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Why WeWhy We  Deal FoodsDeal Foods

Food self-sufficiency rateFood self-sufficiency rate

40%40%
Food self-sufficiency rateFood self-sufficiency rate

300%300%

Imported foods fill the shortage Imported foods fill the shortage Foods exporting is one of the keyFoods exporting is one of the key  industryindustry



Social Demands for FoodsSocial Demands for Foods

Safe and SecuredSafe and Secured RichRich  and Balancedand Balanced
NutritionNutrition

Good TasteGood TasteGood for HealthGood for Health

Reasonable PriceReasonable Price



ITOCHU,ITOCHU,
a general trading companya general trading company



Company OverviewCompany Overview

  Company Name Company Name 
  Founded Founded 
  Incorporated Incorporated 
  CommonCommon Stock  Stock 
  Total trading transactionTotal trading transaction
  Net income attributable to ITOCHU Net income attributable to ITOCHU 
  Number of EmployeesNumber of Employees

  WebsiteWebsite

:  ITOCHU Corporation :  ITOCHU Corporation 
:  1858 :  1858 
:  December 1, 1949:  December 1, 1949  
:  202,241 million JPY:  202,241 million JPY
:  :  1010,,3306.8 billion JPY (FY2010)06.8 billion JPY (FY2010)
:  :  128128..22 billion JPY (FY2010) billion JPY (FY2010)
:  Consolidated 62,379 /:  Consolidated 62,379 /  
      Non-consolidatedNon-consolidated 4,259 4,259
:  http://www.:  http://www.itochuitochu.co..co.jpjp
                        *As of *As of MarchMarch 31, 2010 31, 2010　　　　　　　　　　

ITOCHUITOCHU, one of the leading , one of the leading sogo shoshasogo shosha, is engaging in domestic trading, import/export,, is engaging in domestic trading, import/export,
and and overseas tradingoverseas trading of various products such as textile, machinery, information and of various products such as textile, machinery, information and
communications technology, aerospace, electronics, energy, metals, minerals,communications technology, aerospace, electronics, energy, metals, minerals,
chemicals, forest products, general merchandise, chemicals, forest products, general merchandise, foodfood, finance, realty, insurance, and, finance, realty, insurance, and
logistics services, as well as business logistics services, as well as business investmentinvestment in Japan and overseas. in Japan and overseas.



Company OverviewCompany Overview

Overseas Offices     : 136
Domestic Offices     :   15
Group Companies     : 413
(Including overseas offices)
　　　　　　　　　　　　　　 　　
　　　　　　　　　　　　　　　　　　　　 *As of March 31, 2010
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Company OverviewCompany Overview

Natural ProductsNatural Products

Functional FoodsFunctional Foods



Current Food Business is based on ITOCHU Strategic Integrated System.Current Food Business is based on ITOCHU Strategic Integrated System.
- Vertically integrated business function - Vertically integrated business function for for supply chain with high efficacysupply chain with high efficacy

Our Food BusinessOur Food Business

UpstreamUpstream

MidstreamMidstream

DownstreamDownstream

North America, Oceania, etc.North America, Oceania, etc. ChinaChina

ChinaChinaJapanJapan

ZhongxinZhongxin

BICBIC

LongdaLongda

COFCOCOFCO

GeneralGeneral
Administration ofAdministration of  

Land DevelopmentLand Development
of Heilongjiangof Heilongjiang

ProvinceProvince  

  QTI  QTI  CGBCGB

EGT EGT BurraBurra

ITOCHUITOCHU
SugarSugar

ITOCHUITOCHU
RiceRice

ITOCHUITOCHU
Feed MillsFeed Mills

YayoiYayoi
FoodsFoods

PrimaPrima
MeatMeat

PackersPackers

Fuji OilFuji Oil Japan FoodsJapan Foods

TingTing  HsinHsin

NipponNippon
AccessAccess

ITOCHUITOCHU
ShokuhinShokuhin

ITOCHUITOCHU
FreshFresh

Show-waShow-wa

UNYUNY IzumiyaIzumiyaFamilyMartFamilyMart

Consolidated SubsidiariesConsolidated Subsidiaries
Equity-method AffiliatesEquity-method Affiliates

Investment / Business Alliance PartnersInvestment / Business Alliance Partners
Other CompaniesOther Companies

Providing raw materials /Providing raw materials /  
SecuringSecuring  resourcesresources

Processing raw materials /Processing raw materials /
Manufacturing intermediaryManufacturing intermediary  productsproducts

LogisticsLogistics

RetailRetail



  --  ITOCHU, one of theITOCHU, one of the  general trading companies, coversgeneral trading companies, covers  wide variety of industrieswide variety of industries
        including food business.including food business.

 - -  Div. Co. and ITBDO are responsible for current and future business, respectively.Div. Co. and ITBDO are responsible for current and future business, respectively.

 - Huge numbers of customers, subsidiaries, and partners within - Huge numbers of customers, subsidiaries, and partners within  our strategic integratedour strategic integrated
      system allow us tosystem allow us to  collect thecollect the  needs and to optimize the business models.needs and to optimize the business models.

 - -  Strategic Integrated System is established in China and other countriesStrategic Integrated System is established in China and other countries; consequently,; consequently,  itit
      will will be easy to transfer the business globally.be easy to transfer the business globally.

SummarySummary



Trends, demands, and opportunities Trends, demands, and opportunities 
of Japaneseof Japanese  food marketfood market



Categories of Foods inCategories of Foods in  JapanJapan

Market OverviewMarket Overview

Food with Health ClaimsFood with Health Claims

Food with NutrientFood with Nutrient  
Function ClaimsFunction Claims

(FNFC)(FNFC)

Food forFood for  SpecifiedSpecified
 Health Uses Health Uses

(FOSHU)(FOSHU)

MedicineMedicine FoodsFoods

General FoodsGeneral Foods

So-CalledSo-Called
Functional FoodsFunctional Foods

General FoodsGeneral Foods

Functional FoodsFunctional Foods

approved by government approved by government 
authoritiesauthorities

self approval with self approval with   
standardsstandards

Most of Natural ProductsMost of Natural Products



Market Size of Functional Foods: ~23.5 billion USD / yearMarket Size of Functional Foods: ~23.5 billion USD / year
Market Size of Natural Products: ~14.1 billionMarket Size of Natural Products: ~14.1 billion  USD / yearUSD / year

Market OverviewMarket Overview

Food with Health ClaimsFood with Health Claims

Food with NutrientFood with Nutrient  
Function ClaimsFunction Claims

(FNFC)(FNFC)

Food forFood for  SpecifiedSpecified
 Health Uses Health Uses

(FOSHU)(FOSHU)

MedicineMedicine FoodsFoods

General FoodsGeneral Foods

So-CalledSo-Called
Functional FoodsFunctional Foods

General FoodsGeneral Foods

Functional FoodsFunctional Foods

approved by government approved by government 
authoritiesauthorities

self approval with self approval with   
standardsstandards

~23.5 billion~23.5 billion  USD / yearUSD / year
Most of Natural ProductsMost of Natural Products

~14.1 billion USD / year~14.1 billion USD / year



FOSHU: 6.5 billionFOSHU: 6.5 billion  USD / year (2009)USD / year (2009)
Functional Foods except for FOSHU: 13.8 billionFunctional Foods except for FOSHU: 13.8 billion  USD / year (2010)USD / year (2010)

Market OverviewMarket Overview

Food with Health ClaimsFood with Health Claims

Food with NutrientFood with Nutrient  
Function ClaimsFunction Claims

(FNFC)(FNFC)

Food forFood for  SpecifiedSpecified
 Health Uses Health Uses

(FOSHU)(FOSHU)

MedicineMedicine FoodsFoods

General FoodsGeneral Foods

So-CalledSo-Called
Functional FoodsFunctional Foods

General FoodsGeneral Foods

Functional FoodsFunctional Foods

approved by government approved by government 
authoritiesauthorities

self approval with self approval with   
standardsstandards

6.5 billion USD / year (2009)6.5 billion USD / year (2009)

13.8 billion13.8 billion  USD / year (2010)USD / year (2010)



Characteristics of Japanese MarketCharacteristics of Japanese Market

::: Japan as No.2 Market of Global Vitamin & Dietary Supplements::: Japan as No.2 Market of Global Vitamin & Dietary Supplements  Sales :::Sales :::

2007-2008: 2007-2008: Euromonitor Euromonitor InternationalInternational

U.S.A.U.S.A.

JapanJapan

ChinaChina

BrazilBrazil

ItalyItaly

GermanyGermany

SouthSouth
KoreaKorea

U.K.U.K. RussiaRussia FranceFrance

CanadaCanadaAustraliaAustralia

IndonesiaIndonesia

NewNew
ZealandZealand

TaiwanTaiwan

IndiaIndia

MexicoMexico

SpainSpain

NorwayNorway

ThailandThailand
SingaporeSingapore

Growth lower than 3%Growth lower than 3%

between 3% and 6%between 3% and 6%

between 6% and 10%between 6% and 10%

higher than 10%higher than 10%

Aging pushes nationsAging pushes nations  intointo  
more health consciousmore health conscious



- Vitamin and Dietary Supplements Penetration: Global per Capita Spend, 2008 -- Vitamin and Dietary Supplements Penetration: Global per Capita Spend, 2008 -

2008: 2008: Euromonitor Euromonitor InternationalInternational

5 USD per capita and lower 5 USD per capita and lower 
up to 10 USD per capitaup to 10 USD per capita
up to 15 USD per capitaup to 15 USD per capita
up toup to  35 USD per capita35 USD per capita
up to 100 USD per capitaup to 100 USD per capita
higher than 100 USD per capita higher than 100 USD per capita 

JP: Profitable but Matured andJP: Profitable but Matured and  Highly CompetitiveHighly Competitive
NZ: Not Large but GrowingNZ: Not Large but Growing
CN:CN:  Large andLarge and  Almost UntouchedAlmost Untouched

Characteristics of Japanese MarketCharacteristics of Japanese Market

:::: Profitable but Matured and Highly Competitive ::::::: Profitable but Matured and Highly Competitive :::



Functional labeling is allowed for FOSHU and FNFC.Functional labeling is allowed for FOSHU and FNFC.

LabelingLabeling

Food with Health ClaimsFood with Health Claims

Food with NutrientFood with Nutrient  
Function ClaimsFunction Claims

(FNFC)(FNFC)

Food forFood for  SpecifiedSpecified
 Health Uses Health Uses

(FOSHU)(FOSHU)

MedicineMedicine FoodsFoods

General FoodsGeneral Foods

So-CalledSo-Called
Functional FoodsFunctional Foods

General FoodsGeneral Foods

Functional FoodsFunctional Foods

approved by government approved by government 
authoritiesauthorities

self approval with self approval with   
standardsstandards

permitted to labelpermitted to label  the nutritionalthe nutritional
functions (14) of ingredientsfunctions (14) of ingredients
Ex) calcium is an essential nutrientEx) calcium is an essential nutrient
toto  form your teeth and born.form your teeth and born.

permitted to labelpermitted to label  the specifiedthe specified
health functions (9) of productshealth functions (9) of products
Ex) expected as good for health ofEx) expected as good for health of
person with high blood pressure.person with high blood pressure.

Approval process costs overApproval process costs over
230,000 USD230,000 USD and 1year. and 1year.

Not permitted to labelNot permitted to label  thethe  functionfunction

Not permitted to labelNot permitted to label  thethe  functionfunction



Health Promotion Act:Health Promotion Act:
  - - requires therequires the  evidence of the function.evidence of the function.
 - prohibits intentional / non-intentional misleading. - prohibits intentional / non-intentional misleading.

Food Sanitation Act:Food Sanitation Act:
  --  prohibits the labeling of function except for FOSHU andprohibits the labeling of function except for FOSHU and  FNFC.FNFC.
  - prohibits the use of ingredients with risk.- prohibits the use of ingredients with risk.

Pharmaceutical Affairs Act:Pharmaceutical Affairs Act:
  - prohibits the use of medicine for foods.- prohibits the use of medicine for foods.
 - prohibits the labeling of medicinal function for foods. - prohibits the labeling of medicinal function for foods.

Act Against Unjustifiable Premiums and Misleading Representations:Act Against Unjustifiable Premiums and Misleading Representations:
- prohibits the labeling which mislead the goodness of the products.- prohibits the labeling which mislead the goodness of the products.

Administrative RegulationsAdministrative Regulations


