintou yunyuukensa shinseisho) is to be completed in Japanese. The application
includes information on the imported products, quantity, origin and most importantly includes a
certificate that proves that plant products are free from quarantine pests, issued by the plant
health authorities in the country of export.157

McCurry Justin, “Organic food rarely found on Japan’s tables”, Japan Today, 25 May 2015 available at:
http://www.japantoday.com/category/food/view/organic-food-rarely-found-on-japans-tables;
156 The full list of approved food additives as of the date of publication can be found here.
157 “Import Quarantine Certificate for Plants and Plant Products”, European Commission, 21 March 2016
available at: http://madb.europa.eu/madb/viewPageIFPubli.htm?datasetid=MAIF-JP1603v001&filename=cf_qpla.html&hscode=0701&path=/data/website/madb/egif/prod/MAIF-JP1603v001/&imagepath=/egif/prod/MAIF-JP16-03v001/&page=&country=Japan&countryid=JP
155
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The Phytosanitary Certificate can be issued by the plant health authorities in the country of export
and may be prepared in any language. This certificate confirms that the plant products have been
inspected according to appropriate procedures, are free from quarantine pests and other
injurious pests and are considered to conform with the phytosanitary regulations of Japan.158
These documents and data required for customs clearance may be submitted prior to arrival to
facilitate and shorten the procedures. The person responsible for import declarations is the
importer, who may appoint a customs broker – who must be duly registered as an import
management entity with the Japanese customs authorities.
More information on procedures and formalities for the import of fresh fruits and vegetables:
here
Labelling
All labels for fresh fruit and vegetable products must include the following information in
Japanese:
▪
▪
▪
▪
▪
▪
▪

Product name;
Names of the ingredients (generic names in descending order by weight) and their origin;
Country of origin;
Net content (drained weight and total quantity, if applicable);
Best-before date or use-by date;
Name and address of the person responsible for the labelling; and
Storage instructions.

Requirements can vary depending upon point of entry and national standards are subject to
change, exporters should work closely with importers with relevant expertise prior to making
shipments to ensure that the most recent standards are complied with.
Intellectual property rights
Dairy products enjoy protection as granted in accordance with the TRIPS agreement and under
Japanese national legislation. A GI can be registered under the GI system managed by the MAFF.
Additionally, a trademark consisting of the place name and the name of the product can be
registered under the Trademark Act.
These systems allow a producer to convey the uniqueness of a certain regional product by
distinguishing them from products originating in other geographic regions. In case of
infringement and counterfeit, the holder of the trademark can demand injunction and demand
the person to take measures for the prevention of infringement.

“Phytosanitary Certificate”, European Commission, 21 March 2016 available at:
http://madb.europa.eu/madb/viewPageIFPubli.htm?datasetid=MAIF-JP1603v001&filename=cf_phyt.html&hscode=0701&path=/data/website/madb/egif/prod/MAIF-JP1603v001/&imagepath=/egif/prod/MAIF-JP16-03v001/&page=&country=Japan&countryid=JP
158
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3.7 Processed Fruits and Vegetables
Market Snapshot
As a result of Japan’s low self-sufficiency rate, Japan
is one of the largest importers of food products,
including processed fruit and vegetables. In
combination with a trend towards more
convenience and increasing health awareness
among consumers, the Japanese demand for
processed fruit and vegetables is expected to
increase in the coming years. These developments
hold potential for EU producers seeking to export
their products to Japan.
Market size and market share
The demand for food that is both convenient and healthy has increased over the past few years.
Processed fruit and vegetables – which includes juice - has therefore benefited from this growth.
In 2013, the demand for total fruit was estimated to be at 7.746,000 MT with approximately 59
per cent for fresh fruit and 41 per cent for processed fruit. Moreover, Japan imports nearly 90 per
cent of processed while only 41.2 per cent for fresh fruit.159
Figure 40) Japanese imports of processed fruits and vegetables, millions of euros
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Source: ITC Trade Map160
The value of the Japanese import of processed fruit and vegetables has increased in recent years.
In 2010, the value of processed fruit import was EUR 573 million, which increased by 33.9 per
cent to EUR 767 million in 2015. Especially the import of sugar preserved fruits and nuts
increased rapidly at 57.1 per cent between 2010 and 2015. The value of the Japanese processed
vegetables import was EUR 1.23 billion in 2010, which increased by 26.1 per cent to EUR 1.55
U.S Department of Agriculture, Foreign Agriculture Service, “The Japanese Processed Fruit MarketOpportunities and Challenges”, GAIN Report, 22 June 2017, available at:
https://gain.fas.usda.gov/Recent%20GAIN%20Publications/The%20Japanese%20Processed%20Fruit%
20Market-Opportunities%20and%20Challenges_Osaka%20ATO_Japan_6-22-2017.pdf
160
©Trade Map, International Trade Centre, www.trademap.org
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billion in 2015. Between 2010 and 2015 the import of preserved cucumbers, gherkins and onions
and prepared or preserved tomatoes has seen a rapid increase at respectively 59.6 per cent and
31.9 per cent. The import of fruit and vegetable juices increased with 27.8 per cent between 2010,
from EUR 460 million to EUR 588 million.
In terms of value, the largest exporter of processed fruit and vegetables to Japan is China with
EUR 1,262 million in 2015, which accounts for 43.4 per cent of the total Japanese imports of
processed fruit and vegetables. China is the main exporter of preserved fruit (59.7 per cent of the
total Japanese import of preserved fruit in 2015), prepared and preserved vegetables (70.6 per
cent), cucumbers, gherkins and onions (85.9 per cent) and mushrooms and truffles (95 per cent).
The second largest exporter is the USA with EUR 534 million, which reflects a share of 18.4 per
cent of the total Japanese imports. The third largest exporter is the EU with EUR 241 million, a
share of 8.3 per cent of total Japanese imports. The EU is the largest exporter of preserved and
prepared tomatoes to Japan (56.5 per cent) and jams, fruit jellies and marmalades (46.9 per
cent).161
Figure 41) EU export shares of processed fruit and vegetable products by Member State,
thousands of euros
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The main EU exporter of processed fruit and vegetables to Japan is Italy, which in 2015 held a
share of 39.7 per cent of the total EU processed fruit and vegetables export to Japan. Italy is also
the main exporter of preserved and prepared tomatoes to the Japan with EUR 90.5 million. The
second largest exporter is Spain, which held a share of 11.4 per cent in 2015, followed by Belgium
with a share in exports of 10.3 per cent.163
Growth drivers and trends
The health and wellness awareness trend in Japan positively influences the demand for processed
fruit and vegetables. As a result of Japanese consumer’s increased health consciousness, they are
increasing the intake of fruit and vegetables. In combination with the trend towards more
convenience and processed food, it has led to an increasing popularity of processed fruit and
vegetables: Processed fruit and vegetables effectively reduce meal preparation time and can be
stored for a long period of time. As a result of the trend towards healthy food and convenience,
the demand for processed fruit and vegetables is expected to increase over the years.
Jams and fruit jellies have also becoming increasingly popular in recent years and are slowly
replacing stable shelf fruits. This can be attributed to the fact that jams and fruit jellies are
considered to be more natural and fresh and because premium products, with large pieces of real
fruit, are being introduced in the Japanese market. Additionally, the decreased popularity of shelf
stable fruit is the result of packaging that is not re-sealable - which forces consumers to use up
the whole package once it has been opened - and the fact that shelf fruit products often need to

162
163
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be drained and chopped before consumption. This makes jams and fruit jellies a more convenient
alternative compared to shelf stable fruit, or even fresh fruit.164
Geography
As a result of the limited availability of land for cultivation of fruit and vegetables, Japan relies on
the import of fruit and vegetables, including processed fruit and vegetables. Importing processed
fruit and vegetables has led to a greater variety of products, not bound to the season.
Processed fruit and vegetables are especially popular in urban areas, as consumers highly value
convenient, nutritious food in these areas. Processed fruit and vegetables allows them to save
time when preparing meals and doing their grocery shopping. Additionally, Japanese consumers
in urban areas are more likely to have adopted a more Westernised diet, which has increased
their demand for Western products – for example preserved and processed tomatoes for Italian
meals.
Distribution
Processed fruit and vegetables are mostly used as cooking ingredients, which make them popular
to both households and businesses, such as hotels, restaurants, cafes, but also schools and
hospitals.
The majority of processed fruit and vegetables for household consumption are sold in modern
grocery retailers, which accounted for 78.1 per cent of the total retail value in 2015. Within this
retail channel, supermarket account for the largest share, followed by convenience stores. Almost
15 per cent of processed fruit and vegetables are sold by traditional grocery retailers, such as
independent small grocery shops. Both modern and traditional grocery retailers have
experienced a decline in their share of the total value in recent years.165
The decline in the share of modern and traditional grocery retailers can partly be attributed to
the increasing popularity of online shops.
Consumer profiles
Processed fruit and vegetables are popular among all segments of the Japanese population for
different reasons.
The older generation Japanese consumers are very health and wellness conscious, which has led
to an increase in demand for nutritional and healthy products. As part of their more traditional
Japanese diet, they consume a lot of fruit and vegetables. These consumers especially favour
frozen fruit and vegetables because they can be preserved for a long time without losing
nutritional value. The increased health awareness has also led to an increased demand for fruit
and vegetable juices, which are perceived to be convenient and tasty while preserving the
nutritional value of fresh fruit and vegetables.
The younger generation Japanese consumers value processed fruit and vegetables mainly for
their convenience and because they allow them to save time. Additionally, the younger consumers

164©
165

Source: Euromonitor International, “Processed Fruit and Vegetables in Japan”, 2015
Ibid.
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have adopted a more Westernised diet and consume more Westernised dishes, which have
increased the demand for specific fruit and vegetables, such as tomatoes for the Italian cuisine.
Additionally, all consumers value the relatively low price of processed fruit and vegetables,
especially compared to domestic fresh fruit and vegetables. The import of processed fruit and
vegetables has also increased the variety of products available, which are no longer bound to
specific seasons. Lastly, processed fruit and vegetables are valued because of their convenience
and long shelf lives.166
Market Access and Entry
Processed fruits and vegetables do not face specific market access restrictions in Japan, through
market access is restricted for certain food additives.167 As such, market access is available for all
exporters who have completed and submitted the required forms and comply with the
requirements of Japanese import procedures and relevant standards.
Customs procedures
Documentation required for import into Japan includes:
▪

▪
▪
▪
▪
▪
▪
▪
▪

Reporting Requirements on Cargo (i.e. Advance Information on Maritime Container
Cargo; Inward Declaration for Aircraft; Inward Declaration for Vessels; Manifest for
Aircraft; Manifest for Vessels; and Permit to Discharge Maritime Cargo);
Customs Import Declaration;
Declaration of Dutiable Value;
Commercial Invoice;
Bill of Lading or Air Waybill;
Packing List (if deemed necessary);
Certificate of Non-Preferential Origin (if deemed necessary);
Proof of Preferential Origin (if applicable); and
Insurance Certificate (if deemed necessary).

Specific required documents related to the import of processed fruit and vegetables include:
▪
▪
▪

Authorisation of Foreign Foodstuffs Manufacturers;
Import Notification for Food and Food Products; and
Certificate of Analysis.

The Authorisation of Foreign Foodstuffs Manufactures is a document that proofs that producers
have been authorised by a competent authority in the country of export and comply with the
principles of hazard analysis and critical control points.168

U.S Department of Agriculture, Foreign Agriculture Service, “The Japanese Processed Fruit MarketOpportunities and Challenges”, GAIN Report, 22 June 2017, available at:
https://gain.fas.usda.gov/Recent%20GAIN%20Publications/The%20Japanese%20Processed%20Fruit%
20Market-Opportunities%20and%20Challenges_Osaka%20ATO_Japan_6-22-2017.pdf
167 The full list of approved food additives as of the date of publication can be found here.
168 “Authorisation of Foreign Foodstuffs Manufacturers”, European Commission, 21 March 2016 available
at: http://madb.europa.eu/madb/viewPageIFPubli.htm?datasetid=MAIF-JP1603v001&filename=a_fm_foo.html&hscode=2008&path=/data/website/madb/egif/prod/MAIF-JP1603v001/&imagepath=/egif/prod/MAIF-JP16-03v001/&page=&country=Japan&countryid=JP
166
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The Import Notification for Food and Food Products (Shokuhintou Yunyuutodokedesho) is a
document that notifies the competent authorities of the intention to import food and food
products. The document must be completed in Japanese or English and must enclose documents
showing a detailed list of ingredients and the manufacturing process and methods and test
reports from the country of export (if applicable).169
The Certificate of Analysis is a document certifying that microbiological and physical/chemical
tests have been carried out by an appropriate laboratory in the country of export. The document
must be completed in Japanese or English (a translation into Japanese is recommended however)
and should include information on the origin of the product, description of the samples and their
futures, test results and a statement or legal notice indicating whether the test results comply
with requirements.170
These documents and data required for customs clearance may be submitted prior to arrival to
facilitate and shorten the procedures. The person responsible for import declarations is the
importer, who may appoint a customs broker - who must be duly registered as an import
management entity with the Japanese customs authorities.
More information on procedures and formalities for the import of processed fruits and
vegetables: here
Labelling
All labels for processed fruit and vegetable products must include the following information in
Japanese:
▪
▪
▪
▪
▪
▪
▪

Product name;
Names of the ingredients (generic names in descending order by weight) and their origin;
Country of origin;
Net content (drained weight and total quantity, if applicable);
Best-before date or use-by date;
Name and address of the person responsible for the labelling; and
Storage instructions.

Requirements can vary depending upon point of entry and national standards are subject to
change, exporters should work closely with importers with relevant expertise prior to making
shipments to ensure that the most recent standards are complied with.
Intellectual property rights
Processed fruit and vegetable products enjoy protection as granted in accordance with the TRIPS
agreement and under Japanese national legislation. A GI can be registered under the GI system

“Import Notification for Food and Food Products”, European Commission, 21 March 2016 available at:
http://madb.europa.eu/madb/viewPageIFPubli.htm?datasetid=MAIF-JP1603v001&filename=not_food.html&hscode=2008&path=/data/website/madb/egif/prod/MAIF-JP1603v001/&imagepath=/egif/prod/MAIF-JP16-03v001/&page=&country=Japan&countryid=JP
170 “Certificate of Analysis”, European Commission, 21 March 2016 available at:
http://madb.europa.eu/madb/viewPageIFPubli.htm?datasetid=MAIF-JP1603v001&filename=cf_ana.html&hscode=2008&path=/data/website/madb/egif/prod/MAIF-JP1603v001/&imagepath=/egif/prod/MAIF-JP16-03v001/&page=&country=Japan&countryid=JP
169
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managed by the MAFF. Additionally, a trademark consisting of the place name and the name of
the product can be registered under the Trademark Act.
These systems allow a producer to convey the uniqueness of a certain regional product by
distinguishing them from products originating in other geographic regions. In case of
infringement and counterfeit, the holder of the trademark can demand injunction and demand
the person to take measures for the prevention of infringement.
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3.8 Dairy Products
Market Snapshot
Traditionally, dairy products have not played a large part in the Japanese diet, but in recent years
dairy products have started to gain
popularity. The dairy market in Japan relies
on imports to satisfy consumer’s demand,
especially for products such as cheese, whey
and natural milk products. In 2015, Japan was
the second largest market for EU cheeses.171
This trend is expected to continue in the
coming years, which offers a large potential
for EU dairy products with a PDO or PGI.
Market size and market share
Since 2010, the per capita consumption of
dairy products has fluctuated. While the consumption of cheese has increased from 1.94 kg per
capita in 2010 to 2.26 kg in 2015, the consumption of milk has decreased from 33.48 kg per capita
in 2010 to 30.91 in 2015. The consumption of butter has fluctuated heavily, which resulted in an
increase between 2010 from 0.58 kg to 0.61 kg per capita.
The Japanese production was on decline in 2014-2015 for two years in a row. This decline can be
contributed to the unusually warm summers, which affected the milk cows and resulted in a
lower output.172 However, in 2016, milk production was on the rise again, rising from 7.3 million
tons to 7.4 million tons.173
Japan’s imports of dairy products have grown in value year on year: In 2010 the value of imports
stood at EUR 884 million, which rose with 41.6 per cent to EUR 1,252 million in 2015. Cheese and
curd are the main products imported by Japan (EUR 946 million in 2015), followed by
concentrated and sweetened milk and cream (EUR 125 million) and whey and natural milk
products (EUR 122 million). The value of the import of all product groups – with the exception of
uncondensed and unsweetened milk and cream – has increased over the past few years.174

“EU Dairy Exports to Third Countries”, European Commission, 14 March 2016 available at:
http://ec.europa.eu/agriculture/milk-market-observatory/pdf/eu-extra-trade_en.pdf
172 U.S Department of Agriculture, Foreign Agriculture Service, “Japan Dairy and Product Annual: 2016
Market outlook and 2015 Situation Summary” GAIN Report, 15 October 2015 available at:
http://gain.fas.usda.gov/Recent%20GAIN%20Publications/Dairy%20and%20Products%20Annual_Toky
o_Japan_10-15-2015.pdf
173
U.S Department of Agriculture, Foreign Agriculture Service, “Japan Dairy and Product Annual: 2016 Market
Situation Summary and 2017 Outlook” GAIN Report, 19 October 2016 available at:
https://gain.fas.usda.gov/Recent%20GAIN%20Publications/Dairy%20and%20Products%20Annual_Tokyo_Japa
n_10-19-2016.pdf
174 ©Trade Map, International Trade Centre, www.trademap.org.
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Figure 42) Japan’s imports of dairy products, millions of euros
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The main exporters of dairy produce to Japan are the United States of America, New-Zealand,
Australia, Singapore and the EU. Regarding uncondensed and unsweetened milk and cream, the
EU, together with the United Arab Emirates (with a share of 3.8 per cent in 2015) were the only
exporters. The main exporter of buttermilk and yoghurt in 2015 were the USA with a share of
44.3 per cent, followed by the EU (37.1 per cent) and New Zealand (17.5 per cent). New Zealand
was the main exporter of butter and other fats and oils derived from milk in 2015 with a share of
62 per cent, followed by the EU (30.3 per cent) and Australia (3.2 per cent). New Zealand is also
the main exporter of concentrated and sweetened milk and cream to Japan with a share of 44 per
cent in 2015, followed by the EU (29.1 per cent) and Australia (17.4 per cent). The USA are the
main exporter of whey and natural milk products with a share of 25.3 per cent in 2015, followed
by the EU (22.5 per cent) and Singapore (16.1 per cent). Lastly, Australia is the main exporter of
cheese and curd with a share of 31.7 per cent in 2015, followed by the EU (28.3 per cent) and New
Zealand (21.2 per cent).176
Exports of dairy products from the EU showed an increase in value between 2010 and 2015. In
2010 the total value of EU exports of dairy products to Japan was EUR 249.4 million, this
increased with 39.4 per cent to EUR 347.5 million in 2015. While on average the exports of EU
products showed a steady increase for all product categories, there have been heavy fluctuations
in the export of concentrated and sweetened milk and cream, butter and other fats and oils
derived from milk and buttermilk and yoghurt.
Figure 43) EU export of dairy products to Japan, millions of euros
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©Trade Map, International Trade Centre, www.trademap.org.
©Trade Map, International Trade Centre, www.trademap.org.
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The main exporting Member States are the Netherlands, Germany, France and the United
Kingdom. For uncondensed and unsweetened milk and cream, the United Kingdom and Germany
held a collective share of 91.4 per cent of the EU’s export value to Japan in 2015. Greece held a
lead share of yoghurt and buttermilk exports to Japan in 2015 – accounting for 67 per cent of the
EU export value – followed by the Netherlands (26.4 per cent). The export of butter and other fats
and oils derived from milk in 2015 was dominated by the Netherlands (45.2 per cent), Germany
(34 per cent) and France (19.2 per cent), complemented by exports from the United Kingdom,
Belgium, Denmark and Italy. The Netherlands is also the dominant exporter of whey and natural
milk products, accounting for 37.4 per cent of the EU export value in 2015, followed by Germany
(19 per cent) and France (16.3 per cent). For concentrated and sweetened milk and cream the
export value shares were spread more evenly: Belgium held a share of 23.3 per cent in 2015,
followed by Lithuania (13.6 per cent) and France, Germany, Poland, the Netherlands and Portugal
with shares ranging from 10.4 to 8.3 per cent. The export of cheese and curd is dominated by
Italy, France, the Netherlands and Denmark, with a collective share of 80 per cent of the EU’s
export value in 2015. Other main exporters of cheese and curd are Germany, Ireland, Belgium and
the United Kingdom.178 Because EU natural cheeses are lower priced than cheeses from Oceania
or North America, there has been a rapid growth in EU exports, a trend which is expected to
continue in the coming years.179
Figure 44) EU dairy product exports to Japan in 2015 by country of origin, millions of
euros

©Trade Map, International Trade Centre, www.trademap.org.
©Trade Map, International Trade Centre, www.trademap.org.
179 U.S Department of Agriculture, Foreign Agriculture Service, “Japan Dairy and Product Annual: 2016
Market outlook and 2015 Situation Summary” GAIN Report, 15 October 2015 available at:
http://gain.fas.usda.gov/Recent%20GAIN%20Publications/Dairy%20and%20Products%20Annual_Toky
o_Japan_10-15-2015.pdf
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Growth drivers and trends
The trend towards a more Westernised diet will and has driven growth of dairy imports into
Japan. There is plenty of room for growth in this market as per capita consumption is still
relatively low. “Japanese housewives do not use dairy products very much in cooking, but some dairy
products are used by restaurants and bakeries serving western style foods.”181 Butter is used to
spread on the bread and cheese is eaten with wine or on a pizza like in the West. There is thus
potential to increase the consumption of dairy products here.
The decline in the consumption of milk products in Japan can be considered a result of its ageing
and declining population. The number of key consumers of milk - children and young people - has
declined as a result of late marriages and low fertility rates. This trend is expected to continue as
the Japanese population will further decline. However, there is also a decline in the domestic
production of milk. This is the result of climate conditions and retiring farmers without
successors. The decline in the domestic production of milk could create opportunities for
European producers.
The consumption of cheese has seen an increase over the past years. This can be attributed to the
growing consumption of wine at home. It is widely perceived among consumers in Japan and
globally that cheese goes well with wine and home dining over wine and cheese is therefore
becoming increasingly popular. This trend is expected to continue as a result of the recently found
and ongoing popularity of wine (for more information see Section 3.1 on wine and vermouth).
This trend creates potential for European producers, especially because of the increased
popularity of EU cheeses due to its lower prices compared to cheeses from Oceania and North
America.182
Lastly, there the sales of yoghurt and sour milk products have seen an increase over the past year.
This trend is the result of increased awareness among Japanese consumers about the health
benefits of yoghurt. The increase in sales of yoghurt and sour milk products has a negative impact
on the sales of other chilled dairy based deserts, which is expected to stagnate.
Geography
The dairy industry is located throughout the country, mostly in valleys and on land located on the
outskirts of urban areas. The Hokkaidō region is the centre of the dairy industry: more than half
off the domestic dairy output is generated by this region. Most of Hokkaidō region’s milk is
shipped to urban centers like Tokyo and Osaka. Other important regions for the dairy industry
are the Kantō region and the Tōhoku region.183

“What Dairy Products Do Japanese Eat?”, Cross Currents, last accessed on 18. 01. 2018 available at:
http://www.crosscurrents.hawaii.edu/content.aspx?lang=eng&site=japan&theme=work&subtheme=AG
RIC&unit=JWORK107
182 U.S Department of Agriculture, Foreign Agriculture Service,“ Japan Dairy and Product Annual: 2016
Market outlook and 2015 Situation Summary”, GAIN Report, 15 October 2015 available at:
http://gain.fas.usda.gov/Recent%20GAIN%20Publications/Dairy%20and%20Products%20Annual_Toky
o_Japan_10-15-2015.pdf
183 U.S Department of Agriculture, Foreign Agriculture Service, “Japan Dairy and Product Annual: 2016
Market Situation Summary and 2017 Outlook” GAIN Report, 19 October 2016 available at:
https://gain.fas.usda.gov/Recent%20GAIN%20Publications/Dairy%20and%20Products%20Annual_Tok
yo_Japan_10-19-2016.pdf
181
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The domestic dairy industry in Japan is struggling as farmers retire without being able to leave
their farms to a successor. Many farms are family businesses and as young Japanese are unwilling
to take over their parent’s farms, the number of farms is declining. The Japanese government
supports its dairy industry by providing financial support to modernise production facilities and
equipment, which leads to bigger farms.184
Distribution and logistics
Dairy products in Japan are mostly
distributed through retail outlets, such
as supermarkets, convenience stores
and department stores. Additionally,
dairy products can be consumed on
premise, for example in restaurants or
bars. “EU countries are expected to
continue to dictate the market for
consumer packed imported cheeses in
relatively higher end retail and food
service segments.”185
In addition to these more general retail
outlets, there exist speciality stores for (imported) cheese. These speciality shops often sell a
selection of imported EU cheeses and the staff at these shops has broad knowledge of the different
kinds of cheeses and can give recommendations and advice to the consumers.
Lastly, there is an increasing number of online stores where Japanese consumers can buy EU
cheeses.
Consumer profiles
The most important demographic for dairy products, especially for milk and dairy based deserts,
are families with young children, where consumers are motivated to have better calorific and
nutritional intake. As a result of the ageing and declining population in Japan, these product
groups are negatively affected.
A product group that is positively affected by the ageing population is cheese. As the age of the
average household in Japan rises, so does the cheese consumption. It can therefore be concluded
that this product group is especially popular among the older Japanese consumers.
Yoghurt is especially popular among health conscious consumers because of the health benefits
associated with it. As a result of Japan’s ageing population there is an increase in the amount of
health conscious consumers, because especially the older consumers are interested in the health
benefits of the products they buy.

U.S Department of Agriculture, Foreign Agriculture Service, “Japan Dairy and Product Annual: 2016
Market outlook and 2015 Situation Summary” GAIN Report, 15 October 2015 available at:
http://gain.fas.usda.gov/Recent%20GAIN%20Publications/Dairy%20and%20Products%20Annual_Toky
o_Japan_10-15-2015.pdf
185 “Japan Dairy and Products Annual 2013”, The Diary Site November 2013 available at:
http://www.thedairysite.com/reports/?id=3090
184
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Dairy products are also popular among the younger Japanese consumers who have adopted a
more Western lifestyle and diet. The Western diet includes more dairy products than the
traditional Japanese cuisine, which is often followed by the older generations.
Another factor that affects consumer’s consumption of dairy products is lactose intolerance.
While around 65 per cent of the global population has a reduced ability to digest lactose after
infancy, this percentage is higher in Asia due to the lack of dairy products in their diet. In East
Asia, about 90 per cent of the adults have a form of lactose intolerance.186
Innovation in the Japanese market is important, as consumers highly value new experiences and
new tastes. This is especially true for yoghurt and dairy based deserts. Manufactures in Japan
make huge investments in marketing and in launching new products with novel flavours and
packaging.
Market Access and Entry
Dairy products do not face specific market access restrictions in Japan, though market access is
restricted for certain food additives.187 As such, market access is available for all exporters who
have completed and submitted the required forms and comply with the requirements of Japanese
import procedures and relevant standards.
Customs procedures
Documentation required for import into Japan includes:
▪

▪
▪
▪
▪
▪
▪
▪
▪

Reporting Requirements on Cargo (i.e. Advance Information on Maritime Container
Cargo; Inward Declaration for Aircraft; Inward Declaration for Vessels; Manifest for
Aircraft; Manifest for Vessels; and Permit to Discharge Maritime Cargo);
Customs Import Declaration;
Declaration of Dutiable Value;
Commercial Invoice;
Bill of Lading or Air Waybill;
Packing List (if deemed necessary);
Insurance Certificate (if deemed necessary);
Certificate of Preferential Origin (if deemed necessary); and
Proof of Preferential Origin (if applicable).

Specific required documents related to the import of dairy products include:
▪
▪
▪

Veterinary Health Certificate for Animal Products;
BSE Certificate (for some product groups); and
Certificate of Dioxin Content.

These documents and data required for customs clearance may be submitted prior to arrival to
facilitate and shorten the procedures. The person responsible for import declarations is the

U.S National Library of Medicine, “Lactose Intolerance” May 2010 available at:
https://ghr.nlm.nih.gov/condition/lactose-intolerance
187 The full list of approved food additives as of the date of publication can be found here.
186
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importer, who may appoint a customs broker - who must be duly registered as an import
management entity with the Japanese customs authorities.
More information on procedures and formalities for the import of dairy products: here
Labelling
All labels for dairy products must include the following information in Japanese:
▪
▪
▪
▪
▪
▪
▪

Product name;
Names of the ingredients (generic names in descending order by weight) and their origin;
Country of origin;
Net content (drained weight and total quantity, if applicable);
Best-before date or use-by date;
Name and address of the person responsible for the labelling; and
Storage instructions.

Requirements can vary depending upon point of entry and national standards are subject to
change, exporters should work closely with importers with relevant expertise prior to making
shipments to ensure that the most recent standards are complied with.
Intellectual property rights
Dairy products enjoy protection as granted in accordance with the TRIPS agreement and under
Japanese national legislation. A GI can be registered under the GI system managed by the MAFF.
Additionally, a trademark consisting of the place name and the name of the product can be
registered under the Trademark Act.
These systems allow a producer to convey the uniqueness of a certain regional product by
distinguishing them from products originating in other geographic regions. In case of
infringement and counterfeit, the holder of the trademark can demand injunction and demand
the person to take measures for the prevention of infringement.
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3.9 Processed Cereals
Market Snapshot
The processed cereals market in Japan has registered strong growth in recent years, particularly
driven by demand from health-conscious
consumers seeking convenience. Although
sales volumes remain relatively low, there is
growing interest in Western lifestyles and
cuisine that should continue to drive sales in
the future and win market shares from
traditional cereals such as rice and wheat or
other noodles. Some pasta types, such as
spaghetti, even benefit from their similarity to
noodles - a staple food in Japan - thus
increasing their acceptance among consumers.
Market size and market share
Japan’s total imports of pasta and breakfast cereals were worth more than EUR 300 million in
2015.188 This represents an increase of 10 per cent over the 2014 value, although total imports
have fluctuated such that the compound aggregate growth rate (CAGR) since 2011 has been a
modest 1.02 per cent. The main non-EU exporting countries of processed cereals to Japan are the
US, Korea and Australia. For pasta and couscous, the EU is Japan’s largest individual export
partner, although China holds an increasingly competitive share.
The EU’s strong export position - nearly 50 per cent of global share - for breakfast cereals to Japan
is driven largely by Belgium’s developed processing and export infrastructure. France and
Germany also hold sizeable shares of the EU’s breakfast cereal export value. In the EU, exports of
bulk, unprocessed cereals to non-Member States typically require the issuance of an export
licence under the Common Agricultural Policy. However, such restrictions do not apply to
processed cereals.189
For pasta and couscous, EU exports face greater competition. China’s market share of pasta and
couscous exports to Japan has been gradually converging with the EU’s plurality position. EU
exports are likely to face further competition from Japan’s acceding TPP partners - such as the US
- which should benefit from preferential treatment.

Data compiled from Trade Map, International Trade Centre, www.trademap.org.
“The EU cereals regime”, European Commission, August 2014 available at:
http://ec.europa.eu/agriculture/cereals/factsheet-cereals_en.pdf.
188
189
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Figure 45) Japan’s imports of breakfast cereals & bars [HS 1904] by partner share,
thousands of euros
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Source: ITC Trade Map190
Italy is the predominant Member State in terms of pasta and couscous EU export share to Japan,
including sales of GI protected pasta products. Whereas competition from China and other
exporters to Japan depends largely on overwhelming volume production to sustain small profit
margins, EU pasta products - especially those with GI and other certifications - are wellpositioned to appeal to Japanese consumers’ health, quality and authenticity preferences.
Figure 46) Japan’s imports of pasta & couscous [HS 1902] by partner share, thousands of
euros
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Source: ITC Trade Map191
Growth drivers and trends
The sales of pasta have, to date, been restricted by low consumer awareness and a lack of
knowledge on how to prepare European dishes. A growing number of consumers travelling
abroad and a greater interest in European lifestyle and food culture will help to drive future
190
191

©Trade Map, International Trade Centre, www.trademap.org.
©Trade Map, International Trade Centre, www.trademap.org.
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growth. Research has indicated that pasta is also well placed for growth, in part from high
consumer acceptance due to its similarity to noodles, and also due to its status as an ‘exotic food’
which resonates with increasingly curious consumers. The value-based CAGR for pasta
consumption is predicted to grow at 1.56 per cent to 2020.192
Figure 47) Sales trends for breakfast cereals in Japan by product category, euros
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Breakfast cereals are undergoing rapidly increasing sales growth, driven by increasing
consumption of family breakfast cereals and muesli. Japanese habits are changing such that
breakfast cereals are now included into increasing number meals and, in particular, are replacing
rice- and bread-based breakfast dishes. At the same time, households that traditionally purchased
a variety of breakfast cereals to accommodate each segment of the family (children, adults,
seniors) are increasingly consolidating their consumption with one choice. High growth in the
family breakfast cereal category reflects this trend.
Muesli is relatively new to Japan but has
quickly become a popular breakfast and health
snack food. Sales growth of muesli and related
granola products is expected to continue at
least into the medium-term, and the
popularity boom is even having spill over
effects on how other breakfast cereals are now
perceived, moving them away from their
image as dull, unhealthy and less tasty than
traditional foods. Demand for muesli has been
so strong that leading producers have
encountered supply shortages of granola,
leading them to introduce smaller individual
packages.

192©
193©

Source: Euromonitor International, “Packaged Food in Japan”, 2015
Source: Euromonitor International, “Breakfast cereals in Japan”, 2015.
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Geography and major markets
Historically, wheat production in Japan has been highest in the northernmost Hokkaido
prefecture. The next highest prefecture – at half the output of Hokkaido – is Saga, in the southeast.
Given that most processed cereal products are consumed as dietary staples, consumption
patterns are less likely to be geographically concentrated. Imported processed cereals may catch
on more quickly in large urban centres where distribution networks are more dense but should
diffuse fairly uniformly given the relative longevity of most processed cereal products, developed
distribution infrastructure and lack of cultural barriers.
Distribution
Roughly half of breakfast cereals in Japan are sold through supermarkets. Supermarkets held the
largest distribution share for breakfast cereals in 2015, followed by convenience stores and
specialist health retailers. All distribution shares have been largely constant during the 20102015 reference period.
Furthermore, unlike in most other food market segments, growth of non-store retailing – home
and internet shopping – has not been as dramatic. This may be an indication that older
demographics are not as large a market for breakfast cereals as with some other products. It is,
however, possible that high competition suppresses price growth, therefore distorting
distribution share calculations based on retailer’s suggested price.
Supermarkets and other distributors are now stocking wider selections of imported cereals,
albeit with a limited amount of store space dedicated to this. Many supermarket retailers have
relatively well-integrated distribution systems and are receptive to imported products that are
in demand and offer high margins, especially if these are relatively small chains that are
geographically concentrated.
Pasta distribution avenues are roughly the same as breakfast cereals, with the exception that
convenience stores hold a larger share at the expense of specialist health retailers and non-store
retailing, which comprised 16 per cent of pasta distribution in 2015. Home shopping, internet
retailing and direct selling are all more viable distribution outlets for pasta than observed for
breakfast cereals.194
The foodservice industry is also an important driver of processed cereal consumption in Japan as
consumers, particularly young urban residents, increase their consumption of imported foods
through this industry. For pasta and couscous, dining away from home will be the main mode of
consumption as most Japanese consumers are not yet familiar with preparation options.
Distribution through hotels, restaurants and cafes will allow for higher value, if not volume, of
trade compared to store-based retailing.
Consumer profiles
Key consumers for pasta will be those emulating Western eating habits and lifestyle and will
include young professionals and middle class and affluent households. Younger consumers who
have had increased exposure to Western food through fast food chains will also be receptive to
these products and may increasingly purchase for preparation and consumption at home. This is
194

© Source: Euromonitor International, “Breakfast cereals in Japan”, 2015.
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an area where Japanese consumers look to producers to not only deliver quality products, but
also continuously supply innovative and novel preparation ideas.
Among young consumers, there is a gendered dimension to cereals consumption. Longer pastas,
particularly those resembling noodles, are favoured by men who associate it with traditional,
dense staples. Short pastas, including macaroni and penne, have recently found very high
popularity among young female consumers. This is partly attributable to their use in preparation
of pasta salads and soups.
The breakfast cereal market appeals to consumers with varied motivations such as health,
convenience, and lifestyle choice. Young professionals with an on-the-go lifestyle can be drawn
to breakfast cereal as a way to save time. Furthermore, following the successful expansion of
muesli in the Japanese market, older consumers and families with young children are increasingly
motivated to purchase breakfast cereals than they previously were; conceptions of breakfast
cereals as dull and unhealthy have been replaced by appreciation for nutritional value and taste.
Market Access and Entry
Although exports and imports of many types of cereals between the EU and Japan are restricted
by trade barriers, processed cereals do not face any formal market access obstacles. Market
access is available for all exporters who comply with the requirements of Japanese import
procedures and relevant standards.
Customs, SPS requirements, and labelling
The customs procedures for the import of processed cereals are relatively straightforward and
effective collaboration with importers and Japanese authorities can ensure the timely clearance
of goods for the market.
Customs procedures
Documentation required for importing processed cereals into Japan includes:
▪

▪
▪
▪
▪
▪
▪
▪
▪
▪

Reporting requirements on cargo (i.e. advance information on maritime container cargo,
inward declaration for aircraft, inward declaration for vessels, manifest for aircraft,
manifest for vessels, and permit to discharge maritime cargo);
Customs import declaration;
Commercial invoice;
Bill of lading or air waybill;
Packaging list (if deemed necessary);
Freight accounts (if deemed necessary);
Insurance certificate (if deemed necessary);
Detailed statement on reductions of or exemption from customs duty and excise tax (if
applicable);
Proof of payment of customs duties (in case of dutiable goods);
And a non-preferential proof of origin.

Certain products containing meats, vegetables, fruits, seafood or other non-cereal ingredients
may be subject to additional requirements including:
▪

Authorisation of Foreign Foodstuffs Manufacturers;
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Registration of Foreign Manufacturers of Animal Feed
Import Notification for Food and Food Products
Certificate of Dioxin Content
Veterinary Health Certificate for Animal Products; and
Certificate of Analysis.

These documents and data required for customs clearance may be submitted prior to arrival to
facilitate and shorten the procedures. The person responsible for import declarations is the
importer, who may appoint a customs broker – who must be duly registered as an import
management entity with the Japanese customs authorities.
In line with obligations under the Convention on the International Trade of Endangered Species
of Wild Fauna and Flora certain cereal products that contain plants of endangered species face
additional import requirements.
More information on procedures and formalities for the import of cereals: here.
SPS measures
SPS measures governing the import of cereals are in line with international standards. However,
the Japanese list of accepted food additives is not in line with the applicable international
standards. Prior to export, verify that your product does not contain additives that are prohibited
in Japan. A list of approved additives can be found: here.
Labelling
Interpretation of cereal labelling requirements can vary depending upon point of entry and
national standards are subject to change, exporters should work closely with importers with
relevant expertise prior to making shipments to ensure that the most recent standards are
complied with.
Intellectual property rights
Several varieties of processed cereals imported by Japan are iconic and closely associated with
their place of origin, at least to the country-level. Consumers value the authenticity and exoticism
of these products, which justifies their sometimes higher prices. These higher margins, however,
can attract counterfeiters, criminal repackagers and other forms of IP misappropriation.
Monitoring of the distribution chain and active assistance of distributors in IPR enforcement will
therefore greatly assist in the early identification of potential infringements and ensure that
counterfeited products are not sold alongside authentics.
Japan is bound by the WTO Trade-Related Aspects of Intellectual Property Rights (TRIPS)
agreement and has a robust domestic legal system for IPR. Further information is available in
English through the METI.
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3.10 Bread, pastry, cakes, biscuits and other bakers’ wares
Market Snapshot
Consumption of many types of breads, pastries, cakes, and biscuits have registered strong growth
in recent years in Japan. Affordability, convenience,
and perceived nutrition are the primary factors
influencing purchasing decisions.
The domestic market has seen considerable expansion
of consumer awareness and increasing demand. Retail
expansion with the number of convenience stores and
supermarkets - including those with in-store bakery
additions - has also increased the availability for
bakery products across many markets within China.
Market size and market share
Japan’s total imported value of baked goods stood at nearly EUR 300 million in 2015. In 2015, the
value of baked goods exported from the EU to Japan was over EUR 55 million, representing slight
growth from 2011 levels. At 20.34 per cent, Italy held the largest share of baked good exports to
Japan in 2015, closely followed by France with 19.96 per cent. Italy, France, Belgium and the UK
combined hold more than 60 per cent of the EU’s overall export share of baked goods to Japan.
Regional trading partners also have a significant share of the market, with the value of imports
from China consistently exceeding the EU’s share and the US’ near parity. All leading exporters of
baked goods to Japan have seen export value decline since 2012, with the exception of Malaysia
whose share grew strongly between 2014 and 2015. 195
Figure 48) Japan’s imports of baked goods [HS 1905] by partner share, thousands of euros
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For EU exports to Japan, value growth has been most pronounced for the sweet biscuit, waffle and
wafer categories. Export value CAGR for these products was nearly 10 per cent between 2011 and
195
196

Data compiled from ©Trade Map, International Trade Centre, www.trademap.org.
©Trade Map, International Trade Centre, www.trademap.org.
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2015, and their value has been much greater than other products such as gingerbreads and
toasted breads.197
Figure 49) Value of EU exports to Japan by product category, millions of euros
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Growth drivers and trends
The Japanese baked goods market is highly mature and offers stable potential, as consumption
levels of baked goods are relatively low but increasing. At the same time, this means that the
supply side of the Japanese baked goods market is highly competitive, with no single producer
holding a majority or even commanding plurality share of sales.
Pastries and cakes dominate the baked products market. This trend is expected to continue over
the coming years as distributors improve the convenience and accessibility of these products,
such as through supermarkets offering in-store bakeries and café areas. Sales of unpackaged
cakes and pastries, however, are expected to decline slightly in coming years as consumers forego
these options for better availability and longevity of packaged products. This creates an
opportunity for EU exporters, particularly those of GI products, who would otherwise be
inherently disadvantaged competing in the unpackaged baked goods market.
Brand loyalty figures more prominently into consumer decision making for baked goods
purchases than is the case with many other types of products. This creates a potential barrier to
market entry for EU baked goods exporters to Japan; consumers are not only loyal to individual
brands, but competitive brands are overwhelmingly domestic. There are strong preferences for
domestic GIs, such as the use of Japanese wheat from Hokkaido prefecture, which lends products
a moister texture than other species. These preferences are rooted that Japanese producers are
more trustworthy and that purchasing domestic products supports the economy.
At the same time, consumption of premium baked goods is an important market segment in Japan,
for which senior citizens are a critical demographic. This creates space for EU exporters of GI

197

Data compiled from Eurostat.
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products and other baked goods with ‘premium import value,’ particularly around Japan’s
seasonal gifting occasions.
Figure 50) Major Japanese holidays during which gifts are given
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Geography and major markets
Sales opportunities for baked goods are highly distributed throughout Japan, as most products
have long shelf lives and broad sensory appeal. At the same time, sales of premium products
should correspond with higher income per capita at the prefectural level. This applies to midmarket and economy brands as well - especially imported - as ingredient prices are rising and the
value of the yen decreased on international currency exchange markets.
Figure 51) Kilogram-price of white bread in selected prefectures, Japanese yen
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The kilogram price of white bread - a popular packaged baked good in Japan - loosely proxies for
supply and demand dynamics in selected prefectures. Prices ranged from a high of 450 yen (EUR
3.72) in Osaka prefecture to 350 yen (EUR 2.89) for a kilogram of white bread in 2013. Sales of
white bread have since been challenged as increasingly health conscious consumers prefer
nutritionally superior options, such as tasty bran breads, for example “catering to health-conscious
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consumers, a leading baker succeeded in producing good-tasting bread made with bran in 2013,
observing that bran is effective in retarding blood sugar increases.”198
While rice has been the traditional cereal in Japan, exporters should be aware that Japanese
consumers are proud and loyal to their wheat producing regions, which are increasingly adopting
domestic GI protections. However, Japan’s wheat production capacity is naturally constrained;
with proper marketing, there is potential for EU exporters to exploit complementarities with the
increasing regard for the geographic origin of baked goods.
Distribution
Although Japan has good cold-storage and domestic transportation infrastructure, the
distribution of fresh baked goods from the EU is inherently limited by the cost and distance
between producers and end consumers. These obstacles are compounded by the slight
contraction of the domestic market for fresh baked goods in Japan.
Distribution shares of baked goods in Japan are roughly split three ways between convenience
stores, supermarkets, and speciality and small grocery shops. These shares have remained
virtually constant between 2011 and 2015. The share held by supermarkets and, to some extent,
convenience stores might be expected to increase ahead as these outlets increasing add in-store
bakery and café facilities.
Figure 52) 2015 distribution shares for baked goods in Japan by outlet, per cent
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Despite the importance of the senior consumer demographic, non-store retailers like internet and
television vendors do not hold a significant market share. Furthermore, many bakeries and shops
specialised in baked goods are struggling for market share as most consumption growth centres
around convenience of purchase.200
Consumer profiles
The baked goods market is largely segmented into two strata of consumers, young on-the-go
buyers oriented towards convenience and seniors preferring premium products. The former
increasingly is an increasingly important consumer of bread products in particular, as they come
Gorton Laurie, “Tour de Bakery”, Baking Business, 9 January 2014 available at:
http://www.bakingbusiness.com/features/international/2014/9/tour%20de%20bakery.aspx?cck=1.
199© Source: Euromonitor International, “Baked Goods in Japan”, 2015
200 Ibid.
198
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to favour sandwiches, toasts and other foreign culinary concepts. They are also an important
demographic for frozen baked goods, which allow for convenient and flexible consumption. For
some baked goods, particularly savoury and frozen products, there is consumption
complementarity with alcoholic beverages.
Seniors drive consumption of premium baked goods that they regard as having particular
nutrition and health benefits. Despite high price sensitivity, premium products are atypically
successful - with seniors as well as other consumer segments - in Japan’s baked goods market
because producers have justified them through better ingredient and nutritional quality.
In some respects, Japanese consumers’ habits are intrinsically skewed against EU baked goods.
Strong levels of confidence in the safety, quality and solidarity aspects of domestic baked goods
pose key challenges to new, foreign market entrants. At the same time, Japanese consumers are
innately curious and increasingly receptive to foreign culinary trends - particularly those of
authentic origin and recognised quality.
Market Access and Entry
Market access is available for all exporters who comply with the requirements of Japanese import
procedures and relevant standards, detailed below.
Customs, SPS requirements, and labelling
The customs procedures for the import of baked goods are relatively straightforward and
effective collaboration with importers and Japanese authorities can ensure the timely clearance
of goods for the market.
Customs procedures
Documentation required for importing baked goods into Japan includes:
▪

▪
▪
▪
▪
▪
▪
▪
▪
▪

Reporting requirements on cargo (i.e. advance information on maritime container cargo,
inward declaration for aircraft, inward declaration for vessels, manifest for aircraft,
manifest for vessels, and permit to discharge maritime cargo);
Customs import declaration;
Commercial invoice;
Bill of lading or air waybill;
Packaging list (if deemed necessary);
Freight accounts (if deemed necessary);
Insurance certificate (if deemed necessary);
Detailed statement on reductions of or exemption from customs duty and excise tax (if
applicable);
Proof of payment of customs duties (in case of dutiable goods);
And a non-preferential proof of origin.

Certain products containing meats, vegetables, fruits, seafood or other non-cereal ingredients
may be subject to additional requirements including:
▪
▪
▪

Authorisation of Foreign Foodstuffs Manufacturers;
Registration of Foreign Manufacturers of Animal Feed
Import Notification for Food and Food Products
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Certificate of Dioxin Content
Veterinary Health Certificate for Animal Products; and
Certificate of Analysis.

These documents required for customs clearance may be submitted prior to arrival to facilitate
and shorten the procedures. The person responsible for import declarations is the importer, who
may appoint a customs broker – who must be duly registered as an import management entity
with the Japanese customs authorities.
In line with obligations under the Convention on the International Trade of Endangered Species
of Wild Fauna and Flora certain cereal products that contain plants of endangered species face
additional import requirements.
More information on procedures and formalities for the import of baked goods: here.
SPS measures
SPS measures governing the import of baked goods are in line with international standards.
However, the Japanese list of accepted food additives is not in line with the applicable
international standards. Prior to export, verify that your product does not contain additives that
are prohibited in Japan. A list of approved additives can be found: here.
Labelling
Interpretation of baked good labelling requirements can vary depending upon point of entry and
national standards are subject to change, exporters should work closely with importers with
relevant expertise prior to making shipments to ensure that the most recent standards are
complied with.
Intellectual property rights
As the vast majority of exported baked goods will be shipped in packaging for retail consumption,
effective brand recognition and attractive packaging are essential for success in the Japanese
market. These are in addition to GI registration and identification.
Branded products are especially important in Japan where trust and reputation heavily influence
consumer decision making. Company and product names should therefore be protected through
registration of trademarks, either at the Japanese Patent Office (JPO) or through the relevant
extensions to international registrations. Applications should be made well in advance of market
entry in order to avoid potential ‘hijacking’ of marks.
As packaging is an important part of retail marketing strategy for baked goods, EU brand owners
would be well advised to apply for IPR protection for any distinctive packaging used for their
products. Protection of packaging design is most commonly achieved by applying for design
patents, however EU companies have also had success enforcing packaging IPR using 3d trade
mark registrations as well as through competition law provisions.
Finally, whilst GI products are produced in their specific region, it remains important to protect
the exact recipes and processes used in production to prevent product counterfeiting elsewhere.
These trade secrets need not be registered to be granted protection in Japan, but the producer
must be able to show that sufficient efforts were made to protect the confidentiality of sensitive
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material, whether this be through control of documents, separation of production stages or
appropriate terms and the requirement of signed Non-Disclosure Agreements (NDAs) as part of
employee and partner contracts.
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3.11 Confectionary
Market Snapshot
Japan is the eight largest confectionary market in the
world and the sales of chocolate confectionary and
sugar confectionary are expected to increase over the
coming years. This positive development can be
attributed to the positive health benefits associated
with cocoa and the ageing population.
Despite a decline of the overall confectionary market
in Japan as a result of the decrease in demand for gum,
the import of chocolate and sugar confectionary is
increasing. This increase in imports creates potential
for EU producers, because high-quality European
chocolates are increasingly popular in Japan.
Market size and market share
Japan is the second largest market of confectionary products in the Asia-Pacific region after China,
and the world’s fifth largest. The demand for Chocolate and chocolate confectionery has been
growing in Japan for the past five year at about 2% rate per annum. If in 2010 average per capita
chocolate consumption stood at “1.74kg,” then in 2014 that number had risen to “2 kg.”201 The
chocolate industry in Japan is helped by seasonal sales and increased sales during important sales
days such as Valentine's Day and White Day.202 Japanese consumers are very interested in new
types of chocolate and new tastes, as even during the May 2011 disaster when chocolate
consumption was generally cut, novelty goods were still in demand in the Japanese confectionery
market.203
Figure 53) Japanese chocolate confectionary and sugar confectionary imports, millions of
euros

201

“Chocolate Production, Import Export And Per -Caput Consumption”, Chocolate & Cocoa Association of Japan 2015,
available at: http://www.chocolate-cocoa.com/english/pdf/index_002.pdf
203

©Agriculture and Agri-Food Canada, “Consumer Trends: Confectionery in Japan”, International Markets
Bureau Market Analysis Report , May 2012, available at: http://www.agr.gc.ca/resources/prod/InternetInternet/MISB-DGSIM/ATS-SEA/PDF/6152-eng.pdf
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Since 2010 the value of the Japanese import of chocolate and sugar confectionary increased by
29.9 per cent from EUR 452.7 million to EUR 589.9 million in 2015. The largest share in the import
of confectionary products is held by chocolate, which accounted for 85.3 per cent of the total
confectionary import in 2015. Between 2010 and 2015, the value of the import of chocolate
increased by 30.1 per cent to EUR 501.7 million. The import of sugar confectionary products
increased by 28.3 per cent since 2010 to EUR 86 million in 2015.
The main exporter of chocolate confectionary to Japan is the EU, which in 2015 accounted for 31.8
per cent of the total Japanese chocolate import. The second largest exporter is Singapore, which
held a share of 29.3 per cent, followed by the United States of America with a share of 10 per cent.
The main exporter of sugar confectionary to Japan is also the EU, which in 2015 held a share of
52.8 per cent of the total Japanese sugar confectionary import. The second largest exporter to
Japan is the USA which accounted for 16.1 per cent, followed by China with a share of 7.4 per
cent.205
Figure 54) EU exports of chocolate confectionary and sugar confectionary to Japan,
millions of euros

204
205

©Trade Map, International Trade Centre, www.trademap.org.
©Trade Map, International Trade Centre, www.trademap.org .
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In 2010, the EU export of confectionary to Japan was valued at EUR 145.4 million. The total value
of EU exports increased by 40.1 per cent to EUR 204.9 million in 2015. In this period, the EU
export of chocolate to Japan grew by 49.1 per cent to EUR 159.4 million in 2015. The value of the
EU export of sugar confectionary reached EUR 45.6 million in 2015, reflecting an 18.3 per cent
increase since 2010.
The main EU trading partners of Japan for chocolate are Belgium, France, Italy and Germany.
Market leader Belgium has seen its market share of EU exports increase from 36.0 per cent to
39.9 per cent between 2010 and 2015, while the value of its exports increased by 65.4 per cent
during this period. France and Germany saw a decrease in their market share between 2010 and
2015, while Italy increased its market share from 9.7 per cent to 14.7 per cent.207

206
207

©Trade Map, International Trade Centre, www.trademap.org.
Ibid.
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Figure 55) EU sugar confectionary and cholate exports to Japan in 2015 by country of
origin, thousands of euros
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The main EU exporters of sugar confectionary to Japan are Germany, the Netherlands, Hungary
and Spain. Market leader Germany saw its share of EU exports increase from 21.7 per cent in 2010
to 22.6 per cent in 2015, while the value of its exports increased by 23.2 per cent. The market
shares of the Netherlands and Spain decreased greatly, respectively by 8.8 and 6.9 per cent points.
The market share of Hungary has increased rapidly between 2010 and 2015, from 4.4 per cent to
15.9 per cent.209
Growth drivers and trends
Confectionary imports are expected to continue to grow – especially middle and high-priced
products targeting adult consumers. These highly valued-added products generating higher
profitability for companies are sold as “small luxury”, and their increasing demand is positively
affecting European products. For instance, high-price range French and Belgian chocolates have
benefited from sales while the demand for low-price range chocolates produced in South East
Asia has been decreasing.
The increase in sales of chocolate can also be considered in light of the trend towards more health
conscious Japanese consumers. This is especially true for older consumers, who are seeking
products with health benefits and are also the main consumers of confectionary products.
Scientific research proved that cocoa contains a fine balance of minerals which helps to reduce
blood pressure, prevents arteriosclerosis, obesity and cancer, and minimises the level of stress
and the effects of allergy. As these benefits are becoming more commonly known among Japanese
consumers, chocolate is rebranded as a healthy snack.210

©Trade Map, International Trade Centre, www.trademap.org.
Map, International Trade Centre, www.trademap.org.
210© “Middle And High-Priced Confectionary Expecting to Enjoy a “Small Luxury” Is Now Getting Attention
Among The Adult Consumers”, FOODEX Japan Food Business Research, Japan Management Association, 7
July 2015, available at: https://www.jma.or.jp/foodex/en/img/trends/today/japan_today_desserts06.pdf
208

209©Trade
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Distribution
Confectionary products are mainly sold through modern retail channels such as supermarkets
and convenience stores.
The main distributor of chocolate confectionary are supermarkets, which in 2015 held a share of
34.9 per cent of the total retail value. These are followed by convenience stores with a share of
19.6 per cent and health and beauty specialists with a share of 16.7 per cent. In addition to these
retail channels, specialist shops are important for the sale of chocolates. As for other food
categories, internet purchases of chocolate confectionary are increasingly popular and its share
has increased from 2.5 per cent in 2010 to 2.9 per cent in 2015.211
The main retail outlet for sugar confectionary are supermarkets, which accounted for 40.6 per
cent of the total retail value in 2015. Convenience stores are more important for the sales of sugar
confectionary than for chocolate, and held a share of 34.1 per cent. Convenience stores are
followed by sales through health and beauty specialist, with a share of 7.5 per cent. Specialist
shops and internet vendors do not play a significant role in the sales of sugar confectionary with
a share of respectively 2.5 per cent and 1.9 per cent.212
Consumer profiles
In general, the Japanese consumer prefers fresh food items. They are therefore more likely to
choose baked goods, such as biscuits, cakes and pastries, over confectionary products. However,
the popularity of confectionary products is on the rise as a result of their convenience regarding
portability and share-ability and the ease of consumption.
“Pensioners (retired 55+) are the largest consumers of confectionery products [in Japan] and
account for about 28 percent of consumption.”213 These older consumers have a high disposable
income available which they are willing to spend on products with specific health benefits. As a
result, this age group is boosting the sales of imported (dark) chocolate and functional cereal
bars.214 The increasing size and importance of this group of consumers has led confectionary
producers to launch premium products targeted at senior consumers. These premium products
are produced with high-quality ingredients with special health benefits and are sold in luxurious
packaging. Additionally, the term otona no (‘for adults’) is used on the packaging to increase their
appeal to older consumers. These premium products are also popular among adults.215
Another important consumer group are professional young adults. Almost half of the Japanese
consumers of confectionary products consume these products as an afternoon snack to boost
211©

Source: Euromonitor International, “Chocolate Confectionary in Japan”, 2015
© Source: Euromonitor International, “Sugar Confectionary in Japan”, 2015
213 “Economic Profile of the Japanese Chocolate Industry”, World Cocoa Foundation, last accessed on 7 April
2016, available at: http://www.worldcocoafoundation.org/wpcontent/uploads/Economic_Profile_of_the_Japan_Chocolate_Industry_20111.pdf
214 © “Confectionery & Desserts”, Japan Management Association, July 2015 available at:
http://www.jma.or.jp/foodex/en/trends/today/desserts.html; ©Agriculture and Agri-food Canada,
“Japanese Confectionary: Market Overview”, International Markets Bureau, Market Analysis Report, March
2010 available at: https://www.gov.mb.ca/agriculture/market-prices-and-statistics/tradestatistics/pubs/japan_confectionery_en.pdf
215 ©Agriculture and Agri-Food Canada, “Japanese Confectionary: Market Overview”, International Markets
Bureau Market Analysis Report , March 2010 available at: https://www.gov.mb.ca/agriculture/marketprices-and-statistics/trade-statistics/pubs/japan_confectionery_en.pdf
212
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alertness and their energy level. Furthermore, premium chocolate and sugar confectionary are
considered a welcome break from work stress. In this age group especially mints are popular
because they can increase alertness almost immediately and they are subtle and convenient. This
younger, working population also favours functional, nutritional cereal bars as replacement for
breakfast or lunch and as a way to control their weight.216
Among Japanese children, pastilles, jellies and chews are especially popular. Their popularity can
be attributed to the fact that these candies are easily consumed and shared.217 Furthermore, the
“Japanese consumers prefer softer and less sweet products to hard, sugary items. There is also a
growing preference for low-priced individually wrapped confectionery items.” 218 This preference is
strengthened by the addition of functional ingredients to gummy and soft chew candy to provide
health and beauty benefits.
Finally, it is important to get familiar with Japanese taste for confectionary products, which is
quite different from Western consumers. “In Japan, several U.S. chocolate confectionery
manufacturers have come up with exotic new flavors including soy sauce, ginger ale, green tea,
banana, mango, watermelon and many others”.219
Gifting
Chocolate and sugar confectionary products are popular gifting items in Japan to express
appreciation and celebrate special occasions. This is especially true for chocolates, which often
enjoy a higher status and are sold for a higher price than other confectionary products. There
exists a large variety of chocolates to celebrate special events and occasions.220
The gifting of confectionary products is concentrated around certain holidays and celebrations,
for example Easter, Mother’s Day, Father’s Day, Halloween and Christmas. During these holidays
both sugar confectionary and chocolate are gifted and consumed, especially Christmas is an
important occasion to gift high-end European chocolates. Additionally, weddings are an
important occasion to gift confectionary. Couples increasingly choose to gift sweets as return gifts
for their wedding guests.221

216©

Agriculture and Agri-food Canada, “Japanese Confectionary: Market Overview”, International Markets
Bureau Market Analysis Report, March 2010 available at: https://www.gov.mb.ca/agriculture/marketprices-and-statistics/trade-statistics/pubs/japan_confectionery_en.pdf; Agriculture and Agri-food
Canada, “Confectionary Products in Japan”, Market Access Secretariat Global Analysis Report, September
2015 available at: http://www5.agr.gc.ca/resources/prod/Internet-Internet/MISB-DGSIM/ATSSEA/PDF/6659-eng.pdf
217 ©Agriculture and Agri-food Canada, “Confectionary Products in Japan”, Market Access Secretariat
Global Analysis Report, September 2015 available at: http://www5.agr.gc.ca/resources/prod/InternetInternet/MISB-DGSIM/ATS-SEA/PDF/6659-eng.pdf
218 “Economic Profile of the Japanese Chocolate Industry”, World Cocoa Foundation, last accessed on 7 April
2016, available at: http://www.worldcocoafoundation.org/wpcontent/uploads/Economic_Profile_of_the_Japan_Chocolate_Industry_20111.pdf
219 Ibid
220 ©Agriculture and Agri-food Canada, “Confectionary Products in Japan”, Market Access Secretariat
Global Analysis Report, September 2015 available at: http://www5.agr.gc.ca/resources/prod/InternetInternet/MISB-DGSIM/ATS-SEA/PDF/6659-eng.pdf;
221 “Japan: Opportunities in Consumer Goods – Japan’s Gift Market”, U.S Department of Commerce, June
2015 available at:
http://www.export.gov/japan/build/groups/public/@eg_jp/documents/webcontent/eg_jp_088138.pdf
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The main occasions to gift chocolates and confectionary are Valentine’s Day and White Day. It is
a Japanese tradition for women to gift chocolates on Valentine’s day to all men in their lives:
Women gift giri-choco (obligation chocolate) to friends, relatives, colleagues and bosses, and
honmei-choco (true feeling chocolate) to their significant others. “In 1980, the Japanese
confectioners created the “White Day (March 14th)” when in turn men are expected to buy
chocolate, especially white chocolate for women.”222
These special occasions and holidays are an important moment for the sales of confectionary
products. During these periods limited products are often launched and department stores and
grocery retailers make a great effort to promote the sales of confectionary products.223
Market Access and Entry
Chocolate and sugar confectionary products do not face specific market access restrictions in
Japan, though market access is restricted for certain food additives.224 As such, market access is
available for all exporters who have completed and submitted the required forms and comply
with the requirements of Japanese import procedures and relevant standards.
Customs procedures
Documentation required for import into Japan includes:
▪

▪
▪
▪
▪
▪
▪
▪
▪

Reporting Requirements on Cargo (i.e. Advance Information on Maritime Container
Cargo; Inward Declaration for Aircraft; Inward Declaration for Vessels; Manifest for
Aircraft; Manifest for Vessels; and Permit to Discharge Maritime Cargo);
Customs Import Declaration;
Declaration of Dutiable Value;
Commercial Invoice;
Bill of Lading or Air Waybill;
Packing List (if deemed necessary);
Insurance Certificate (if deemed necessary);
Certificate of Preferential Origin (if deemed necessary); and
Proof of Preferential Origin (if applicable).

Specific required documents related to the import of confectionary products include:
▪
▪
▪
▪

Authorisation of Foreign Foodstuffs Manufacturers;
Import Notification for Food and Food Products;
Certificate of Analysis; and
Certificate of Dioxin Content (only for products containing dairy products).

“Economic Profile of the Japanese Chocolate Industry”, World Cocoa Foundation, last accessed on 7 April
2016, available at: http://www.worldcocoafoundation.org/wpcontent/uploads/Economic_Profile_of_the_Japan_Chocolate_Industry_20111.pdf
223 ©Agriculture and Agri-food Canada, “Consumer Trends: Confectionary in Japan”, International Markets
Bureau Market Indicator Report, May 2012 available at:
http://www5.agr.gc.ca/resources/prod/Internet-Internet/MISB-DGSIM/ATS-SEA/PDF/6152-eng.pdf;
224 The full list of approved food additives as of the date of publication can be found here.
222
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The Authorisation of Foreign Foodstuffs Manufacturers is a document proving that producers
have been authorised by a competent authority in the country of export and comply with the
principles of hazard analysis and critical control points.225
The Import Notification for Food and Food Products (Shokuhintou Yunyuutodokedesho) is a
document that notifies the competent authorities of the intention to import food and food
products. The document must be completed in Japanese or English and must enclose documents
showing a detailed list of ingredients and the manufacturing process and methods and test
reports from the country of export (if applicable).226
The Certificate of Analysis is a document certifying that microbiological and physical/chemical
tests have been carried out by an appropriate laboratory in the country of export. The document
must be completed in Japanese or English and should include information on the origin of the
product, description of the samples and their futures, test results and a statement or legal notice
indicating whether the test results comply with requirements.227
The Certificate of Dioxin Content is a document certifying that products are suitable for
consumption as regards their dioxin content. The certificate has to be issued by an appropriate
laboratory in the country of export and can be prepared in any language.228
These documents and data required for customs clearance may be submitted prior to arrival to
facilitate and shorten the procedures. The person responsible for import declarations is the
importer, who may appoint a customs broker duly registered as an import management entity
with the Japanese customs authorities.
More information on procedures and formalities for the import of confectionary products: here
Labelling
All labels for chocolate and sugar confectionary products must include the following information
in Japanese:
▪
▪
▪

Product name;
Names of the ingredients (generic names in descending order by weight) and their origin;
Country of origin;

“Authorisation of Foreign Foodstuffs Manufacturers”, European Commission, 21 March 2016 available
at: http://madb.europa.eu/madb/viewPageIFPubli.htm?datasetid=MAIF-JP1603v001&filename=a_fm_foo.html&hscode=2008&path=/data/website/madb/egif/prod/MAIF-JP1603v001/&imagepath=/egif/prod/MAIF-JP16-03v001/&page=&country=Japan&countryid=JP
226 “Import Notification for Food and Food Products”, European Commission, 21 March 2016 available at:
http://madb.europa.eu/madb/viewPageIFPubli.htm?datasetid=MAIF-JP1603v001&filename=not_food.html&hscode=2008&path=/data/website/madb/egif/prod/MAIF-JP1603v001/&imagepath=/egif/prod/MAIF-JP16-03v001/&page=&country=Japan&countryid=JP
227 “Certificate of Analysis”, European Commission, 21 March 2016 available at:
http://madb.europa.eu/madb/viewPageIFPubli.htm?datasetid=MAIF-JP1603v001&filename=cf_ana.html&hscode=2008&path=/data/website/madb/egif/prod/MAIF-JP1603v001/&imagepath=/egif/prod/MAIF-JP16-03v001/&page=&country=Japan&countryid=JP
228 “Certificate of Dioxin Content”, European Commission, 21 March 2016 available at:
http://madb.europa.eu/madb/viewPageIFPubli.htm?datasetid=MAIF-JP1603v001&filename=cf_dio.html&hscode=1806&path=/data/website/madb/egif/prod/MAIF-JP1603v001/&imagepath=/egif/prod/MAIF-JP16-03v001/&page=&country=Japan&countryid=JP
225
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Net content (drained weight and total quantity, if applicable);
Best-before date or use-by date;
Name and address of the person responsible for the labelling; and
Storage instructions.

Requirements can vary depending upon point of entry and national standards are subject to
change, exporters should work closely with importers with relevant expertise prior to making
shipments to ensure that the most recent standards are complied with.
Intellectual property rights
Chocolate and sugar confectionary products enjoy protection as granted in accordance with the
TRIPS agreement and under Japanese national legislation. A GI can be registered under the GI
system managed by the MAFF. Additionally, a trademark consisting of the place name and the
name of the product can be registered under the Trademark Act.
These systems allow a producer to convey the uniqueness of a certain regional product by
distinguishing them from products originating in other geographic regions. In case of
infringement and counterfeit, the holder of the trademark can demand injunction and demand
the person to take measures for the prevention of infringement.
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3.12 Honey
Market snapshot
Japan is a large importer of honey as a result of its low domestic
honey production. Japanese consumers, especially the older
generation, is willing to pay for high-quality honey with health
benefits. However, accessing the Japanese honey market is
difficult as there exist strict import controls. When inspectors
find a trace of antibiotics or chemicals in the honey sample, they
might reject the entire shipment.
Market size and market share
Japan is a net importer of natural honey but the sales have been
declining. Between 2009 and 2013 there has been a decline of
18.4 per cent of the sales of honey in volume.229
Figure 56) Japanese import of natural honey by major trading partners, millions of euros
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Since 2010, the value of the Japanese import of natural honey increased by 40.1 per cent from
EUR 75.5 million to EUR 105.7 million in 2015.231 The main exporter of honey to Japan is China,
which exported EUR 50.9 million worth of natural honey in 2015. While China’s export value has
increased between 2010 and 2015, its market share declined from 65.5 per cent to 48.2 per cent
in the same period. The second largest exporter of natural honey to Japan is New Zealand, which
exported EUR 14 million in 2015, a share of 13.3 per cent in 2015 (compared to 7.3 per cent in

©Agriculture and Agri-food Canada, “Spreads in Japan”, Market Access Secretariat Global Analysis
Report, August 2015 available at: http://www5.agr.gc.ca/resources/prod/Internet-Internet/MISBDGSIM/ATS-SEA/PDF/6648-eng.pdf
230
© Trade Map, International Trade Centre, www.trademap.org.
231 ©Trade Map, International Trade Centre, www.trademap.org.
229
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2010). New Zealand is followed by Canada, which in 2015 exported for EUR 12.9 million. This
reflects a market share of 12.2 per cent in 2015, compared to a share of 8.4 per cent in 2010.232
The large import of natural honey from China can be explained by the fact that China is the main
producers of honey in the world and its proximity to Japan. Additionally, flower types are similar
in Japan and China because of the countries’ geographical location. As a result, China produces
the type of honey that is highly demanded in Japan.
Figure 57) EU honey exports to Japan in 2015 by country of origin, millions of euros
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The value of EU exports of natural honey to Japan has more than doubled between 2010 and 2015.
In 2010, the EU exported EUR 4 million worth of honey to Japan, which increased by 140.9 per
cent to EUR 9.7 million in 2015. The share of EU exports in the total Japanese honey import
increased from 5.3 per cent in 2010 to 9.1 per cent in 2015. 234
Hungary is the market leader in the EU exports of natural honey to Japan. The country exported
EUR 4.5 million in 2015, which accounted for 46.9 per cent of the total EU exports. While the value
of exports by Hungary increased by 85.9 per cent between 2010 and 2015, the market share
decreased by 13.8 per cent points. The second largest exporter of honey to Japan is Romania,
which in 2015 held a share of 15.6 per cent which translates into EUR 1.5 million. Romania’s
export of natural honey to Japan has fluctuated heavily over the years, resulting in an increase
between 2010 and 2015 of 1863.6 per cent. The third largest EU exporter is Spain, which exported
for EUR 1.1 million in 2015, which reflects a share of 11.1 per cent. The Spanish share in EU
exports has remained the same between 2010 and 2015. Other EU Member States exported less
than EUR 1 million in 2015 and include France, Italy, Germany, Sweden, Bulgaria and the United
Kingdom.235
Growth drivers and trends
The demand for honey in Japan has been decreasing in recent years and is expected to decrease
further in the coming years. However, this does not necessarily have to influence the import of

Ibid.
©Trade Map, International Trade Centre, www.trademap.org.
234© “Trade Map”, ITC Trade Map, www.trademap.org
235 Ibid.
232
233
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natural honey to Japan, which has been increasing in the past years.236 This is rather a result of a
decline in the domestic production of honey as a result of a decline in the number of beekeepers.
“Beekeepers are on the decline, not only due to the inundation of imported honey but also because
honeybees are susceptible to weather anomalies and pollution.”237
The reason that the demand for honey will not decline at a greater rate is because of the ageing
population in combination with increased health and wellness awareness, especially among older
consumers. In traditional medicine honey is used as alternative medication in Japan and is known
to have anti-bacterial qualities, reduce throat irritation and help prevent heart diseases. Japanese
consumers are willing to pay a higher price for high-quality products with health benefits, such
as honey. The trend towards healthier lifestyles is expected to continue in the coming years.238
Geography and major markets
Beekeeping took off in Japan when European honeybees were imported in 1876, which have since
become the main bees used for honey production due to their effectiveness compared to the
domestic Japanese honeybee. The Japanese honeybee only accounts for about 10 per cent of the
total Japanese honey production. The majority of honey is imported because beekeepers and
honey production in Japan are on the decline as a result of the ageing population, shortage of
successors, an increase in urban areas, competition from low-priced imports and weather
conditions and pollution as mentioned above. “Today pure, unprocessed domestic honey has
become something of a luxury product [in Japan].”239
Different types of honey are produced in Japan including acacia hone, orange blossom honey
buckwheat honey, lotus honey, clover honey, Manuka honey and alfalfa and wildflower and about
15 other varieties of honey.240 These types of honey are grown all over Japan. Most popular honey
production regions could be found on Eastern and Northern parts of Japan, like Tohoku region,
which is rich in Acacias.
Retail Channels
As a result of Japan’s reliance on imported honey, natural honey is mainly sold at modern grocery
retailers, especially in supermarkets and to a lesser extent in convenience stores. Natural honey
is also sold at traditional grocery retailers, especially at independent small grocery retailers, and
non-grocery retailers, such as health and beauty specialist shops. Internet retailing of honey is
not a very common concept.

©“Trade Map”, ITC Trade Map, www.trademap.org
Natsu, “Japanese Honeybee”, The Tokyo Foundation, 4 September 2009 available at:
http://www.tokyofoundation.org/en/topics/japanese-traditional-foods/vol.-22-japanese-honeybee
238 ©Agriculture and Agri-food Canada,” Consumer Trends: Honey and Maple Syrup in Japan”, International
Markets Bureau Market Indicator Report, May 2012 available at:
http://www5.agr.gc.ca/resources/prod/Internet-Internet/MISB-DGSIM/ATS-SEA/PDF/6164-eng.pdf
239Shimamura, Natsu , “Japanese Honeybee”, The Tokyo Foundation, 4 September 2009 available at:
http://www.tokyofoundation.org/en/topics/japanese-traditional-foods/vol.-22-japanese-honeybee ;
240
©Agriculture and Agri-food Canada,” Consumer Trends: Honey and Maple Syrup in Japan”, International
Markets Bureau Market Indicator Report, May 2012 available at:
http://www5.agr.gc.ca/resources/prod/Internet-Internet/MISB-DGSIM/ATS-SEA/PDF/6164-eng.pdf
236

237Shimamura,
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Consumer profiles
Honey is especially popular among the older generation as a result of its healing qualities and
health benefits. Honey contains a lot of vitamins, minerals and enzymes. It is furthermore rich in
antioxidants and anti-bacterial agents. It has therefore been said to protect the heart, improve
memory, reduce anxiety and ease gastro-intestinal disorders. The qualities of the honey depend
on the region or origin and the variety. Honey is also used to treat wounds, such as burns, sores
and scars, and conditions such as hair loss, acne and sleep disorders.241
Market Access and Entry
Honey products do not face specific market access restrictions in Japan, through market access is
restricted for certain food additives.242 As such, market access is available for all exporters who
have completed and submitted the required forms and comply with the requirements of Japanese
import procedures and relevant standards.
Customs procedures
Documentation required for import into Japan includes:
▪

▪
▪
▪
▪
▪
▪
▪
▪

Reporting Requirements on Cargo (i.e. Advance Information on Maritime Container
Cargo; Inward Declaration for Aircraft; Inward Declaration for Vessels; Manifest for
Aircraft; Manifest for Vessels; and Permit to Discharge Maritime Cargo);
Customs Import Declaration;
Declaration of Dutiable Value;
Commercial Invoice;
Bill of Lading or Air Waybill;
Packing List (if deemed necessary);
Insurance Certificate (if deemed necessary);
Certificate of Preferential Origin (if deemed necessary); and
Proof of Preferential Origin (if applicable).

Specific required documents related to the import of honey include:
▪

Veterinary Health Certificate for Animal Products

The Veterinary Health Certificate for Animal Products demonstrates that products of animal
origin to be imported have been inspected according to appropriate procedures, are not
contaminated and do not carry any contagious diseases and are considered to conform with the
current veterinary regulations of the importing country. The certificate can be issued in any
language by appropriate sanitary authorities of the country of export.243

©Agriculture and Agri-food Canada, “Consumer Trends: Honey and Maple Syrup in Japan”, International
Markets Bureau Market Indicator Report, May 2012 available at:
http://www5.agr.gc.ca/resources/prod/Internet-Internet/MISB-DGSIM/ATS-SEA/PDF/6164-eng.pdf
242 The full list of approved food additives as of the date of publication can be found here.
243 “Veterinary Health Certificate for Animal products”, European Commission, 21 March 2016 available at:
http://madb.europa.eu/madb/viewPageIFPubli.htm?datasetid=MAIF-JP1603v001&filename=cf_anp.html&hscode=0409&path=/data/website/madb/egif/prod/MAIF-JP1603v001/&imagepath=/egif/prod/MAIF-JP16-03v001/&page=&country=Japan&countryid=JP
241
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These documents and data required for customs clearance may be submitted prior to arrival to
facilitate and shorten the procedures. The person responsible for import declarations is the
importer, who may appoint a customs broker – who must be duly registered as an import
management entity with the Japanese customs authorities.
More information on procedures and formalities for the import of honey: here
Labelling
All labels for honey must include the following information in Japanese:
▪
▪
▪
▪
▪
▪
▪

Product name;
Names of the ingredients (generic names in descending order by weight) and their origin;
Country of origin;
Net content (drained weight and total quantity, if applicable);
Best-before date or use-by date;
Name and address of the person responsible for the labelling; and
Storage instructions.

Requirements can vary depending upon point of entry and national standards are subject to
change, exporters should work closely with importers with relevant expertise prior to making
shipments to ensure that the most recent standards are complied with.
SPS measures
SPS measures governing the import of honey are in line with international standards. However,
the Japanese list of accepted food additives is not in line with the applicable international
standards. Prior to export, verify that your product does not contain additives that are prohibited
in Japan. A list of approved additives can be found: here.
Intellectual property rights
Honey enjoys protection as granted in accordance with the TRIPS agreement and under Japanese
national legislation. A GI can be registered under the GI system managed by the MAFF.
Additionally, a trademark consisting of the place name and the name of the product can be
registered under the Trademark Act.
These systems allow a producer to convey the uniqueness of a certain regional product by
distinguishing them from products originating in other geographic regions. In case of
infringement and counterfeit, the holder of the trademark can demand injunction and demand
the person to take measures for the prevention of infringement.
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3.13 Live Plants
Market Snapshot
The market for live plants and flowers in Japan has
been slightly decreasing in the past years as a result of
the declining, and less religious population. However,
there is potential for EU producers, as Japan’s
domestic production of plants and flower is
decreasing and the Japanese consumers increase their
demand for foreign flowers and plants. The main
challenge for EU producers is that Japan has one of the
world’s most rigorous plants quarantine and import
procedure.244
Market size and market share
In 2010 the total value of imported live trees, plants, bulbs, roots and cut flowers by Japan stood
at EUR 474.8 million, growing to EUR 497.5 million in 2015. The import of cut flowers and flower
buds for bouquets was valued most in 2015, at EUR 291.2 million, and has seen an increase in
value of 3.6 per cent since 2010. Live plants, cuttings, slips and mushroom spawns were imported
for EUR 86.4 million in 2015, reflecting an increase of 8.7 per cent since 2010. The import of
foliage and branches rose by 19.3 per cent to EUR 64 million in 2015. Lastly, bulbs, tubers and
corms were imported by Japan for EUR 55.9 million in 2015, reflecting a decrease of 7.9 per cent
since 2010.245
Figure 58) Japanese plant imports by product category, thousands of euros
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Source: ITC Trade Map246
The main exporter of cut flowers and flower buds for bouquets to Japan is Columbia, with a 23.7
per cent share of total Japanese import of cut flowers and flower buds in 2015. The second largest
244©

Japan External Trade Organization, “Guidebook for Export to Japan 2011: Cut Flowers”, Section 1, p.2,
March 2011 available at:
https://www.jetro.go.jp/ext_images/en/reports/market/pdf/guidebook_cut_flowers.pdf
245 ©Trade Map, International Trade Centre, www.trademap.org.
246
©Trade Map, International Trade Centre, www.trademap.org.
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exporter is Malaysia, with a share of 22.4 per cent, followed by China which accounted for 11 per
cent of the Japanese import.
The main exporter of live plants, cuttings, slips and mushroom spawn to Japan is Chinese Taipei,
which held a 35.3 per cent share of the total Japanese import of live plants, cuttings, slips and
mushroom spawn in 2015. China was the second largest exporter with a share of 21.2 per cent,
followed by the EU which accounted for 16.2 per cent of the total Japanese import.
The main market player for export of bulbs, tuber and corms to Japan is the EU, which supplied
79.5 per cent of the Japanese import in 2015. The second largest exporter was New Zealand,
which accounted for 11.4 per cent, followed by Chile with a share of 4.6 per cent.
The market for export of foliage and branches is dominated by China, which in 2015 held a share
of 54.3 per cent of the total Japanese import of foliage and branches. The second largest player in
this market was Malaysia, with a share of 15.8 per cent, followed by the USA with 3.8 per cent.247
Figure 59) EU live plant exports to Japan, millions of euros
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Between 2010 and 2015 the total value for imports from the EU decreased from EUR 75.2 million
to EUR 64 million, a decline of 14.8 per cent. The EU market share of the total Japanese import of
live trees, plants, bulbs, roots and cut flowers declined from 15.8 per cent in 2010 to 12.9 per cent
in 2015.249

©Trade Map, International Trade Centre, www.trademap.org.
© Trade Map, International Trade Centre, www.trademap.org.
249 Ibid.
247
248
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Figure 60) Export shares of EU Member States for live plants to Japan, thousands of euros
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The Netherlands dominates the EU trade of live trees, plants, bulbs, roots and cut flowers. In 2015,
the Netherlands exported EUR 42.2 million worth of bulbs, tubers and corms, which reflects a
95.1 per cent share of the total EU export to Japan. The Netherlands was followed by France with
a share of 4.8 per cent. The cut flowers and flower buds market was also dominated by the
Netherlands, which held a 91.6 per cent share, followed by Italy with a 5.4 per cent share. Another
market dominated by the Netherlands is that of live plants, cuttings, slips and mushroom spawn,
where the Dutch exports accounted for 64.1 per cent of EU export. The second largest trade
partner is Spain, with a share of 17.4 per cent. Lastly, the largest EU exporter in the market for
foliage and branches was Italy, with a 74.6 per cent share of total EU exports, followed by Spain
with an 8.2 per cent share.251
Figure 61) EU exports of foliage and branches to Japan by Member State, thousands of
euros
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©Trade Map, International Trade Centre, www.trademap.org.
©Trade Map, International Trade Centre, www.trademap.org.
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Growth drivers and trends
There is a trend towards less consumption of live plants and flowers, as well as decreasing import
of live plants and flowers by Japan. This trend is expected to continue in the coming years. There
are several factors that attribute to this trend.
First of all, the Japanese population is declining. This naturally has an effect on the consumption
of live plants and flowers. The population is expected to decline further in the coming years.253
Secondly, the urbanisation rate in Japan has increased over the years. In urban areas, people often
have limited outdoor space available without any soil. This limits the demand for live plants, trees
and bulbs.
Thirdly, Japanese consumers are less religious and therefore do not use flowers and plants in
Buddhist traditions. Especially among young consumers the interest for live plants and flowers is
low. The Flowering Japan Council attempts to reverse this trend by promoting flower and plants
amongst young Japanese consumers. "Besides that, Flowering Japan Council wants to introduce
flowers in the casual gift giving market. In 2010, the gift market of Japan was worth: 141.8 billion
euros. This market is divided in casual gifts, personal gifts, seasonal gifts and corporate gifts. The
casual gift market, which was 21 percent of the total gift giving market at that time, is the only
market that is still increasing”. There are also other initiatives. “Besides that, MPS Japan run by
JMFA [Japan Floral Marketing Association ] also made a label that indicates the 'Freshness' of
flowers and is called ‘Relay Freshness’. According to Kaishita, [Nobuya Kaishita, senior director of
JFMA and vice-chairman of Chrysal Japan] Japanese people like quality, and research revealed that
Japanese consumers want to buy flowers with a longer vase life of more than one week”.254

©Trade Map, International Trade Centre, www.trademap.org.
U.S Department of Agriculture, Foreign Agriculture Service, “The Japanese Nursery Sector”, GAIN
Report, 12 January 2010 available at:
http://gain.fas.usda.gov/Recent%20GAIN%20Publications/Nursery%20Sector_Osaka%20ATO_Japan_112-2010.pdf
254 Kaishita Nobuya, “Japan: Younger generation don’t buy flowers and plants”, Floral Daily, 11 October
2015 available at: http://www.floraldaily.com/article/2619/Japan-Younger-generation-dont-buyflowers-and-plants
252
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Lastly, the economic downturn has also had an impact on the sales of plants and flowers.
Financially difficult times have led businesses and households to refrain from buying nonessentials, such as live plants and cut flowers, to save costs. This has especially impacted the sales
of plants and flowers to businesses.255
Geography and major markets
Japan is an important live plant and flower producer, while imported plants and flower also make
up a great share of the market. Because of Japan’s geographic location and as a result different
climate zones, the plant and flower varieties differ from region to region. Domestic production in
Japan has been decreasing as a result of retiring plant and flower growers without successors,
declining demand and an increase in the import of plants and flowers.256
In an attempt to counter this development, domestically produced plants and flowers are
marketed as having superior freshness, nuanced colours and are branded as coming from specific
regions. It would therefore be important for importers to highlight the advantages of imported
products compared to domestically produced plants and by for example providing high quality,
superior shelf life and lower prices.
Distribution
Domestically produced and imported live plants and cut flowers are mainly distributed through
central and regional wholesale markets throughout Japan (about 80 per cent), who then sell to
retailers and mail order companies. These flower wholesale markets provide auctioning and
negotiation transactions, though auctioning is becoming less popular as a result of increased
demand for stability in quantities, quality and prices. In some cases, wholesale markets serve the

255©

Japan External Trade Organization, “Guidebook for Export to Japan 2011: Cut Flowers”, Section 2, p.10
March 2011 available at:
https://www.jetro.go.jp/ext_images/en/reports/market/pdf/guidebook_cut_flowers.pdf
256 U.S Department of Agriculture, Foreign Agriculture Service, “The Japanese Nursery Sector” GAIN
Report, 12 January 2010 available at:
http://gain.fas.usda.gov/Recent%20GAIN%20Publications/Nursery%20Sector_Osaka%20ATO_Japan_112-2010.pdf
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role of trading firm and handle the import of plants and flowers. The remaining live plants and
flowers are sold directly by producers to retailers, mail order companies and consumers.257
Figure 62) Distribution channels for fresh cut flowers in Japan

Prepared by© the Japan External Trade Organisation
The most important retailers of live plants and cut flowers are specialised flower shops, followed
by mass retailers such as supermarkets and discount stores. In recent years there has been an
emergence of targeted flower shops as a response to diversifying demand and consumer
lifestyles. These targeted flower shops focus on specific consumer groups and are located in
specific areas - for example, flower shops targeting households are located in areas where certain
levels of traffic are secured, while flower shops in urban areas provide expensive flowers for more
luxury-oriented consumers.
Additionally, there has been an increase in the online sales of plants and flowers through mail
order companies. These companies are mainly used for same-day delivery of flowers for
weddings and funerals, but are also becoming increasingly popular among households. However,
there are some issues with the online sales of plants and flowers, because they can be damaged
during transportation and some flowers cannot be delivered to colder areas. 258
Consumer profiles
Live plants and flowers are popular in Japan as a result of their culture and Buddhist traditions:
The Japanese have a large appreciation for nature which is reflected also in the popularity of the
art of flower arrangement (ikebana) and bonsai cultivation.259

U.S Department of Agriculture, Foreign Agriculture Service, “The Japanese Nursery Sector”, GAIN
Report, 12 January 2010 available at:
http://gain.fas.usda.gov/Recent%20GAIN%20Publications/Nursery%20Sector_Osaka%20ATO_Japan_112-2010.pdf
258© Japan External Trade Organization, “Guidebook for Export to Japan 2011: Cut Flowers”, Section 2,
p.11, March 2011 available at:
https://www.jetro.go.jp/ext_images/en/reports/market/pdf/guidebook_cut_flowers.pdf
259 U.S Department of Agriculture, Foreign Agriculture Service, “The Japanese Nursery Sector”, GAIN
Report, 12 January 2010 available at:
http://gain.fas.usda.gov/Recent%20GAIN%20Publications/Nursery%20Sector_Osaka%20ATO_Japan_112-2010.pdf
257
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“In Japan, flowers were often used for religious purposes, but over the years, increasingly more
people do not have a religion. As a consequence, the consumption of plants and flowers decreases. In
particular, people under the age of 50 are buying less plants and flowers. Many homes in Japan have
a Buddhist family altar.” The senior director of JFMA explains that “Usually twice a month, people
put Buddhist bouquets mainly consisted of chrysanthemums and carnations in this altar. However,
due to the decrease in amount of Buddhists over the last years. This tradition of putting flowers in
the altar also declined, which results in a decrease of flower consumption”.260
Cut flowers are used by both businesses, for example at parties, ceremonies (funerals and
weddings) and exhibitions, and by households, for example as part of the Buddhist tradition and
as personal gifts. The demand for cut flowers increases during certain international holidays, for
example Mother’s Day, Valentine’s Day and New Year’s Eve, and national holidays, such as Spring
Equinox Day and the 7-day Haru no Higan festival around it and Autumnal Equinox Day. During
Spring Equinox Day, the Japanese often visit their loved one’s graves and leave fresh cut flowers.
Another important occasion for the sales of cut flowers it the Obon or Bon festival, a Buddhist
festival to honour the dead and one’s ancestors.
In household use, flowers often serve as room decoration as they are considered to be a luxury
good. Japanese consumers therefore have high demands regarding the flowers’ shelf-life,
seasonality, choice of colours and quality.261
Gifting flowers and plants
Flowers and plants can be gifted to the sick and when visiting someone’s home. However,
especially when gifting flowers and plants to the sick, lilies, lotus blossoms, camellias and white
flowers should be avoided because of their association with death and funerals. Additionally,
potted plants should be avoided as gifts to sick people because they symbolise that the sickness
is deeply rooted.
When gifting flowers, Japanese consumers often look for expensive-looking, high-quality
varieties, such as cymbidiums, Phalaenopsis orchids and tropical flowers with distinctive shapes
and colours.
Market Access and Entry
Live plants can be prohibited from importation into Japan in accordance with the Plant Protection
Act, can be subject to phytosanitary inspection upon arrival or can be exempted from such
inspection. Though the MAFF may allow conditional import of prohibited plants. In addition to
the Plant Protection Act, the Plant Variety Protection and Seed Act provides for the Variety
Registration of seeds and seedling in Japan.
Customs procedures
Documentation required for import into Japan includes:

Kaishita Nobuya, “Japan: Younger generation don’t buy flowers and plants”, Floral Daily, 11 October
2015 available at: http://www.floraldaily.com/article/2619/Japan-Younger-generation-dont-buyflowers-and-plants;
261 ©Japan External Trade Organization, “Guidebook for Export to Japan 2011: Cut Flowers”, Section 2,
p.10, March 2011 available at:
https://www.jetro.go.jp/ext_images/en/reports/market/pdf/guidebook_cut_flowers.pdf
260
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Reporting Requirements on Cargo (i.e. Advance Information on Maritime Container
Cargo; Inward Declaration for Aircraft; Inward Declaration for Vessels; Manifest for
Aircraft; Manifest for Vessels; and Permit to Discharge Maritime Cargo);
Customs Import Declaration;
Declaration of Dutiable Value;
Commercial Invoice;
Bill of Lading or Air Waybill;
Packing List (if deemed necessary);
Insurance Certificate (if deemed necessary);
Certificate of Preferential Origin (if deemed necessary); and
Proof of Preferential Origin (if applicable).

Specific required documents related to the import of live plants include:
▪
▪
▪
▪

Import Quarantine Certificate for Plants and Plant Products;
Import Permit for Endangered Species Subject to CITES;
Phytosanitary Certificate; and
Variety Registration.

Figure 63) Import Procedures under the Plant Protection Act

Prepared by the© Japan External Trade Organisation
The Import Quarantine Certificate for Plants and Plant Products certifies that a shipping of plants
has undergone a phytosanitary inspection at the Japanese border. This application is to be
completed in Japanese and includes information on the species, origin and whether the products
are free from quarantine pests.262

“Import Quarantine Certificate for Plants and Plant Products”, European Commission, 21 March 2016,
available at: http://madb.europa.eu/madb/viewPageIFPubli.htm?datasetid=MAIF-JP16262
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The Import Permit for Endangered Species Subject to CITES permits the importation of species
covered by the Washington Convention on International Trade in Endangered Species of Wild
Fauna and Flora. The application is to be completed in Japanese or English at the Ministry of
Economy, Trade and Industry.263
The Phytosanitary Certificate confirms that plants have been inspected according to appropriate
procedures, are free from quarantine pests, are practically free from injurious pests and are
considered to conform with the current phytosanitary regulations of Japan. The certificate is to
be issued by the appropriate plant health authorities of the country of export.264
The Variety Registration is a document that certifies that the plant variety has been registered
with the MAFF. The application is to be prepared as a letter of request in Japanese.265
These documents and data required for customs clearance may be submitted prior to arrival to
facilitate and shorten the procedures. The person responsible for import declarations is the
importer, who may appoint a customs broker - who must be duly registered as an import
management entity with the Japanese customs authorities.
More information on procedures and formalities for the import of live plants: here
Intellectual property rights
Live plants enjoy protection as granted in accordance with the TRIPS agreement and under
Japanese national legislation. A GI can be registered under the GI system managed by the MAFF.
Additionally, a trademark consisting of the place name and the name of the product can be
registered under the Trademark Act.
These systems allow a producer to convey the uniqueness of a certain regional product by
distinguishing them from products originating in other geographic regions. In case of
infringement and counterfeit, the holder of the trademark can demand injunction and demand
the person to take measures for the prevention of infringement.
Additionally, the Plant Protection Act, the Plant Variety Protection and Seed Act provides for the
Variety Registration of seeds and seedling in Japan. This registration provides holders of
breeder’s rights the exclusive right to use and import the variety.

03v001&filename=cf_qpla.html&hscode=0601&path=/data/website/madb/egif/prod/MAIF-JP1603v001/&imagepath=/egif/prod/MAIF-JP16-03v001/&page=&country=Japan&countryid=JP
263 “Import Permit for Endangered Species Subject to CITES”, European Commission, 21 March 2016
available at: http://madb.europa.eu/madb/viewPageIFPubli.htm?datasetid=MAIF-JP1603v001&filename=cites.html&hscode=0601&path=/data/website/madb/egif/prod/MAIF-JP1603v001/&imagepath=/egif/prod/MAIF-JP16-03v001/&page=&country=Japan&countryid=JP
264 “Phytosanitary Certificate”, European Commission, 21 March 2016 available at:
http://madb.europa.eu/madb/viewPageIFPubli.htm?datasetid=MAIF-JP1603v001&filename=cf_phyt.html&hscode=0601&path=/data/website/madb/egif/prod/MAIF-JP1603v001/&imagepath=/egif/prod/MAIF-JP16-03v001/&page=&country=Japan&countryid=JP
265 “Variety Registration”, European Commission, 21 March 2016 available at:
http://madb.europa.eu/madb/viewPageIFPubli.htm?page=&datasetid=MAIF-JP1603v001&country=Japan&hscode=0604&path=/data/website/madb/egif/prod/MAIF-JP1603v001/&imagepath=/egif/prod/MAIF-JP16-03v001/&filename=reg_var.html
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4. Contact Information for Involved Institutions
4.1 European Union Organisations
Several EU funded, or co-funded, projects within Japan offer a range of business facilitation
services and information providing important insights into the Japanese market. Depending on
your company profile these services can be free or fee based; and are available for companies
from any EU Member State.
The European Business Council (EBC) is the trade policy arm of 16 European National Chamber of
Commerce and Business Associations in Japan and has been working to improve the trade and
investment environment for European companies in Japan since 1972. The EBC was registered with
the Ministry of Economy, Trade and Industry (METI) in 2008 as the European (EU) Chamber of
Commerce in Japan.
The EBC currently works for around 2,500 local European corporate and individual members
through fees paid via their respective national chamber of commerce. Some 250 companies
participate directly in one or more of the EBC's 26 industry committees, whose work covers a wide
variety of economic sectors.
Contact
Sanbancho POULA Bldg. 2F, 6-7 Sanbancho, Chiyoda-ku,
Tokyo 102-0075, Japan
Telephone: +81-3-3263-6222
Fax: +81-3-3263-6223
E-mail: ebc@gol.com
The EU-Japan Centre for Industrial Cooperation is a unique venture between the European
Commission and the Japanese Government. It is a non-profit organisation established as an affiliate
of the Institute of International Studies and Training (IIST). It aims at promoting all forms of
industrial, trade and investment cooperation between the EU and Japan and at improving EU and
Japanese companies’ competitiveness and cooperation by facilitating exchanges of experience and
know-how between EU and Japanese businesses.
Contact
Office in Europe
Rue Marie de Bourgogne 52
B-1000 Brussels
Belgium
Tel: +32 (0)2 282 00 40
Fax: +32 (0)2 282 00 45
Email
Head Office in Japan
Shirokane-Takanawa Station bldg 4F
1-27-6 Shirokane
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Minato-ku
Tokyo 108-0072
Japan
Tel: +81 3 6408 0281
Fax: +81 3 6408 0283
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4.2 Directory of EU Member State Embassies
Individual Member States offer commercial support and services for companies from their
country of origin. Make enquiries to see what services are available and if there are any upcoming
events you can participate in.

151 | P a g e

EU Member
State
Austria
Belgium
Bulgaria
Croatia
Cyprus

Czech Republic
Denmark
Estonia
Finland
France
Germany
Greece
Hungary
Ireland
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Address

Website

Contact information

1-1-220 Moto Azabu, Minato-ku
Tokyo 106-0046
Nibancho 5-4, Chiyoda-ku
Tokyo 102-0084
5-36-3 Yoyogi, Shibuya-ku
Tokyo 151-0053
3-3-10 Hiroo, Shibuya-ku
Tokyo 150-0012
Honorary Consulate General
Ibiya-Marine Building, 7th Floor
1-5-1 Yuraku-cho, Chiyoda-ku
Tokyo 100-0006
2-16-14 Hiroo, Shibuya-ku
Tokyo 150-0012
29-6, Sarugaku-cho, Shibuya-ku
Tokyo 150-0033
2-6-15 Jingumae, Shibuya-ku
Tokyo 150-0001
3-5-39, Minami-Azabu, Minato-ku
Tokyo 106-8561
4-11-44, Minami-Azabu, Minato-ku
Tokyo 106-8514
4-5-10, Minami-Azabu, Minato-ku
Tokyo 106-0047
3 Chome-16-30 Nishiazabu, Minato-ku
Tokyo 106-0031
2 Chome-17-14 Mita, Minato-ku
Tokyo 108-0073
Ireland House
2-10-7 Kojimachi, Chiyoda-ku

http://www.bmeia.gv.at/en/embassy/tokyo/theembassy.html
http://japan.diplomatie.belgium.be

+81 3 3451 8281

http://www.mfa.bg/embassies/japan

+81 3 3465 1021

http://jp.mvep.hr/

+81 3 5469 3014

+81 3 326 201 91

http://www.mfa.gov.cy/mfa/embassies/embassy_beijing.nsf +81 3 3592 0611
/DMLindex_en/DMLindex_en?OpenDocument
http://www.mzv.cz/tokyo/en/

+81 3 3400 8122

http://japan.um.dk

+81 3 3496 3001

http://www.estemb.or.jp/

+81 3 5412 7281

http://www.finland.or.jp/

+81 3 5447 6000

http://www.ambafrance-jp.org/

+81 3 5798 6000

http://www.japan.diplo.de/Vertretung/japan/de/Startseite.
html
http://www.mfa.gr/tokyo

+81 3 5791 7700

http://www.mfa.gov.hu/kulkepviselet/JP/en/mainpage.htm

+81 3 5730 7120

https://www.dfa.ie/irishembassy/japan/#sthash.mQ8PNVG2.dpuf

+81 3 3263 0695

+ 81 3 3403 0871
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Tokyo 102-0083
Italy

•

Latvia
Lithuania
Luxembourg
Malta

Netherlands
Poland
Portugal
Romania
Slovakia
Slovenia
Spain
Sweden

•

2-5-4 Mita, Minato-ku
Tokyo 108-8302
37-11 Kamiyamacho, Shibuya-ku,
Tokyo 150-0047
3 Chome-7-18 Motoazabu, Minato-ku
Tokyo 106-0046
8-9 Yonbancho, Chiyoda-ku
Tokyo 102-0081
Honorary Consulate General
c/o The Institute for Political Studies in
Japan (IPSJ)
1-16-16-207, Ohara, Setagaya-ku
Tokyo 156-0041
3 Chome-6-3 Shibakoen, Minato-ku
Tokyo 105-0011
2 Chome-13-5 Mita, Meguro-ku
Tokyo 153-0062
3 Chome-10-3 Kojimachi, Chiyoda-ku
Tokyo 102-0083
3 Chome-16 Nishiazabu, Minato-ku
Tokyo 106-0031
2 Chome-11-33 Motoazabu, Minato-ku
Tokyo 106-0046
7 Chome-14-12 Minamiaoyama, Minatoku
Tokyo 107-0062
1 Chome-3-29 Roppongi, Minato-ku
Tokyo 106-0032
1-10-3-100 Roppongi, Minato-ku
Tokyo 106-0032

http://www.ambtokyo.esteri.it

•

+81 3 3453 5291

http://www.mfa.gov.lv/en/japan

+81 3 3467 6888

https://jp.mfa.lt/

+81 3 3408 5091

http://www.tokyo.mae.lu/en/

+81 3 3265 9621
•

+81 3 3460 2392

http://www.japan.nlembassy.org/

+81 3 5776 5440

http://www.tokio.msz.gov.pl/en

+81 3 5794 7020

http://embaixadadeportugal.jp/en/

+81 3 5212 7322

http://tokyo.mae.ro/en

+81 3 3479 0311

http://www.mzv.sk/tokyo

+81 3 3400 8122

http://tokyo.embassy.si/index.php?id=48&L=1

+81 3 5468 6275

http://www.exteriores.gob.es/embajadas/tokio/en/Pages/i
nicio.aspx
http://www.swedenabroad.com/en-GB/Embassies/Tokyo/

+81 3 3583 8531
+81 3 5562 5050
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1 Ichibancho, Chiyoda-ku
Tokyo 102-0082

https://www.gov.uk/government/world/organisations/brit
ish-embassy-tokyo

+81 3 5211 1100
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4.3 Other organisations and service providers
Other service providers that offer business facilitation and assistance for companies are often provided on a fee paying basis. These service
providers often work with, or are part of, the commercial sections of their respective governments and embassies.

Service
provider
Austrian
Economic
Chambers
Oesterreichisch e
Kontrollbank
Aktiengesellsch
aft (OeKB)

Website

Address

Contact

https://www.wko.at/Content.Node/wi
r/Austrian_Economic_Chambers_Hom
e.html
http://www.oekb.at/

Wiedner Hauptstraße
63 1045 Vienna, Austria

Tel: +43 5 90 900 Fax: +43 5 90 900 250
Email: office@wko.at
Tel: +43 1 53127-2859
Fax: +43 1 53127-5698
Email:
corporate.communications@oekb.at

Brussels Invest &
Export

http://www.investexport.irisnet.be/en/nos-services

Finexpo Service

http://diplomatie.belgium.be/en/polic
y/economic_diplomacy/finexpo/

Delcredere |
Ducroire

http://www.delcredereducroire.be/en
/about-us/mission/

Oesterreichische
Kontrollbank
Aktiengesellschaft Am
Hof 4; Strauchgasse 3
1011 Vienna, Austria
Brussels Invest & Export
Foreign trade and
foreign investments
service of the Brussels
Regional Public Service
Avenue Louise 500/4
1050 Brussels, Belgium
FPS Foreign Affairs,
Foreign Trade and
Development
Cooperation, rue des
Petits Carmes 15 1000
Brussels, Belgium
Delcredere - Ducroire
Rue Montoyerstraat 3,

Tel: +32 (0)2 800 40 00 Fax: +32 (0)2
800 40 01 Email:
info@brusselsinvestexport.be

Email: finexpo@diplobel.fed.be

Tel: + 32 (0)2 788 88 00 Fax: + 32 (0)2
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1000 Brussels, Belgium

788 88 10 Email:
businessdevelopment@credendogr
oup.com

AWEX-Regionalbüro
Eupen Hütte, 79/20
4700 Eupen Belgium
SBI Avenue de
Tervueren 168, bte 9 B1150 Brussels, Belgium

Tel: 32-87-56.82.19 Fax: 32-87-77.33.50
Email: mail@awex.be

http://www.bcci.bg/bcci-services.html

9 Iskar Str., 1058, Sofia ,
Bulgaria

Tel: +359 2 8117 400, 987 26 31 Fax:
+359 2 987 32 09 Email: bcci@bcci.bg

http://www.mi.government.bg/bg/th
emes/informacionni-resursi-naevropeiskiya-sayuz-koito-mogat-da-seizpolzvat-ot-targovskite-operatori- 350335.html
http://customs.bg/en/page/150

8, Slavyanska Str., 1052
Sofia, Bulgaria

Tel: +359 2 9407001 Fax: +359 2 987
2190 Email: e-docs@mi.government.bg

National Customs
Agency Rakovski 47
Sofia 1202 Bulgaria
Trade Service Ministry
of Energy, Commerce,
Industry and Tourism
1421 Nicosia Cyprus
2 Acropoleos Ave. &
Glafkou Str, P.O Box

Tel: +359 2 9859 4210 Email:
pr@customs.bg

Wallonia

http://www.awex.be/deDE/Pages/Home.aspx

Belgium
Corporation for
International
Investment
Bulgarian
Chamber of
Commerce and
Industry
Ministry of
Economy,
Republic of
Bulgaria

http://www.bmi- sbi.be/en/produits.html

The National
Customs Agency
Trade Service

http://www.mcit.gov.cy/mcit/trade/ts
.nsf/All/5F12C634BFA9CF8FC2257BE1
0030AD5C?OpenDocument

OEB: Cyprus
Employers and

http://en.oeb.org.cy/

Tel: +32 2 776 01 00 Fax: +32 2 770 66
38 Email: info@bmi-sbi.be

Tel: +357 22 867123 Fax: +357 22
375120 Email: ts@mcit.gov.cy

Tel: +357 22 66 51 02 Fax: +357 22 66
94 59 Email: info@oeb.org.cy
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Industrialists
Federation
Germany Trade & http://www.gtai.de/GTAI/Navigation/
Invest
EN/Trade/Service/informationservice.html
The Trade
http://kina.um.dk/en/the-tradeCouncil
council/products-and-services/

21657 1511 Nicosia
Cyprus
Villemombler Straße 76
53123 Bonn, Germany

Tel: +49 228 249 93-0 Fax: +49 228 249
93-212

Ministry of Foreign
Affairs of Denmark
Asiatisk Plads 2 DK1448 Copenhagen,
Denmark
Langelinie Allé 17 2100
Copenhagen, Denmark

Tel: +45 33 92 05 00 Email:
eksportraadet@um.dk

http://www.koda.ee/en/chamber-ofcommerce/services-2/

Main office in Tallinn:
Toom-Kooli 17 10130,
Tallinn, Estonia

Tel: +372 604 0060 Fax: +372 604 0061
Email: koda@koda.ee

http://www.investingreece.gov.gr/

109 Vasilisis Sophias
Avenue 115 21 Athens,
Greece
ICEX España
Exportación Inversiones
Paseo de la Castellana
14 28046 Madrid Spain

The Danish
Business
Authority
Estonian
Chamber of
Commerce and
Industry
Enterprise
Greece

http://danishbusinessauthority.dk/euand-international

Spain Export and
Invest

http://www.icex.es/icex/es/index.htm l

Institut
D'Innovacio
Empresarial de
les Illes Balears

http://www.idi.es/web/home.php

Tel: +4535291000 Email: erst@erst.dk

Tel: +30 210 335 5700 Fax: +30 210 324
2079 Email:
info@enterprisegreece.gov.gr
Tel: +900 349 000 Contact Form:
http://www.icex.es/icex/es/navegac
ion-principal/que-esicex/contacto/formulario-decontacto/index.html
Plaça de Son Castelló, 1 - Tel: +971 784 650 Fax: +971 784 651
07009, Palma, Illes
Email: info@idi.caib.es
Balears Spain
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The Foreign
Trade and
Investment
Institute of
Castilla-La
Mancha (IPEX)
Asturex

http://ipex.castillalamancha.es/?langu
age=en

IPEX - Trade and Invest
in Castilla - La Mancha
C/. Dinamarca, 2 45005
Toledo, Spain

Tel: +34 925 259100 Fax: +34 925
259137 Email: consultas@ipex.es

http://www.asturex.org/sites/web/ast
urexweb/servicios/index.jsp

Tel: +34 985 26 90 02 Fax: +34 985 26
90 35 Email: asturex@asturex.org

Bilbao Chamber
of Commerce /
Camara de
Comercio de
Bilbao
Camara Oficial de
Comercio
Eindustria de
Toledo
Finnpartnership

http://www.camarabilbao.com/ccb/p
ortal.portal.action

Sociedad de Promoción
Exterior Principado de
Asturias S.A. (ASTUREX)
CIF: A-74159500
Parque Tecnológico de
Asturias. Edificio CEEI
33428 Llanera, Asturias,
Spain
Alda. Recalde 50 48008
Bilbao, Spain

Tel: +34 925 280 111 Contact Form:
http://www.camaratoledo.com/for
mularios/contacto/formcontacto.as
p?accAdesplegar=-1&idioma=en
Tel: +358 9 348 434 Email:
fp@finnpartnership.fi

Nordic Project
Fund

http://www.nopef.com/pages/eng/no
pef/about-nopef.php

Sala de Exposiciones de
la Cámara de Comercio,
Plaza de San Vicente, 3,
45001 Toledo, Spain
Uudenmaankatu 16 A,
3rd floor 00120
Helsinki, Finland
Nordic Environment
Finance Corporation
NEFCO, PB 241, FI00171 Helsingfors,

http://www.camaratoledo.com/

http://www.finnpartnership.fi/www/e n/

Tel: +34 944 70 65 00
Fax: +34 944 43 61 71 Email:
atencionaclientes@camarabilbao.co m

Tel: +358 (0)10 618 003 Email:
info@nopef.com
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Viexpo

Tekes

Business France
UCCIFE:
Chambres de
Commerce et
d'Industrie
Françaises à
l'Etranger
Budapest
Chamber of
Commerce and
Industry (BCCI)
Hungarian
Foundation for
Enterprise
Promotion
Enterprise
Ireland

Finland
Runeberginkatu 11 FI68600 Pietarsaari,
Finland
http://www.tekes.fi/en/programmes- and- P.O.Box 69, FI-00101
services/grow-and-go-global/
Helsinki, Finland
Visiting Address:
Kyllikinportti 2, LänsiPasila FIN-00101
Helsinki, Finland
http://www.businessfrance.fr
77, Boulevard SaintJacques 75014 Paris,
France
http://www.ccifrance- international.org/
46 avenue de la Grande
Armée, CS 50071, 75
858 Paris Cedex 17 ,
France
http://www.viexpo.fi/services/

Tel: +358 6 781 6440 Email:
viexpo@viexpo.fi
Tel: +358 29 50 55000 Email:
kirjaamo@tekes.fi

http://www.businessfrance.fr/contact/
Tel: +33 01 4069 3760 Fax: +33 01 4069
3783 Email: infos@uccife.org

http://www.bkik.hu/en#

Krisztina krt 99, 1016
Budapest, Hungary

Tel: +36 (1) 488 2000 Fax: +36 (1) 488
2108 Email: ugyfelszolgalat@bkik.hu

http://www.mva.hu/english.php

Szépvölgyi út 135.,
Budapest, III. 1277
Budapest 23, Pf: 4,
Hungary

Tel: +36 1 883 0800 Fax: +36 1 883 0841
Email: info@mva.hu

http://www.enterpriseireland.com/en/Export-Assistance/
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Bord Bia (Irish
Food Board)
Italian Trade
Agency

www.bordbia.ie/
http://www.ice.gov.it/home.htm

Via Liszt 21, 00144
Roma, Italy

Tel: +39 06 5992 9439 Email:
ice@pec.ice.it

Regione Emilia
Romagne

http://imprese.regione.emilia- romagna.it/

Viale Aldo Moro 44,
40127 Bologna, Italy

Kaunas Chamber
of Commerce,
Industry and
Crafts

http://chamber.lt/EN/Home/Services

Kaunas Chamber of
Commerce K.
Donelaicio str. 8, 44213
Kaunas, Lithuania

Tel: +39 051 5276309 Email:
sportelloestero@regione.emiliaromagna.it
Tel: +370 37 229212 Email:
chamber@chamber.lt

Luxinnovation

http://en.luxinnovation.lu/Services

Investment and
Development
Agency of Latvia
Latvian
Guarantee
Agency

http://www.liaa.gov.lv/en

7, rue Alcide de Gasperi
L-1615 Luxembourg
2 Perses Street, Riga,
LV-1442, Latvia

Tel: +352 43 6263 Ext.1 Fax: +352 43
8120 Email: info@luxinnovation.lu
Tel: +371 67039400 Fax: +371
67039401 Email: liaa@liaa.gov.lv

Zigfrīda Annas
Meierovica bulvā ris 14,
Rīga, 1050, Latvia

Tel: +371 67216081 Fax: +371
67359374 Email: lga@lga.lv

GRTU Malta
Chamber of SMEs

http://www.grtu.org.mt/index.php/ab out- GRTU, Malta Chamber of
grtu/about-grtu
SMEs Exchange
Buildings, Republic
Street, Valletta, Malta
http://www.kvk.nl/english/internation al- De Ruyterkade 51013,
trade/
Amsterdam, The
Netherlands

Chamber of
Commerce
Amsterdam

http://www.lga.lv/index.php?id=1&L= 1

Tel: +356 21232881 Contact Form:
http://www.grtu.org.mt/index.php/
contact-us
Tel: +31 20 531 40 00 Email:
info@amsterdam.kvk.nl
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Netherlands
Enterprise
Agency (RVO) /
Agentschap NL
(AGNL)

http://english.rvo.nl/home/aboutrvonl/what-is-rvonl

RVO.nl in The Hague
(Centre Court) Prinses
Beatrixlaan 2 2595 AL
The Hague, The
Netherlands
Postal address: P.O. Box
93144 2509 AC The
Hague, The Netherlands
Polska Agencja Rozwoju
Przedsiębiorczoś ci ul.
Paoska 81/83, 00-834
Warsaw, Poland

Tel: +31 88 602 50 00 Fax: +31 88 602
90 23 Contact Form:
http://english.rvo.nl/home/aboutrvonl/what-is-rvonl/contact-form

Polish Agency for
Enterprise
Development

http://en.parp.gov.pl/

AICEP Portugal
Global
Business Sweden
(Tokyo)
Innovationsbro
nAB

http://www.portugalglobal.pt/EN/Pag
es/Index.aspx
http://www.almi.se/English/

N/a

Tel: +46 0771 55 85 00 Email:
info.lanadm@almi.se

SARIO (Slovak
Investment and
Trade
Development
Agency); and
Slovak Chamber
of Commerce and
Industry
United Kingdom
Trade and
Investment

http://www.sario.sk/en

Slovak Investment and
Trade Development
Agency, Trnavská cesta
100 821 01 Bratislava,
Slovak Republic

Tel: +421 2 58 260 100, 101 Fax: +421 2
58 260 109 Email: sario@sario.sk

https://www.gov.uk/government/org
anisations/uk-trade-investment

UKTI head office
(General Enquiries) 1
Victoria Street London,

Tel: +44 020 7215 5000 Email:
enquiries@ukti.gsi.gov.uk

Tel: +22 432 80 80, 432 71 25 Fax: +22
432 86 20 Email: biuro@parp.gov.pl
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SW1H 0ET, UK
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4.4 Calendar of trade events and exhibitions
Attending trade events and exhibitions can help promote your product in Japan as well as forge relationships with industry figures and useful business
contacts.
Recurrence

Event

Focus

Date

Health Food Expo 2018

Health food
and
functional
food

18-19 April
2018

Annual

27th Japan Flower &
Garden Show 2016

Live plants
and flowers

1-3 April
2017

Tokyo International
Bar Show and Whisky
Expo

Alcoholic
beverages

13-15 May
2017

Gaishoku Business
Week

Food and
beverages
for the food
service
industry

City

Website

Venue

Organizer details

Tokyo

http://www.healthfoodexpo.j
p/eng/

Tokyo
International
Forum

Health Business Magazine Co., Ltd.
Tel: +81 3 3839 0751
Email: oya@health-mag.co.jp

Annual
since
1991

Yokohama

http://www.kateiengei.or.jp/
show/

PACIFICO
Yokohama

Japan Home Garden Association
Nikko=tsushinsha co.ltd
Tel: +81 3 3263 3680
Email: flower-garden@ad-nikko.co.jp

Annual
since
2012

Tokyo

http://www.tokyobarshow.co
m/english.html

Tokyo Dome City
Prism Hall

Cocktail Culture Foundation
Email: info_ccf@cocktail.or.jp

http://gaishokubizweek.jp/in
dex.html

INTEX Osaka

23-25 May
2017
(Osaka)
29-31
August
2017
(Tokyo)

Annual

Tokyo and
Osaka

Tokyo Big Sight

Executive Committee of Gaishoku
Business Week
Tradeshow Organizers INC.
Email: gaishokubizweek@trso.co.jp
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Food
ingredients
and
additives

16-18 May
2018

Great Japan Beer
Festival, Tokyo 2017

Beer

3-4 June
2017

Pizza & Pasta EXPO

Pizza and
pasta

13-15 June
2018

Tokyo Cafe Show &
Conference 2018

Beverages
and bakery
products

13-15 June
2018

Drink Japan

Beverages
and liquid
food

27-29 June

Annual
since
1996

Annual
since
1998

Annual

Annual

Annual

Tokyo

http://www.ifiajapan.com/20
16/en/

Tokyo Big Sight

Food Chemicals Newspaper Inc.
Tel: +81 3 3238 7520
Email: ifia@foodchemicalnews.co.jp

Tokyo

Tokyo

Tokyo

Tokyo

http://www.beerfes.jp/index
_beerfes_tyo_e.html

http://pizzapasta.jp/en/

http://cafeshow.jp/en/

http://www.drinkjapan.jp/en

Yebisu Garden
Place

Japan Craft Beer Association
Tel: +81 90 3488 7000
Email: jcba@beertaster.org

Tokyo Big Sight

TSO International Inc.
Tel: +81 3 5363 1701
Email: info@cafeshow.jp

Tokyo Big Sight

Cafe Industry Expo Secretariat
Tel: +81 3 5363 1701
Email: info@cafeshow.jp

Tokyo Big Sight

Drink JAPAN Show Management
Ms. Chisako Ogiwara or Ms. Saya
Katsuki
Tel: +81 3 3349 8509
Email: drink-j@reedexpo.co.jp,
visitor-eng.dj@reedexpo.co.jp
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Olive oil

7-8 July
2017

Annual

Beer

14-16 July
2017

Annual
since
2003

Great Japan Beer
Festival, Nagoya 2017

Beer

19-20 July
2017

Annual
since
2011

Patisserie & Bakery
Japan 2017

Bakery
ingredients

31 July 2
August
2017

Wellness Food JAPAN
2017

Health food
and organic
food

25-27 July
2017

Annual

The 22nd Gourmet &
Dining Style Show
2017

Gourmet
food

6-7-8
September
2017

Annual
since
1997

Beer

16-18
September
2017

Annual
since
2006

OLIVE Japan

Great Japan Beer
Festival, Osaka 2017

Great Japan Beer
Festival, Yokohama
2017

Annual

Futako Tamagawa
RISE

The Olive Oil Sommelier Association of
Japan (OSAJ)
Email: info@oliveoil.or.jp

Osaka

http://www.beertaster.org/in
dex-e.html

MyDome Osaka

Japan Craft Beer Association
Tel: +81 90 3488 7000
Email: jcba@beertaster.org

Nagoya

http://www.beertaster.org/in
dex-e.html

Nagoya Congress
Center

Japan Craft Beer Association
Tel: +81 90 3488 7000
Email: jcba@beertaster.org

Tokyo

http://www.bakeryexpo.com/2016/en/index.ht
ml

Tokyo Big Sight

Patisserie & Bakery JAPAN
Tel: +81 3 6459 0444
Email: bakery-expo@ejkjapan.co.jp

Tokyo Big Sight

Wellness Food JAPAN
Tel: +81 3 6273 0403
Email: info@wfjapan.com

Tokyo Big Sight

Business Guide-Sha, INC.
Tel: +81 3 3847 9853
Email: haga@giftshow.co.jp d-

Yokohama Port

Japan Craft Beer Association
Tel: +81 90 3488 7000
Email: jcba@beertaster.org

Tokyo

http://olivejapan.com/en/

Tokyo

http://www.wfjapan.com/en/

Tokyo

http://www.gourmetdiningst
yleshow.com/22gdsen/

Yokohama

http://www.beertaster.org/in
dex-e.html
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Food safety

13-15
September
2017

Flowers

11-13
October
2017

th

14 International
Flower Expo Tokyo

Garden Expo Tokyo

Live plants

11-13
October
2017

The World Food and
Beverage Great Expo
2017 in KANSAI

Food and
beverages

11-13
October
2017

Dessert Sweets &
Drink Festival 2017 in
KANSAI

Desserts,
sweets and
drinks

11-13
October
2017

Annual

Annual

Annual

Annual

Annual

Tokyo

Chiba

Chiba

Osaka

Osaka

http://www.fsys.info/fsj/english/

http://www.ifex.jp/en/

http://www.gardex.jp/en/

http://www.fabex.jp/kansai/

http://www.fabex.jp/kansai/

Tokyo Big Sight

Japan Food Industry
Association/Japan Food Hygiene
Association
Tel: +81 3 3503 7827
Email: office@f-sys.info

Makuhari Messe

IFEX Show Management
Reed Exhibitions Japan Ltd.
Tel: +81 3 3349 8511
Email: ifex-eng@reedexpo.co.jp

Makuhari Messe

GARDEX Show Management
Reed Exhibitions Japan Ltd.
Tel: +81 3 3349 8511
Email: visitoreng.gardex@reedexpo.co.jp

Osaka INTEX

Japan Food Journal Co., Ltd.
Tel: +81 3 3271 4816/+81 3 3523 2755
Email: info@fabex.jp

Osaka INTEX

Japan Food Journal Co., Ltd.
Tel: +81 3 3271 4816/+81 3 3523 2755
Email: info@fabex.jp
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Asian Food Show 2016

Food and
beverages

18-20
October
2016

Olive Oil Kansai
International

Olive oil

11-13
October
2017

Chocolate

2-5
February
2017

Annual

Supermarket Trade
Show 2018

Food and
beverages

14-16
February
2018

Annual
since
1966

Health Food &
Supplements Show

Health foods
and
functional
ingredients

31 January
–2
February
2018

Annual

6-9 March
2018

Annual
since
1976

Le Salon du Chocolat

FOODEX JAPAN 2018 –
The 43rd International
Food and Beverage
Exhibition

Food and
beverages

Annual

Osaka

http://www.asianfoodshow.c
om/en/index.php

INTEX Osaka

Osaka International Business
Promotion Center
Tel: +81 6 6612 8203
Email: info@asianfoodshow.com

Osaka

http://www.olivekansai.com/en/

INTEX Osaka

Olive Oil Kansai Secretariat
Tel: +81 6 6612 8863
Email: info@olive-kansai.com

Tokyo

http://www.salon-duchocolat.jp/

Tokyo
International
Forum Hall

Le Salon du Chocolat
Tel: +33 1 4503 2126
Email: contact@salonduchocolat.fr

Makuhari Messe

Supermarket Trade Show
Space Media Japan Co., Ltd.
Tel: +81 3 3512 5673
Email: super@smj.co.jp

Tokyo Big Sight

UBM Media Co., Ltd.
Tel: +81 3 5296 1025
Email: h-expo-jp@ubm.com

Makuhari Messe

FOODEX JAPAN Secretariat
c/o Japan Management Association
Tel: +81 3 3434 1391
Email: foodexglobal@jma.or.jp

Chiba

Tokyo

Chiba

http://www.smts.jp/en/index
.html

http://www.this.ne.jp/eng/

http://www.jma.or.jp/foodex
/en/
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Food and
related
products

28 April - 7
May 2017

Halal Market Fair

Halal food

12-14 April
2017

Annual

The World Food and
Beverage Great EXPO

Food and
beverages

11-13 April
2018

Annual
since
1998

Dessert Sweets &
Drink Festival

Desserts,
sweets and
drinks

12-14 April
2017

Annual
since
2004

Wine and Gourmet
Japan

Alcoholic
beverages
and
gourmet
food

11-13 April
2018

Annual
since
2010

11-13 April
2018

Annual
since
1976

Japan Meat Industry
Fair

Meat

Once
every 4
years

Osaka

Tokyo

http://www.shokuhaku.gr.jp/

http://www.jhfp.jp/en/

Tokyo

http://www.fabex.jp/

Tokyo

http://www.fabex.jp/outline/
dessert.html

Tokyo

http://www.wineandgourmet
japan.com/

Tokyo

http://www.shokunikusangyoten.jp/

Osaka INTEX

Executive Committee
Tel: +81 6 7668 0377

TBA

Global Business Promotion Div.
Tel: +81 3 3545 9811
Email: info@jhfp.jp

Tokyo Big Sight

The Japan Food Journal
Tel: +81 3 3271 4816/+81 3 3523 2755
Email: info@fabex.jp

Tokyo Big Sight

The Japan Food Journal
Tel: +81 3 3271 4816/+81 3 3523 2755
Email: info@fabex.jp

Tokyo Big Sight

Ms. Wendy Lim
Tel: +65 6500 6710
Email: w.lim@koelnmesse.com.sg

Tokyo Big Sight

Shokuniku Tsushin Co., Ltd.
Executive Committee
Tel: +81 3 3663 2011
Email: koba@shokuniku.co.jp
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Food and
beverages

11-13 April
2018

Japan Noodle Industry
Fair

Noodles

11-13 April
2018

Annual

HOTERES and CATEREX
Japan

Food and
beverages
for the
catering
industry,
hotels and
restaurants

20-23
February
2018

Annual
since
1975

Annual

Tokyo

http://pboemfair.com/

Tokyo

http://www.mensanten.com/
index.html

Tokyo

http://www.jma.or.jp/hcj/en/

Tokyo Big Sight

Tokyo Big Sight

Tokyo Big Sight

Japan Food Jornal Co., Ltd.
Tel: +81 3 3523 2755
Email: info@pboemfair.com
Japan Food Journal Co., Ltd.
Tel: +81 3 3523 2755

HCJ Secretariat
Japan Management Association
Tel: +81 3 3434 1377
Email: hcj@jma.or.jp
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ANNEX I: GI Products Registered in Japan
Prior to June 2015, when the Act on the Protection of Designated Agricultural, Forestry and Fishery
Products and Foodstuffs entered into force, geographical indications (GI) were administered by the
Japan Patent Office (JPO) through the Regional Collective Trademark System.
As the GI protection regime is in transition, very few products have been registered with the Ministry
of Agriculture, Forestry and Fisheries (MAFF) at time of publication. A list of registered products is
found below, in figure 63.
Figure 63) Products registered under the Act on Protection of the Names of Specific Agricultural,
Forestry and Fishery Products and Foodstuffs
Registration
No.
Product Name
Nice Product Category
1
Aomori cassis
3: Fruits (Cassis)
Tajima Gyu / Tajima
2
Beeft
6: Fresh meat (Beef)
3
Kobe Beef
6: Fresh meat (Beef)
4
Yubari Melon
2: Vegetables (Melon)
32: drinks and other products
Yame
Dentou except for alcoholic beverages (Tea
5
Hongyokuro
leaves)
6
Edosaki Squash
2: Vegetables (Squash)
Kagoshima
Tsubo- 27: Seasonings and soups (Black
7
zukuri Black Vinegar
Vinegar)
Kumamoto
Kensan 4: Other agriculture products
8
Igusa
(Rush)
Kumamoto
Kensan 41: Tatami facings (Rush tatami
9
Igusa tatami omote
facing)
42: Raw silk (Raw silk of
10
Iyo Ito
domesticated Silkworms)
Tottori Sakyu Rakkyou /
11
Fukube Sakyu Rakkyou 2: Vegetables (Raw shallots)
15: Cereal preparations (Uncooked
12
Miwa Somen
Somen Noodles)
Source: MAFF

Registration Date
2015-12-22
2015-12-23
2015-12-24
2015-12-25

2015-12-26
2015-12-27
2015-12-28
2016-02-02
2016-02-03
2016-02-04
2016-03-10
2016-03-29

In addition to products registered with the “GI Mark” symbol, the MAFF publishes information on
applications for GI products, found below in figure 64.
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Figure 64) Published applications for GI registration under the Act on Protection of the Names of
Specific Agricultural, Forestry and Fishery Products and Foodstuffs
Registration
No.
Product Name
18

Namabokuso

7
21

Tsukuba Ginnan
Yoshikawa Eggplant

14

Ichida Gaki

Nice Product Category
Publication Date
37: Animal Foodstuffs (Pasture
2015-12-08
grass)
3: Fruits (Ginkgo nuts)
2016-02-12
2: Vegetables (Eggplant)
2016-03-11
18: Processed fruits (Dried
2016-03-25
Japanese persimmon)
Source: MAFF

Although the Regional Collective Trademark System is explicitly open to “foreign juridical persons”,
the Act on Protection of Designated Agricultural, Forestry and Fishery Products and Foodstuffs does
not contain a specific provision on non-Japanese applicants. For complete application information on
both the Regional Collective Trademark and GI Mark systems, see section 2.
A list of the more than 500 regional brands registered in Japan under the JPO’s Regional Collective
Trademark System can be found here.
Specific trademark information by product classification can be accessed through the Japan Platform
for Patent Information, available here.
There are currently no bilateral agreements between the EU and Japan on GIs. However, the EU has
included provisions on mutual recognition of GIs in previous free trade agreements (FTA), like the EUKorea FTA concluded in 2011. This precedent might provide a template for the ongoing EU-Japan FTA
negotiations.
In addition to multilateral commitments under the World Trade Organisation (WTO) Agreement on
Trade-Related Aspects of Intellectual Property Rights (TRIPs), which creates minimum standards for
the recognition of GIs and other intellectual property, Japan is also a member of the World Intellectual
Property Organisation (WIPO). However, Japan has not signed several functional agreements of the
WIPO that pertain to GIs. Namely, Japan is a member of the Madrid International Trademark System,
but is only party to the Madrid Protocol and not the Madrid family of Agreements. This means that
Japan has agreed to international standards for filing, but has not harmonised its trademark
protections with other signatories of the Madrid Agreement.
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Figure 65) Agreements to which Japan is Party under the WIPO

Patent Cooperation Treaty

⃝

Madrid International Trademark System
⃝

Hague International Design System
⃝

Lisbon International System of Appellations of
Origin
Source: WIPO



Japan is party to the Madrid Protocol as of March 14, 2006 only.
Japan is party to the Geneva Act as of May 13, 2015 only.
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ANNEX II: Database of professional buyers
The Database of professional buyers reflects the contact information as of April 2016.
Company Name

Type

AEON

Supermarket

Max Valu Kanto Co., Ltd Supermarket

Phone

Email

Website

-

http://www.aeon.info/en/

+8103-6892-5800

sdn.mado@kasum
i.co.jp

http://www.mv-kanto.co.jp/index.html

Kasumi Co., Ltd

Supermarket

+810120-371315

sdn.mado@kasum
i.co.jp

http://www.kasumi.co.jp/

Matruetsu Inc

Supermarket

+810120-371479

http://www.maru
etsu.co.jp/syouda
n/

http://www.maruetsu.co.jp/

Belc

Supermarket

+81049-287-0111

Daiei Inc

Supermarket

+8103-6388-7100

https://shop.daiei. http://www.daiei.co.jp/index.php
co.jp/inquiry/Inq
uiryEdit.do?about
=6

AEON market

Supermarket

+8103-6870-6601

-

http://www.belc.jp/

http://aeonmarket.co.jp/index.html
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Seven & I Holdings Co.,
Ltd

Supermarket

+8103-6238-3000

-

http://www.7andi.com/en/index.html

Itoyokado Co., Ltd

Supermarket

+8103-6238-2111

-

http://www.itoyokado.co.jp/special/global/en/

Yorkmart Co., Ltd

Supermarket

+8103-6238-3611

-

http://www.yorkmart.com/

Shell Garden Co., Ltd

Supermarket

+8103-3261-5931

-

http://www.garden.co.jp/

Uny Co., Ltd

Supermarket

+810587-24-8111

-

http://www.uny.co.jp/corporate/index.html

Piago Kanto Co., Ltd

Supermarket

+81045-423-7037

-

http://piago-kanto.com/

Life Corporation

Supermarket

+8103-5807-5111

-

http://www.lifecorp.jp/

Izumiya Co., Ltd

Supermarket

+810120-26-5050

-

http://www.izumiya.co.jp/

Don Quijote Co.,Ltd.

Supermarket

-

kirumono@donki.
co.jp

http://www.donki.com/
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Kinokuniya Co., Ltd

High-end
Supermarket

Queen's Isetan

High-end
Supermarket

Seijo Ishii Co., Ltd

info@ekinokuniya.co.jp

http://www.e-kinokuniya.com/

+8103-3534-4636

http://www.queen
s.jp/contact/mailfo
rm.html

http://www.queens.jp/pc.html

High-end
Supermarket

+8103-5426-1641

oroshitoiawase@seijois
hii.co.jp

https://www.seijoishii.co.jp/en/

National Azabu

High-end
Supermarket

+8103-3442-3181

toiawase@tfc.co.j
p

http://www.national-azabu.com/e_index2.php

Nisshin World
Delicatessen

High-end
Supermarket

+8103-3582-2941

info@nisshinham.
co.jp

http://www.nissin-world-delicatessen.jp/

Sogo & Seibu Co., Ltd

Department
Store

https://www.sogoseibu.jp/contact/co
rporation/input/

https://www.sogoseibu.jp.e.ld.hp.transer.com/foreign/

Takashimaya Co., Ltd

Department store

https://www.takas
himaya.co.jp/cgibin/Info/formmail.
cgi?cmd=form&m
shiten=houjin

http://www.takashimaya.co.jp/store/foreign/i
ndex.html

Tokyu Department
Store Co., Ltd

Department store

+8103-34773111

http://www.tokyudept.co.jp/translation/eng.html/

Odakyu Department
Store Co., Ltd

Department store

+8103-33421111

http://www.odakyu-dept.co.jp/index.html
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Costco Wholesale
Japan

Foreign capital
supermarket
chain

info@cosctco.co.j
p

http://www.odakyu-dept.co.jp/index.html

Mitsui & Co., Ltd

Distributors and
retailers

https://www.mitsui.com/jp/en/index.html

Mitsui Food Co., Ltd

Distributors and
retailers

+8103-67007110

https://form.mitsui
.com/webapp/for
m/16694_csy_1/i
ndex.do
https://www.mitsu
ifoods.co.jp/inquir
y/

Mitsubishi Corporation

Distributors and
retailers

+8103-32102121

Mitsubishi Shokuhin
Co., Ltd

Distributors and
retailers

+8103-37675111

Itochu Corporation

Distributors and
retailers

+8103-34972121

Itochu Shokuhin
Corporation

Distributors and
retailers

+8103-54118511

Show Wa Co., Ltd

Distributors and
retailers

+8105-87343400

Prima Meat Packers
Co., Ltd

Distributors and
retailers

+8103-63861800

https://mitsuifoods.co.jp/

https://mitsuifoods.co.jp/

https://ssl.mitsubi
shishokuhin.com/inq
uire/input
https://info.itochu.
co.jp/ja/inquiry/for
m.cgi?type=inquir
y&lang=jp
https://www.itoch
ushokuhin.com/co
ntact/
http://www.showwa.co.jp/home.ht
ml

http://www.mitsubishishokuhin.com/solution/index.html
http://www.itochu.co.jp/en/

http://www.itochu-shokuhin.com/

http://www.show-wa.co.jp/home.html

http://www.primaham.co.jp/
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Sumitomo Corporation

Distributors and
retailers

+8103-51665000

https://www.sumit
omocorp.co.jp/inf
o/unit/

http://www.sumitomocorp.co.jp/english/

SC Foods Co., Ltd

Distributors and
retailers

+8103-63690111

sumisyoku@scfo
ods.co.jp

http://www.scfoods.co.jp/index.html

Marubeni Corporation

Distributors and
retailers

+8103-32822111

https://www.maru
beni.com/contact
_jp/index.php

http://www.marubeni.com/

Toyota Tsusho
Corporation

Distributors and
retailers

+8103-43065000

Sojitz Corporation

Distributors and
retailers

+8103-68715000

https://www.sojitz.
com/jp/contact/bu
siness/

https://www.sojitz.com/en/

Matsuya

Distributors and
retailers

+8106-65626131

http://www.mwmatsuya.co.jp/ask
/

http://www.mw-matsuya.co.jp/

IBC Corporation

Distributors and
retailers

+8103-36651900

http://www.ibccorp.jp/form/index
.cgi

http://www.ibc-corp.jp/

Tokyo Seafoods

Distributors and
retailers

+8103-55653521

Kuze Co., Ltd

Distributors and
retailers

+8103-39870018

https://xb205.sec http://www.tsf.co.jp/index.shtml
ure.ne.jp/~xb2050
09/cgibin/form/index.cgi
?FAction=form&F
Path=tsf_contact
https://www.kuze. https://www.kuze.co.jp/index.html
co.jp/form05/inde
x.php

http://www.toyota-tsusho.com/english/
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Nishimura Co., Ltd

Distributors and
retailers

+8108-22786000

Nishoku Co., Ltd

Distributors and
retailers

+8103-56410010

Apa & Idea Co., Ltd

Distributors and
retailers

+8103-53194455

Nosawa & Co., Ltd

Distributors and
retailers

+8103-32163461

http://www.nosawa.co.jp/en/

Tomoe Corporation

Distributors and
retailers

+8103-64116730

http://www.tomoe-global.jp/en/

Sayu S.P.A

Distributors and
retailers

+8103-68045103

http://www.sayu.j
p/cpbin/phpformmail/

http://www.sayu.jp/index.html

Kawasho Foods
Corporation

Distributors and
retailers

+8103-52031001

http://www.kawasho-foods.co.jp/english/

Elfen Co., Ltd

Distributors and
retailers

+8180-42906095

http://www.kawas
hofoods.co.jp/conta
ct/form/
info@elfen.jp

Foodliner Ltd

Distributors and
retailers

+8103-64142433

http://www.foodlin
er.co.jp/contact/

http://www.foodliner.co.jp/

http://www.justontime.co.jp/toiawas
e.html
marketing@nissh
oku-foods.co.jp

http://www.just-on-time.co.jp/index.shtml

http://www.nisshoku-foods.co.jp/

http://www.apidea.co.jp/

http://elfen.jp/fur-deutsche-lieferanten/
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Japan Europe Trading
Co., Ltd

Distributors and
retailers

Monte Bussan

Distributors and
retailers

+8103-54664510

Top Trading Co., Ltd

Distributors and
retailers

+8103-58211190

Cerisier Hori Trading

Distributors and
retailers

+8104-24887955

info@cerisierhori.jp

http://www.cerisier-hori.jp/

Baharu Corporation

Distributors and
retailers

+8103-57335563

order@baharu.co
m

http://www.baharu.com/

Lacto Japan Co., Ltd

Distributors and
retailers

+8103-6214383

http://www.lactojapan.com/en/Top.html

Seven Eleven Japan
Co., Ltd

Convenience
store

+8103-62383711

http://www.sej.co.jp/index.html

Lawson Inc

Convenience
store

+8103-54352770

Family Mart

Convenience
store

+8103-39896600

https://www.jetlc.c
o.jp/contact/

http://www.jetlc.co.jp/

https://ssl.sgn.ne.j
p/monte/contact/

http://www.montebussan.co.jp/

http://www.toptrading.co.jp/english.html

https://www.lawso
n.co.jp/inquiry/for
m900.php

http://lawson.jp/en/

http://www.family.co.jp/english/
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Circle K Thankus

Convenience
store

+8103-62209000

http://www.circleksunkus.jp/index.html

Ministop

Convenience
store

+8101-20865132

http://www.ministop.co.jp/english/

AEON Liquor Co., Ltd

Drinks industry

Mottox Inc

Drinks industry

+8103-57712823

https://www.motto
x.co.jp/inquiry/

http://www.mottox.co.jp/

Zato Trading Co., Ltd

Drinks industry

+8103-54087415

mail@zato.co.jp

http://www.zato.co.jp/main.html

Dedoux

Online shop

+8104-49220901

http://www.aeonliquor.co.jp/index.html

www.dedoux.co.jp

Online shop

http://provencezakka.com/SHOP/151544/list.
html

Eurotrading Asia

Online shop

+8103-52452630

Piatti

Online shop

+8103-34686542

info@eurotrading.
asia

http://www.eurotrading.asia/shop/

http://www.piatti.jp/index.html
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Chef Pride

Online shop

+8103-56252661

http://www.chefpride.co.jp/

Mercado Portugal

Online shop

+8104-67247975

http://www.m-portugal.jp/

Monte Bussan

Online shop

+8103-54664535

http://www.montebussan.co.jp/picco/

Bellisimo

Online shop

La Maison d’EX

Online shop

Kaldi

Online shop

http://kaldionline.com/category/SYOKU_EU_NIKUSAKANA
/

Gourmet World

Online shop

http://www.gourmet-world.co.jp/shopping/

Ambrosia

Online shop

http://www.rakuten.ne.jp/gold/ambrosia/

Order Cheese

Online shop

http://www.bellissimo.jp/

info@la-maisond-ex.com

+8103-62627855

info@ordercheese.com

http://www.la-maison-d-ex.com/shop/

http://www.order-cheese.com/?ad=3
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Casa Iberico

Online shop

+8103-64298579

http://www.rakuten.co.jp/iberico/

Nisshoku

Online shop

+8105-46552712

http://www.rakuten.ne.jp/gold/nissyoku/

The Peninsula Hotel

Five star hotel

Restaurant (type): Number
Peter (Steak & Grill, and bar
at night): +8103-62702763

Peter:
peterptk@penins
ula.com

Peninsula Boutique & Café
(Boutique & Café): +810362702717

Peninsula
Boutique & Café:
boutiqueptk@pen
insula.com

Andaz Tokyo Hyatt

Five star hotel

http://tokyo.peninsula.com/en/default

http://tokyo.andaz.hyatt.com/en/hotel/home.
html

Restaurant (type): Number
Andaz Travern (European):
+8103-68307739
Bebu (Café & Bar): +810368307739
Rooftop Bar (Bar): +810368307739

Hotel Chinzanso Tokyo

Five star hotel

Pastry Shop (Pastry & Café):
+8103-68307765
Restaurant (type): Number
Il Teatro (Italian): +810334935489
Bistro (Western): +810339436936

info@hotelchinzanso.com

http://www.hotel-chinzanso-tokyo.com/
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Le jardin (British tea and bar):
+8103-39430920
Le Marquis (European bar):
+8103-39431111

Park Hyatt Tokyo

Five star hotel

Foresta (Café): +810339435489
Restaurant (type): Number
Girandole (European):
+8103-53233459

tokyo.park@hyatt
.com

http://tokyo.park.hyatt.com/en/hotel/home.h
tml

Peak Lounge (Bar): +810353233461
Delicatessen (Delicatessen):
+8103-53233635

The Capitol Hotel Tokyu Five star hotel

Imperial Hotel

Five star hotel

Pastry Boutique (Pastry):
+8103-53233462
Restaurant (type): Number
Origami (Various, Lounge,
Pastry Boutique): +810335030872
The Capitol Bar (Bar): +810335030874
Restaurant (type): Number
Les Saisons (French): +810335398087
La Brasserie (French) +810335398073

http://www.capitolhoteltokyu.com/en/index.h
tml

http://www.imperialhotel.co.jp/e/tokyo/index
.html
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Imperial Viking Sal (Western):
+8103-35398187
Parkside Dinner (Various):
+8103-35398046
Hotel Okura Tokyo

Five star hotel

Restaurant (type): Number

http://www.hotelokura.co.jp/tokyo/en/

La Belle Epoque (French):
+8103-35056073
Dining Café Camelia
(European): +8103-35056074

Bar Highlander (Scottish
Bar): +8103-35056077
Orchid Bar (Bar): +810335056076
Palace Hotel Tokyo

Five star hotel

Restaurant (type): Number
Crown (French): +810332115317
Grand Kitchen (Various):
+8103-32115364
Royal (Bar): +8103-32115318
The Palace Lounge (Lounge):
+8103-32115309

http://www.palacehoteltokyo.com/

184 | P a g e

Tastes of Europe Japan – Market Entry Handbook

Prive (Lounge Bar): +810332115319

Park Hotel Tokyo

Five star hotel

Sweets & Deli (Pastry):
+8103-32113515
Restaurant (type): Number
Tateru Yoshino (French):
+8103-62521155

http://en.parkhoteltokyo.com/restaurants/

Art Lounge (Lounge): +810362521166
Newsart Café (Café): +810362521111

Hotel New Otani

Five star hotel

The Society (Bar): +810362521111
Restaurant (type): Number

Bella Vista (Western): +810332380020
Gun Ship (Western): +810332214314
Aux Bacchanales (French):
+8103-52763422
Rib Room (Steak): +810332380026

http://www.newotani.co.jp/en/tokyo/restaura
nt/index.html
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Momiji Tei (Grilled Cuisine):
+8103-32380024
View & Dining the Sky
(Buffet): +8103-32380028
Top (Buffet): +810332380023
Satsuki (Western): +810352753177
Garden Lounge (Lounge):
+8103-52260246
Tom Cat (Pizza Café):
+8103-32214040
Peshaworld (Wine Dining &
Café): +8103-32342626
Café La Mille (Wine Dining &
Café): +8103-52762285
Bar Capri (Bar): +810332380035
The Bar (Bar): +810332651111
Sky Bar (Bar): +810332380028
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Keio Plaza Hotel

Five star hotel

Restaurant (type): Number
Yamanami (Grilled cuisine)
Jurin (Western)
Duo Fourchettes (French &
Italian)
Glass Court (Buffet)
Polestar (Bar)
Aurora Lounge (Lounge)
Brillant (Bar)
Cocktail & Tea Lounge
(Lounge)
Duet (Lounge)
Little Bear (Bar)

http://www.keioplaza.com/restaurants/index.
html

+8103-33441111

Hilton Tokyo Odaiba

Five star hotel

Restaurant (type): Number
Taronga (Grilled cuisine &
wine)
Ocean Dining
(Mediterranean)
Veranda (Bar)
+8103-55005580

http://www3.hilton.com/en/hotels/japan/hilto
n-tokyo-odaiba-TYOTOHI/dining/index.html
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Royal Park Hotel Tokyo

Five star hotel

Restaurant (type): Number

http://www2.rph.co.jp/en

Pallazo (Western)
Fontaine (Lounge)
Royal Scots (Bar)
Royal Delica (Delicatesen)
+8103-36671111
Symphony (Café):
+8103-56413600

Keio Plaza Hotel

Hotel

+8103-33440111

http://www.keioplaza.com/

Cerulean Tower Tokyu
Hotel

Hotel

+8109-34763000

https://www.ceruleantower-hotel.com/en/
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Shangri-La Hotel

Hotel

+8101-20944162

http://www.shangri-la.com/

Hilton Tokyo Hotel

Hotel

+8103-33445111

http://www3.hilton.com/en/hotels/japan/hilto
n-tokyo-TYOHITW/index.html

Hankyu Hotel

Hotel

+8103-35014411

http://www.hankyu-hotel.com/cgibin2/cms2/index_en.cgi?hid=05dhtokyo
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Park Hyatt Tokyo Hotel

Hotel

+8103-53221234

http://tokyo.park.hyatt.com/en/hotel/home.h
tml

Hotel Chinzanso Tokyo

Hotel

+8103-39431111

http://www.hotel-chinzanso-tokyo.com/

Hotel Okura

Hotel

+8103-35820111

http://www.hotelokura.co.jp/tokyo/en/
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Hotel New Otani Tokyo

Hotel

+8103-32651111

http://www.newotani.co.jp/en/tokyo/

Imperial Hotel

Hotel

+8103-35041111

http://www.imperialhotel.co.jp/e/

The Peninsula Hotel

Hotel

+8103-62702888

http://tokyo.peninsula.com/en/default
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InterContinental ANA
Hotel

Hotel

+8103-35051111

http://www.anaintercontinental-tokyo.jp/e/

Sheraton Miyako Hotel
Osaka

Hotel

+8106-67731111

http://www.miyakohotels.ne.jp/osaka/english
/

Hotel Nikko Kansai
Airport

Hotel

+8107-24551111

http://www.nikkokix.com/e/
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Osaka Marriott Miyako
Hotel

Hotel

+8106-66286111

http://www.marriott.com/hotels/travel/osamc
-osaka-marriott-miyako-hotel/

Hotel Hankyu
International

Hotel

+8106-63772100

http://www.hankyu-hotel.com/cgibin2/cms2/index_en.cgi?hid=18hhinternationa
l

The Capitol Hotel Tokyu Hotel

+8103-35030109

http://www.capitolhoteltokyu.com/en/
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Seikoro Ryokan

Hotel

APA Hotel Shintomicho
Ekimae

Hotel

+8103-35373211

http://www.apahotel.com.e.ju.hp.transer.com
/language/shutoken/30_shintomichoekimae.html

Ginza Grand Hotel by
Granvista

Hotel

+8103-35724131

http://www.ginzagrand.com/english/

http://ryokan.asia/
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Millenium Mitsui
Garden Hotel Tokyo

Hotel

+8103-35493331

Hotel Gracery Shinjuku

Hotel

+8103-68332489

webmaster@grac
ery-shinjuku.com

Hotel Shinagawa
Sengakuji Ekimae

Hotel

+8103-54756801

ahgakuji@apa.co. http://apahotel.com/ja_en/hotels/detail.php?i
jp
d=190

http://www.gardenhotels.co.jp/eng/millenniu
m-tokyo/

http://shinjuku.gracery.com/
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Hotel Villa Fontaine
Tokyo Shiodome

Hotel

+8103-35692220

APA Hotel Kanda Eki
Higashi

Hotel

+8103-56577111

ahkahiga@apa.c
o.jp

APA Hotel Higashi
Nihombashi Ekimae

Hotel

+8103-56437551

ahhiniek@apa.co. https://www.apahotel.com/hotel/shutoken/36
jp
_higashi-nihombashi-ekimae/webpf/en.html

https://www.hvf.jp/eng/

https://www.apahotel.com/ja_en/hotels/detai
l.php?id=142

