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Taking hold of the overseas opportunities

"The negative demographic line
in Japan has reduced the demand
for frozen food. Therefore, the fro-
zen food market has been evolving
thanks to emerging countries such
as China, South Korea, Thailand or
Vietnam, where increasing income
rate is coupled with clear demo-
graphic growth. Inthe future, it will
be our objective to respond to the
demands of these nations for frozen
food, a market which is bound to
increase in size and volume,” says
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"Although there are
areas in South East
Asia that are growing,
there are still many
issues to be tackled
within the region”

Toshio Yoshikawa,
Chairman, Yokorei

overseas operations, it was crucial
to ally with a company that had
expertise in exportation,” says Mr.
Yoshikawa.

"There is more roomfor growthin
Europe and in the USS, where there
is tremendous demand for Japanese
culinary products. Although there
are areas in South East Asia that
are growing, there are still many
issues to be tackled within the re-
gion. While we will be focusing on
the Asian regions, I believe that the
European and the American mar-
kets have the greatest potential.”

Mr. Toshio Yoshikawa, Chairman of

Yokorei, a multinational engaged in
importand export of agriculture and
seafood products and refrigerated
_housing and transport.

"One of the main milestones forl
us was the M&A with Alliance Sea- |
food, originally a trading company
specialized in the export business.
For our company to facilitate its|

Principally engaged in the man-
ufacture and sale of packaging-
related materials for the food and
chemical industries, Ohishi Sangyo
is another company looking to ex-
pand its presence in South East Asia,
where consumer demand for higher
quality is increasing.

"In South East Asia, the pack-
aging material business is devel-
oping similarly to the U.S. and to
the EU. Many consumer-packaging
players, such as Dai-Nippon, have
therefore moved to these areas.
Previously, we used newspapers
and basic materials for wrapping
and packaging. Today, consumers
require aesthetic and high-perfor-
mance products,” says company
president, Mr. Norio Okubo.

"At Ohishi Sangyo, we have
already relocated our factories
to South East Asian countries,
where the labor force is more cost
effective. Japanese corporations
know that domestic demand is de-
clining, and that applies to every

business line. Therefore, our cus-
tomers have moved from Japan
to Asian countries.”

As they have expanded their
presence overseas, both Yokorei
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and Ohishi have ensured that they
provide their overseas customers
with the same level of quality that
their customers in Japan demand.

"For the food and chemical busi-
nesses, high-quality, performance
and reliability are required,” says
Mr. Okubo. "We specialize in creat-
ing stable, high-quality and tech-
nologically advanced products. We
provide to our clients the stability
required to attain a safe level of
productivity.”

“Japanese people are excessively
sensitive to the quality and safety
of their food,” says Yokorei's Mr.
Yoshikawa. "It is impossible for
the frozen food market to evolve
without warehouses and freezers
where frozen food can be stored
with quality maintenance."

"One of the most important
things for us when entering into the
US. and the European markets is
being able to offer a high-quality
product that enjoys clear trace-
ability. Our strength lies in having
refrigerators that can maintain
high quality and low temperatures.”
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