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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  
Consumer expenditure on food in Japan decreased by 32.6 per cent between 2012 and 2015, with 

a projected 0.44 per cent decrease in 2016 to a projected total of EUR 278.07 billion.1 This reflects 

the 33.1 per cent decline in total consumer expenditure between 2012 and 2015. Despite this 

decline, consumer expenditure on food has remained stable at 13 per cent of total consumer 

expenditure.2 

Due to Japan being a densely populated country with very limited means to cover its own demand 

for agricultural products, Japan is a net importer of foodstuff. In 2014, Japan imported EUR 58.16 

billion  worth of foodstuff, while it exported EUR 4.14 billion . The three main products that Japan 

imports are fish (22.6 per cent of total foodstuff import) , meat (19.8 per cent) and cereals (13.2 

per cent).3 Between 2010 and 2014, the import of foodstuff increased by 8.3 per cent, while the 

export of foodstuff decreased by 1.5 per cent.4  

In 2014 the EU export of food and drink products to Japan was worth EUR 4.88 million. This is an 

increase of 24.6 per cent since 2010. EU imports of food and drink products from Japan have been 

rising in value by 5.4 per cent from 2010 to EUR 175 million in 2014. This has resulted in a 

positive trade balance for the EU, which has steadily been increasing.5 The value of the export of 

EU agri-food products to Japan increased by 15.3 per cent from 2011 to EUR 5.35 billion in 2015. 

The main products exported to Japan are pork meat (18.8 per cent of total agri-food exports), 

wines (14.5 per cent) and cheese (5.0 per cent).6 Japan is the fifth most important export 

                                                           
1 Ȱ*ÁÐÁÎ #ÏÕÎÔÒÙ &ÁÃÔÆÉÌÅȱ ÌÁÓÔ ÁÃÃÅÓÓÅÄ ÏÎ ςω -ÁÒÃÈ ςπρφȟ ÁÖÁÉÌÁÂÌÅ ÁÔȡ 
http://www.euromonitor.com/japan/country -factfile 
2 Ȱ*ÁÐÁÎ #ÏÕÎÔÒÙ &ÁÃÔÆÉÌÅȱ ÌÁÓÔ ÁÃÃÅÓÓÅÄ ÏÎ ςω -ÁÒÃÈ ςπρφȟ ÁÖÁÉÌÁÂÌÅ at: 
http://www.euromonitor.com/japan/country -factfile 
3 Ȱ*ÁÐÁÎȭÓ )ÎÔÅÒÎÁÔÉÏÎÁÌ 4ÒÁÄÅ ÉÎ 'ÏÏÄÓ ςπρτȱ ÌÁÓÔ ÁÃÃÅÓÓÅÄ ÏÎ ςυ -ÁÒÃÈ ςπρφȟ ÁÖÁÉÌÁÂÌÅ ÁÔȡ 
https://www.jetro.go.jp/en/reports/statistics.html   
4 Ȱ*ÁÐÁÎȭÓ )ÎÔÅÒÎÁÔÉÏÎÁÌ 4ÒÁÄÅ ÉÎ 'ÏÏÄÓ ςπρπȱ ÌÁÓÔ ÁÃÃÅÓÓÅÄ ÏÎ ςω -ÁÒÃÈ ςπρφȟ ÁÖÁÉÌÁÂÌÅ ÁÔȡ 
https://www.jetro.go. jp/en/reports/statistics.html  
5 Ȱ%5 ÔÒÁÄÅ ÉÎ ÇÏÏÄÓ ×ÉÔÈ *ÁÐÁÎ ÁÌÍÏÓÔ ÉÎ ÂÁÌÁÎÃÅ ÉÎ ςπρτȱ ςψ -ÁÙ ςπρυ ÁÖÁÉÌÁÂÌÅ ÁÔȡ 
http://ec.eu ropa.eu/eurostat/documents/2995521/6851957/6 -28052015-AP-EN.pdf/e54ca68e-0c7b-
4ffc-813a-e73a46cb0ce2Ƞ Ȱ%ØÔÒÁ-%5ςψ ÔÒÁÄÅ ÏÆ ÆÏÏÄȟ ÄÒÉÎËÓ ÁÎÄ ÔÏÂÁÃÃÏȟ ÂÙ ÍÁÉÎ ÐÁÒÔÎÅÒÓȱ ÌÁÓÔ ÁÃÃÅÓÓÅÄ 
on 29 March 2016, available at: 
http://ec.europa.eu/eurostat/tgm/refreshTableAction.do?tab=table&plugin=1&pcode=tet00034&langua
ge=en  
6 Ȱ!ÇÒÉ-food Trade Statistical Factsheet: EU-*ÁÐÁÎȱ ρς &ÅÂÒÕÁÒÙ ςπρφ ÁÖÁÉÌÁÂÌÅ Át: 
http://ec.europa.eu/agriculture/trade -analysis/statistics/outside -eu/countries/agrifood -japan_en.pdf  

http://www.euromonitor.com/japan/country-factfile
http://www.euromonitor.com/japan/country-factfile
https://www.jetro.go.jp/en/reports/statistics.html
https://www.jetro.go.jp/en/reports/statistics.html
http://ec.europa.eu/eurostat/documents/2995521/6851957/6-28052015-AP-EN.pdf/e54ca68e-0c7b-4ffc-813a-e73a46cb0ce2
http://ec.europa.eu/eurostat/documents/2995521/6851957/6-28052015-AP-EN.pdf/e54ca68e-0c7b-4ffc-813a-e73a46cb0ce2
http://ec.europa.eu/eurostat/tgm/refreshTableAction.do?tab=table&plugin=1&pcode=tet00034&language=en
http://ec.europa.eu/eurostat/tgm/refreshTableAction.do?tab=table&plugin=1&pcode=tet00034&language=en
http://ec.europa.eu/agriculture/trade-analysis/statistics/outside-eu/countries/agrifood-japan_en.pdf
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destination for EU agri-food products, and the market share for EU agri -food products in 2014 

was 16 per cent.7 

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 2015, Japan had an estimated population of 127.11 million, which signifies a decrease of almost 

one million people compared to 2010.8 According to the Japan Statistical Yearbook of 2016, the 

population is expected to decline even further in the future. In 2030, the Japanese population is 

projected to have shrunk to 116.62 million.9 This decline in the population could result in a 

neutral or even negative influence on the demand for certain food products.10 

Additionally, Japan faces a rapidly ageing population. In 2014, 33 million  persons (26 per cent of 

the total population) were over the age of 65, while in 2000 this number was 22 million  (17.3 per 

cent). Another 61.3 per cent of the population is between 15 and 64 years old, while 12.8 per cent 

of the population is 14 years old or younger.11 The ageing population is a result of the high life 

expectancy due to a strong health care system and healthy dietary habits.12 In 2014 the average 

life expectancy in Japan was 83.7 years, with 80.5 years for Japanese men and 86.83 years for 

Japanese women.13 It is expected that these ageing consumers will create more demand for food 

                                                           
7 Ȱ!ÇÒÉ-food trade in 2014: EU-US ÉÎÔÅÒÁÃÔÉÏÎ ÓÔÒÅÎÇÔÈÅÎÅÄȱ *ÕÌÙ ςπρυ ÁÖÁÉÌÁÂÌÅ ÁÔȡ 
http://ec.europa.eu/agriculture/trade -analysis/map/2015 -1_en.pdf  
8 Ȱ)ÔȭÓ ÏÆÆÉÃÉÁÌȡ *ÁÐÁÎȭÓ ÐÏÐÕÌÁÔÉÏÎ ÉÓ ÄÒÁÍÁÔÉÃÁÌÌÙ ÓÈÒÉÎËÉÎÇȱ ςφ &ÅÂÒÕÁÒÙ ςπρυ ÁÖÁÉÌÁÂÌÅ ÁÔȡ 
https://www.washingtonpost.c om/news/worldviews/wp/2016/02/26/its -official-japans-population-is-
drastically-shrinking/   
9 4ÈÉÓ ÉÓ ÂÁÓÅÄ ÏÎ ÐÏÐÕÌÁÔÉÏÎ ÐÒÏÊÅÃÔÉÏÎÓ ÍÁÄÅ ÉÎ ςπρςȡ Ȱ#ÈÁÐÔÅÒ ςȡ 0ÏÐÕÌÁÔÉÏÎ ÁÎÄ (ÏÕÓÅÈÏÌÄÓ ɀ 2.2 
&ÕÔÕÒÅ 0ÏÐÕÌÁÔÉÏÎȱ ÌÁÓÔ ÁÃÃÅÓÓÅÄ ÏÎ ςω -ÁÒÃÈ ςπρφȟ ÁÖÁÉÌÁÂÌÅ ÁÔȡ 
http://www.stat.go.jp/english/data/nenkan/1431 -02.htm  
10 Ȱ4ÈÅ *ÁÐÁÎÅÓÅ #ÏÎÓÕÍÅÒȡ "ÅÈÁÖÉÏÕÒȟ !ÔÔÉÔÕÄÅÓ ÁÎÄ 0ÅÒÃÅÐÔÉÏÎÓ ÔÏ×ÁÒÄ &ÏÏÄ 0ÒÏÄÕÃÔÓȱ -ÁÒÃÈ ςπρπ 
available at: https://www.gov.mb.ca/agriculture/market -prices-and-statistics/trade -
statistics/pubs/japan_consumer_report_en.pdf  
11 Ȱ#ÈÁÐÔÅÒ ςȡ 0ÏÐÕÌÁÔÉÏÎ ÁÎÄ (ÏÕÓÅÈÏÌÄÓ ɀ ςȢψ 0ÏÐÕÌÁÔÉÏÎ ÂÙ !ÇÅ 'ÒÏÕÐ ÁÎÄ )ÎÄÉÃÅÓ ÏÆ !ÇÅ 3ÔÒÕÃÔÕÒÅȱ 
last accessed on 29 March 2016, available at: http://www.stat.go.jp/english/data/nenkan /1431 -02.htm  
12 Ȱ4ÈÅ *ÁÐÁÎÅÓÅ #ÏÎÓÕÍÅÒȡ "ÅÈÁÖÉÏÕÒȟ !ÔÔÉÔÕÄÅÓ ÁÎÄ 0ÅÒÃÅÐÔÉÏÎÓ ÔÏ×ÁÒÄ &ÏÏÄ 0ÒÏÄÕÃÔÓȱ -ÁÒÃÈ ςπρπ 
available at: https://www.gov.mb.ca/agriculture/market -prices-and-statistics/trade -
statistics/pubs/japan_consumer_report_en.pdf  
13 Ȱ*ÁÐÁÎÅÓÅ ×ÏÍÅÎ .ÏȢ ρ ÉÎ ×ÏÒÌÄ×ÉÄÅ ÌÉÆÅ ÅØÐÅÃÔÁÎÃÙ ÆÏÒ ÔÈÉÒÄ ÓÔÒÁÉÇÈÔ ÙÅÁÒȱ σρ *ÕÌÙ ςπρυ ÁÖÁÉÌÁÂÌÅ ÁÔȡ 
http://www.japantimes.co.jp/news/2015/07/31/national/social -issues/japanese-women-top-life-
expectancy-third -year/#.VvqPhHqP948  

http://ec.europa.eu/agriculture/trade-analysis/map/2015-1_en.pdf
https://www.washingtonpost.com/news/worldviews/wp/2016/02/26/its-official-japans-population-is-drastically-shrinking/
https://www.washingtonpost.com/news/worldviews/wp/2016/02/26/its-official-japans-population-is-drastically-shrinking/
http://www.stat.go.jp/english/data/nenkan/1431-02.htm
https://www.gov.mb.ca/agriculture/market-prices-and-statistics/trade-statistics/pubs/japan_consumer_report_en.pdf
https://www.gov.mb.ca/agriculture/market-prices-and-statistics/trade-statistics/pubs/japan_consumer_report_en.pdf
http://www.stat.go.jp/english/data/nenkan/1431-02.htm
https://www.gov.mb.ca/agriculture/market-prices-and-statistics/trade-statistics/pubs/japan_consumer_report_en.pdf
https://www.gov.mb.ca/agriculture/market-prices-and-statistics/trade-statistics/pubs/japan_consumer_report_en.pdf
http://www.japantimes.co.jp/news/2015/07/31/national/social-issues/japanese-women-top-life-expectancy-third-year/#.VvqPhHqP948
http://www.japantimes.co.jp/news/2015/07/31/national/social-issues/japanese-women-top-life-expectancy-third-year/#.VvqPhHqP948
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and beverages that address age-related health conditions, such as bottled water, organic food and 

health foods.14 Furthermore, older people tend to consume more fruit and vegetables.15  

Japan experiences continued inward migration from rural areas to urban areas. In 2014, 93 per 

cent of the Japanese population lived in urban areas, whilst in 2001 this was 80 per cent.16 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.17  

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.18 Figure 1 displays the consumption of major foods by Japanese two-or-

more-person households per year. 

Figure 1) Household food expenditures per year by product quantity, kilogr ams 

 
Source: Statistics Japan 

                                                           
14 Ȱ4ÈÅ *ÁÐÁÎÅÓÅ #ÏÎÓÕÍÅÒȡ "ÅÈÁÖÉÏÕÒȟ !ÔÔÉÔÕÄÅÓ ÁÎÄ 0ÅÒÃÅÐÔÉÏÎÓ ÔÏ×ÁÒÄ &ÏÏÄ 0ÒÏÄÕÃÔÓȱ -ÁÒÃÈ ςπρπ 
available at: https://www.gov.mb.ca/agriculture/ market-prices-and-statistics/trade -
statistics/pubs/japan_consumer_report_en.pdfȠ Ȱ!ÇÒÉÃÕÌÔÕÒÅ ÁÎÄ &ÏÏÄ )ÎÄÕÓÔÒÙ /ÐÐÏÒÔÕÎÉÔÉÅÓ ÉÎ *ÁÐÁÎ Ǫ 
#ÈÉÎÁȱ *ÕÎÅ ςπρυ ÁÖÁÉÌÁÂÌÅ ÁÔȡ http://www.mitc.com/wp -content/uploads/2015/04/2015 -Agriculture-
and-Food-Resource-Guide-Japan-and-China.pdf?3dc2e8  
15 Ȱ&ÏÏÄ #ÏÎÓÕÍÐÔÉÏÎ ÉÎ ÁÎ !ÇÉÎÇ 7ÏÒÌÄȱ -ÁÙ ςππρ ÁÖÁÉÌÁÂÌÅ ÁÔȡ 
http://www.ers.usda.gov/media/293597/wrs011e_1_.pdf   
16 Ȱ5ÒÂÁÎ 0ÏÐÕÌÁÔÉÏÎȱ ÌÁÓÔ ÁÃÃÅÓÓÅÄ ÏÎ ςω -ÁÒÃÈ ςπρφȟ ÁÖÁÉÌÁÂÌÅ ÁÔȡ 
http://data.worldbank.org/ indicator/SP.URB.TOTL.IN.ZS?page=2  
17 Ȱ4ÈÅ *ÁÐÁÎÅÓÅ #ÏÎÓÕÍÅÒȡ "ÅÈÁÖÉÏÕÒȟ !ÔÔÉÔÕÄÅÓ ÁÎÄ 0ÅÒÃÅÐÔÉÏÎÓ ÔÏ×ÁÒÄ &ÏÏÄ 0ÒÏÄÕÃÔÓȱ -ÁÒÃÈ ςπρπ 
available at: https://www.gov.mb.ca/agriculture/market -prices-and-statistics/trade -
statistics/pubs/japan_consumer_report_en.pdf  
18 Ȱ!ÂÏÕÔ &ÏÏÄ Ǫ "ÅÖÅÒÁÇÅȱ ÌÁÓÔ ÁÃÃÅÓÓÅÄ ÏÎ ςυ -ÁÒÃÈ ςπρφȟ ÁÖÁÉÌÁÂÌÅ ÁÔȡ 
http://www.eubusinessinjapan.eu/sectors/food -beverage/about-food-beverageȠ Ȱ!ÇÒÉÃÕÌÔÕÒÅ ÁÎÄ &ÏÏÄ 
)ÎÄÕÓÔÒÙ /ÐÐÏÒÔÕÎÉÔÉÅÓ ÉÎ *ÁÐÁÎ Ǫ #ÈÉÎÁȱ *ÕÎÅ ςπρυ ÁÖÁÉÌÁÂÌÅ ÁÔȡ http://www.mitc.com/wp -
content/uploads/2015/04/2015 -Agriculture-and-Food-Resource-Guide-Japan-and-China.pdf?3dc2e8  
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Another form of diversification is the trend of individual eating. This trend can be attributed  to 

the increase of single-person households as a result of a declining marriage rate, rising marrying 

age, more female labour market participation and a busier, fast-paced lifestyle that has made it 

less common for all family members to eat together. This individualisation of eating has led to an 

increased demand for processed and frozen foods, ready-made meals and home delivery of 

food.19 This has also become popular for elderly consumers, who are unable to drive or travel far 

to the grocery shop.20 

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.21 

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.22  

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 X 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, 

                                                           
19 Ȱ!ÇÒÉÃÕÌÔÕÒÅ ÁÎÄ &ÏÏÄ )ÎÄÕÓÔÒÙ /ÐÐÏÒÔÕÎÉÔÉÅÓ ÉÎ *ÁÐÁÎ Ǫ #ÈÉÎÁȱ *ÕÎÅ ςπρυ ÁÖÁÉÌÁÂÌÅ ÁÔȡ 
http://www.mitc.com/wp -content/uploads/2015/04/2015 -Agriculture-and-Food-Resource-Guide-
Japan-and-China.pdf?3dc2e8Ƞ Ȱ&ÏÏÄ ÁÎÄ "ÅÖÅÒÁÇÅ -ÁÒËÅÔ ÉÎ *ÁÐÁÎȱ ÌÁÓÔ ÁÃÃÅÓÓÅÄ ÏÎ ςυ -ÁÒÃÈ ςπρφȟ 
available at: https://www.nzte.govt.nz/en/export/market -research/food-and-beverage/food-and-
beverage-market-in-japan/   
20 Ȱ*ÁÐÁÎ (2) &ÏÏÄ 3ÅÒÖÉÃÅ 3ÅÃÔÏÒ 2ÅÐÏÒÔ ςπρτȱ ςφ $ÅÃÅÍÂÅÒ ςπρσ ÁÖÁÉÌÁÂÌÅ ÁÔȡ 
http://gain.fas.usda.gov/Recent%20GAIN%20Publications/Food%20Service%20-
%20Hotel%20Restaurant%20Institutional_Tokyo%20ATO_Japan_2-26-2015.pdf 
21 Ȱ4ÈÅ *ÁÐÁÎÅÓÅ #ÏÎÓÕÍÅÒȡ "ÅÈÁÖÉÏÕÒȟ !ÔÔÉÔÕÄÅÓ ÁÎÄ 0ÅÒÃÅÐÔÉÏÎÓ ÔÏ×ÁÒÄ &ÏÏÄ 0ÒÏÄÕÃÔÓȱ -ÁÒÃÈ ςπρπ 
available at: https://www.gov.mb.ca/agriculture/market -prices-and-statistics/trade -
statistics/pubs/japan_consumer_report_en.pdfȠ Ȱ*ÁÐÁÎ ÂÒÉÎÇÓ ÉÎ ÃÏÍÐÕÌÓÏÒÙ ÆÁÔ ÃÈÅÃËÓ ÆÏÒ ÏÖÅÒ-τπÓȱ ςψ 
March 2008 available at: http://www.independent.co.uk/news/world/asia/japan -brings-in-compulsory-
fat-checks-for-over-40s-801783.html  
22  Ȱ4ÈÅ *ÁÐÁÎÅÓÅ #ÏÎÓÕÍÅÒȡ "ÅÈÁÖÉÏÕÒȟ !ÔÔÉÔÕÄÅÓ ÁÎÄ 0ÅÒÃÅÐÔÉÏÎÓ ÔÏ×ÁÒÄ &ÏÏÄ 0ÒÏÄÕÃÔÓȱ -ÁÒÃÈ ςπρπ 
available at: https://www.gov.mb.ca/agriculture/market -prices-and-statistics/trade -
statistics/pubs/japan_consumer_report_en.pdfȠ Ȱ&ÏÏÄ ÁÎÄ "ÅÖÅÒÁÇÅ -ÁÒËÅÔ ÉÎ *ÁÐÁÎȱ ÌÁÓÔ ÁÃÃÅÓÓÅÄ ÏÎ ςυ 
March 2016, available at: https://www.nzte.govt.nz/en/export/market -research/food-and-
beverage/food-and-beverage-market-in-japan/  

http://www.mitc.com/wp-content/uploads/2015/04/2015-Agriculture-and-Food-Resource-Guide-Japan-and-China.pdf?3dc2e8
http://www.mitc.com/wp-content/uploads/2015/04/2015-Agriculture-and-Food-Resource-Guide-Japan-and-China.pdf?3dc2e8
https://www.nzte.govt.nz/en/export/market-research/food-and-beverage/food-and-beverage-market-in-japan/
https://www.nzte.govt.nz/en/export/market-research/food-and-beverage/food-and-beverage-market-in-japan/
http://gain.fas.usda.gov/Recent%20GAIN%20Publications/Food%20Service%20-%20Hotel%20Restaurant%20Institutional_Tokyo%20ATO_Japan_2-26-2015.pdf
http://gain.fas.usda.gov/Recent%20GAIN%20Publications/Food%20Service%20-%20Hotel%20Restaurant%20Institutional_Tokyo%20ATO_Japan_2-26-2015.pdf
https://www.gov.mb.ca/agriculture/market-prices-and-statistics/trade-statistics/pubs/japan_consumer_report_en.pdf
https://www.gov.mb.ca/agriculture/market-prices-and-statistics/trade-statistics/pubs/japan_consumer_report_en.pdf
http://www.independent.co.uk/news/world/asia/japan-brings-in-compulsory-fat-checks-for-over-40s-801783.html
http://www.independent.co.uk/news/world/asia/japan-brings-in-compulsory-fat-checks-for-over-40s-801783.html
https://www.gov.mb.ca/agriculture/market-prices-and-statistics/trade-statistics/pubs/japan_consumer_report_en.pdf
https://www.gov.mb.ca/agriculture/market-prices-and-statistics/trade-statistics/pubs/japan_consumer_report_en.pdf
https://www.nzte.govt.nz/en/export/market-research/food-and-beverage/food-and-beverage-market-in-japan/
https://www.nzte.govt.nz/en/export/market-research/food-and-beverage/food-and-beverage-market-in-japan/
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which coincides with an increased consumption of meat, dairy products, processed food and 
alcohol.23 

Figure 2) Household disposable income in Japan, USD per capita 

 
Source: OECD 

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.24 

Demand for imported foods  

Japan is a very densely populated country which has limited means to cover its own demand for 

agricultural products. )Î ςπρσȟ *ÁÐÁÎȭÓ ÓÅÌÆ-sufficiency in food was 39 per cent, which the Japanese 

government hopes to raise to 45 per cent by 2025.25 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 for farming. Additionally, the Fukushima Daiichi 

nuclear accident of March 2011 has made imports increasingly more important and has made 

exporting more difficult.26 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 

ÉÓÌÁÎÄÓ ÏÆ *ÁÐÁÎ ÁÒÅ (ÏËËÁÉÄęȟ (ÏÎÓÈı ɉ×ÈÉÃÈ ÉÓ ÃÏÎÓÉdered to be the mainland), Shikoku and 

+ÙıÓÈıȢ ! ÌÁÒÇÅ ÐÁÒÔ ÏÆ *ÁÐÁÎȭÓ ÔÅÒÒÁÉÎ ÉÓ ÒÕÇÇÅÄ ÁÎÄ ÍÏÕÎÔÁÉÎÏÕÓȟ ÁÂÏÕÔ χπ per cent, but due to 

the large number of ports, waterways and land transport infrastructure, the whole country is well 

accessible.  

                                                           
23 Ȱ&ÏÏÄ ÃÏÎÓÕÍÐÔÉÏÎ ÔÒÅÎÄÓ ÁÎÄ ÄÒÉÖÅÒÓȱ ρφ !ÕÇÕÓÔ ςπρπ ÁÖÁÉÌÁÂÌÅ ÁÔȡ 
http://rstb.royalsocietypublishing.org/content/365/1554/2793 Ƞ Ȱ!ÎÁÌÙÓÉÓ ÏÆ ÔÈÅ ÆÏÏÄ ÃÏÎÓÕmption of 
*ÁÐÁÎÅÓÅ ÈÏÕÓÅÈÏÌÄÓȱ ςππσ ÁÖÁÉÌÁÂÌÅ ÁÔȡ ftp://ftp.fao.org/docrep/fao/005/y4475E/y4475E00.pdf   
24 Ȱ&ÏÏÄ ÃÏÎÓÕÍÐÔÉÏÎ ÔÒÅÎÄÓ ÁÎÄ ÄÒÉÖÅÒÓȱ ρφ !ÕÇÕÓÔ ςπρπ ÁÖÁÉÌÁÂÌÅ ÁÔȡ 
http://rstb.royalsocietypublishing.org/content/365/1554/2793 Ƞ Ȱ!ÎÁÌÙÓÉÓ ÏÆ ÔÈÅ ÆÏÏÄ ÃÏÎÓÕÍÐÔÉÏÎ ÏÆ 
*ÁÐÁÎÅÓÅ ÈÏÕÓÅÈÏÌÄÓȱ ςππσ ÁÖÁÉÌÁÂÌÅ ÁÔȡ ftp://ftp.fao.org/docrep/fao/005/y4475E/y4475E00.pdf   
25 Ȱ.ÁÔÉÏÎȭÓ ÆÏÏÄ ÓÅÌÆ-ÓÕÆÆÉÃÉÅÎÃÙ ÒÁÔÅȱ ρ !ÐÒÉÌ ςπρυȟ ÁÖÁÉÌÁÂÌÅ ÁÔȡ 
http://www.japantimes.co.jp/opinion/2015/04/01/editorials/nations -food-self-sufficiency-
rate/#.VvuR23qP948 
26 Ȱ&ÏÏÄ Ǫ "ÅÖÅÒÁÇÅȱ ÌÁÓÔ ÁÃÃÅÓÓÅÄ ÏÎ ςυ -ÁÒÃÈ ςπρφȟ ÁÖÁÉÌÁÂÌÅ ÁÔȡ 
http ://www.eubusinessinjapan.eu/sectors/food -beverage 
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Japan is divided into 8 different regions which do not constitute administrative or political units, 

but play a traditional role in history, education, economy and media. There are, for example, 

regional power supply companies, banks and rail transit corporations.27 The eight regions are: 

ÔÈÅ (ÏËËÁÉÄę ÒÅÇÉÏÎȟ ÔÈÅ 4ęÈÏËÕ ÒÅÇÉÏÎȟ ÔÈÅ +ÁÎÔę ÒÅÇÉÏÎȟ ÔÈÅ #ÈıÂÕ ÒÅÇÉÏÎȟ ÔÈÅ +ÁÎÓÁÉ ÏÒ +ÉÎËÉ 

ÒÅÇÉÏÎȟ ÔÈÅ #ÈıÇÏËÕ ÒÅÇÉÏÎȟ ÔÈÅ 3ÈÉËÏËÕ ÒÅÇÉÏÎ ÁÎÄ ÔÈÅ +ÙıÓÈı ÒÅÇÉÏÎȢ The three most important 

regions ɀ ÔÈÅ +ÁÎÔę ÒÅÇÉÏÎȟ ÔÈÅ +ÁÎÓÁÉ ÒÅÇÉÏÎ ÁÎÄ ÔÈÅ #ÈıÂÕ ÒÅÇÉÏÎ ɀ ÁÒÅ ÁÌÌ ÌÏÃÁÔÅÄ ÏÎ ÔÈÅ (ÏÎÓÈı 

island.  

Figure 3) The eight regions of Japan  

 
Prepared by Japan Reference 

4ÈÅ ÍÏÓÔ ÉÍÐÏÒÔÁÎÔ ÒÅÇÉÏÎ ÏÆ *ÁÐÁÎ ÉÓ ÔÈÅ +ÁÎÔę ÒÅÇÉÏÎȟ ×ÈÉÃÈ ÉÎÃÌÕÄÅÓ ÔÈÅ ÍÁÊÏÒ ÃÉÔÉÅÓ ÏÆ 4ÏËÙÏȟ 

Chiba, Kawasaki, Saitama and Yokohama. This region represents the economic, political, cultural 

and media heart of Japan and produces 40 per cent ÏÆ *ÁÐÁÎȭÓ Åconomic strength. It is also the 

most populous region of Japan. Because of its importance, foreign companies often decide to start 

ÔÈÅÉÒ ÂÕÓÉÎÅÓÓ ÁÃÔÉÖÉÔÉÅÓ ÉÎ *ÁÐÁÎ ÉÎ ÔÈÅ +ÁÎÔę ÒÅÇÉÏÎȢ 

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 

ÔÈÅ +ÁÎÔę ÒÅÇÉÏÎ ÁÎÄ ÐÒÏÄÕÃÅÓ ÁÒÏÕÎÄ ρφ per cent ÏÆ *ÁÐÁÎȭÓ '$0Ȣ #ÏÎÓÕÍÅÒÓ ÉÎ ÔÈÅ +ÁÎÓÁÉ ÒÅÇÉÏÎ 

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. 

                                                           
27  Ȱ2ÅÇÉÏÎÓ ÏÆ *ÁÐÁÎȱ ω *ÕÎÅ ςπρς ÁÖÁÉÌÁÂÌÅ ÁÔȡ http://www.jref.com/articles/regions -of-japan.154/ 

http://www.jref.com/articles/regions-of-japan.154/
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A third important region is the #ÈıÂÕ region, which includes the major city of Nagoya. The #ÈıÂÕ 

region is the main centre of the Japanese processing industry and many companies have relocated 

their headquarters away from Tokyo to the #ÈıÂÕ area.28  

Distribution and Logistics  

Logistical planning for transport of European produce to Japan is complex and requires an end-

to-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:  "ÅÃÁÕÓÅ ÏÆ *ÁÐÁÎȭÓ ÌÏÃÁÔÉÏÎ ÁÓ ÁÎ ÉÓÌÁÎÄ ÃÏÕÎÔÒÙȟ 

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 ÔÈÒÏÕÇÈ *ÁÐÁÎȭÓ ÈÁÒÂÏÕÒÓ ÁÎÄ ÐÏÒÔÓȟ ÁÎÄ 

over one third of the domestic cargo distributions happens 

by ship.29 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.30 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 

                                                           
28 Ȱ*ÁÐÁÎȭÓ %ÃÏÎÏÍÉÃ 2ÅÇÉÏÎÓȱ ÌÁÓÔ ÁÃÃÅÓÓÅÄ ÏÎ σρ -ÁÒÃÈ ςπρφȟ ÁÖÁÉÌÁÂÌÅ ÁÔȡ 
http://www.japan.ahk.de/en/japan -info/market -trends/japans-economic-regions/   
29 Ȱ0ÏÒÔÓ ÁÎÄ (ÁÒÂÏÕÒÓ ÉÎ *ÁÐÁÎȱ ÌÁÓÔ ÁÃÃÅÓÓÅÄ ÏÎ σπ -ÁÒÃÈ ςπρφȟ ÁÖÁÉÌÁÂÌÅ ÁÔȡ 
http://www.mlit.go.jp/english/2006/k_port_and_harbors_bureau/17_p_and_h/Ƞ Ȱ3ÈÉÐÐÉÎÇ ÔÏ *ÁÐÁÎȱ ςρ 
January 2014 available at: http://www.export2asia.com/blog/shipping -to-japan/    
30 Ȱ.ÁÒÉÔÁ )ÎÔÅÒÎÁÔÉÏÎÁÌ !ÉÒÐÏÒÔȱ ÌÁÓÔ ÁÃÃÅÓÓÅÄ ÏÎ σπ -ÁÒÃÈ ςπρφȟ ÁÖÁÉÌÁÂÌÅ ÁÔȡ 
http://www.mlit.go.jp/koku/15_hf_000032.html   

http://www.japan.ahk.de/en/japan-info/market-trends/japans-economic-regions/
http://www.mlit.go.jp/english/2006/k_port_and_harbors_bureau/17_p_and_h/
http://www.export2asia.com/blog/shipping-to-japan/
http://www.mlit.go.jp/koku/15_hf_000032.html
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however must be weighed against possible downsides of additional costs, less control over 

marketing and sales as well as protection of intellectual property rights.  

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: 

Á Company size and ownership; 

Á Customer feedback and references; 

Á Professional accreditation of the service provider; 

Á Regional coverage for distribution; 

Á Types of outlets and organisations covered; 

Á Logistical capacity such as warehousing, transportation and cold chain storage capacities. 

Retail Channels 

Imported produce from the EU can make use of several different retail channels, each with their 

own advantages and disadvantages. Understanding the potential of various retail channels is 

important for understanding the market and shaping entry strategies accordingly.  

Japanese grocery retailers focus on making their stores easily accessible, taking consumer 

demographics into consideration. Therefore, the retailing industry in Japan is relying more on 

ȬÏÍÎÉÃÈÁÎÎÅÌȭ ÒÅÔÁÉÌȢ /ÍÎÉÃÈÁÎÎÅÌ ÒÅÔÁÉÌ ÉÓ Á ÃÏÎÃÅÐÔ ×ÈÉÃÈ ÒÅÆÅÒÓ ÔÏ ÔÈÅ ÓÉÍÕÌÔÁÎÅÏÕÓ ÕÓÅ ÏÆ 

multiple retailing channels, for example the combination of a brick-and-mortar business and 

eCommerce.31  

However, supermarkets and convenience stores remain the most important retailers: in 2014, 

modern grocery retailers held 80 per cent of the value share in grocery sales, an increase of 11 

per cent since 2005. Of this number, almost 60 per cent of the grocery sales occur through 

supermarkets and more than 40 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. 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.32 

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.33 They are 

experiencing competition from the numerous convenience stores and as a result are opening 

small-scale shops in city centres.34 The five largest supermarket chains in Japan are: AEON, Ito 

                                                           
31 Ȱ'ÒÏÃÅÒÙ 2ÅÔÁÉÌÅÒÓ ÉÎ *ÁÐÁÎȱ -ÁÒÃÈ ςπρυ ÁÖÁÉÌÁÂÌÅ ÁÔȡ http://www.euromonitor.com/retailing -in-
japan/report  
32 Ibid. 
33 Ȱ-ÏÄÅÒÎ 'ÒÏÃÅÒÙ 2ÅÔÁÉÌÉÎÇ ÉÎ *ÁÐÁÎȱ *ÕÎÅ ςπρυ ÁÖÁÉÌÁÂÌÅ ÁÔȡ 
http://www5.agr.gc.ca/resources/prod/Internet -Internet/MISB-DGSIM/ATS-SEA/PDF/6626-eng.pdf  
34 Ȱ7ÉÎÄÓ ÏÆ #ÈÁÎÇÅ ÉÎ 2ÅÔÁÉÌ )ÎÄÕÓÔÒÙȱ ςυ *ÕÎÅ ςπρτ ÁÖÁÉÌÁÂÌÅ ÁÔȡ 
http://www.japantimes.co.jp/opinion/2014/06/25/editorials /winds -change-retail -
industry/#.VvzYEHqP949  
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http://www.japantimes.co.jp/opinion/2014/06/25/editorials/winds-change-retail-industry/#.VvzYEHqP949
http://www.japantimes.co.jp/opinion/2014/06/25/editorials/winds-change-retail-industry/#.VvzYEHqP949
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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.35 

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. The three main convenience store retailers in Japan are: 7-Eleven Japan, 

Lawson and FamilyMart.36  

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.37  

eCommerce: The online sale of food and drink products has become increasingly popular in 

Japan. In 2013, the total value of internet sales of food and drink products was EUR 4.8 billion, an 

increase of 9.3 per cent ÓÉÎÃÅ ςππωȢ 4ÈÉÓ ÉÓ ÔÈÅ ÒÅÓÕÌÔ ÏÆ *ÁÐÁÎȭÓ ÒÅÌÉÁÂÌÅ ÌÏÇÉÓÔÉÃÁÌ ÓÙÓÔÅÍÓȟ ÌÏ× 

internet fraud rates and a desire for convenience due to fast-paced lifestyles. Existing grocery 

ÒÅÔÁÉÌÅÒÓ ÁÒÅ ÉÎÃÒÅÁÓÉÎÇÌÙ ÔÁËÉÎÇ ÁÄÖÁÎÔÁÇÅ ÏÆ ÔÈÉÓ ÎÅ× ÏÐÐÏÒÔÕÎÉÔÙȟ ÒÅÓÕÌÔÉÎÇ ÉÎ Ȭ.ÅÔ 3ÕÐÅÒÓȭȢ 

These Net Supers apply different strategies for their operational system and delivery. 

Additionally, the Japanese consumer relies on retailers such as Rakuten and Amazon for products 

with a long shelf life.38 

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 Japanese consumer has shifted toward buying smaller quantities at once and 

shopping closer to home. To cater the needs of the Japanese consumer, grocery retailers have 

therefore focussed on opening a larger number of smaller supermarkets and convenience stores. 

                                                           
35 Ȱ*ÁÐÁÎ 2ÅÔÁÉÌ &ÏÏÄ 3ÅÃÔÏÒ 2ÅÐÏÒÔȱ ςτ 3ÅÐÔÅÍÂÅÒ ςπρτ ÁÖÁÉÌÁÂÌÅ ÁÔȡ 
http://gain.fas.usda.gov/Recent%20GAIN%20Publications/Retail%20Foods_Tokyo%20ATO_Japan_9-24-
2012.pdf 
36 Ȱ-ÏÄÅÒÎ 'ÒÏÃÅÒÙ 2ÅÔÁÉÌÉÎÇ ÉÎ *ÁÐÁÎȱ *ÕÎÅ ςπρυ ÁÖÁÉÌÁÂÌÅ ÁÔȡ 
http://www5. agr.gc.ca/resources/prod/Internet -Internet/MISB-DGSIM/ATS-SEA/PDF/6626-eng.pdf  
37 Ȱ*ÁÐÁÎ 2ÅÔÁÉÌ &ÏÏÄ 3ÅÃÔÏÒ 2ÅÐÏÒÔȱ ςτ 3ÅÐÔÅÍÂÅÒ ςπρτ ÁÖÁÉÌÁÂÌÅ ÁÔȡ 
http://gain.fas.usda.gov/Recent%20GAIN%20Publications/Retail%20Foods_Tokyo%20ATO_Japan_9-24-
2012.pdf 
38 Ȱ'ÒÏÃÅÒÙ 2ÅÔÁÉÌÅÒÓ ÉÎ *ÁÐÁÎȱ -ÁÒÃÈ ςπρ5 available at: http://www.euromonitor.com/retailing -in-
japan/report  

http://gain.fas.usda.gov/Recent%20GAIN%20Publications/Retail%20Foods_Tokyo%20ATO_Japan_9-24-2012.pdf
http://gain.fas.usda.gov/Recent%20GAIN%20Publications/Retail%20Foods_Tokyo%20ATO_Japan_9-24-2012.pdf
http://www5.agr.gc.ca/resources/prod/Internet-Internet/MISB-DGSIM/ATS-SEA/PDF/6626-eng.pdf
http://gain.fas.usda.gov/Recent%20GAIN%20Publications/Retail%20Foods_Tokyo%20ATO_Japan_9-24-2012.pdf
http://gain.fas.usda.gov/Recent%20GAIN%20Publications/Retail%20Foods_Tokyo%20ATO_Japan_9-24-2012.pdf
http://www.euromonitor.com/retailing-in-japan/report
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This has resulted in a limited amount of available shelf space, which is especially true for premium 

supermarkets. As a result, wholesalers have to make frequent small deliveries.39 

Secondly, supermarkets have started to offer eating space in-store in an attempt to increase the 

unit price per customer and to be able to compete against convenience stores and foodservice 

chains. Supermarkets now encourage customers to eat ready-meals, bread and snacks that were 

purchased in-store.40 

Thirdly, online sales of food and beverages has become very popular in Japan, especially under 

the younger generation. This has led to more omnichannel retail and Net Supers. The amount of 

online shops and Net Supers is expected to increase over the coming year: The online sale of food 

and beverages is expected to increase by 8.7 per cent during the 2014-2018 period. As a result of 

this increase in online sales, brick-and-mortar grocery retailers will have a difficult time to retain 

their customers and will have to provide extra services to cater the needs of their customers.41 

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 ɀ such as a more Westernised diet, increasing popularity of health foods and 

rising incomes ɀ 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 mindset 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. This is 

not only true for the younger generation, but also for Japanese consumers over 50 years old. 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.42  

Secondly, Japanese consumers tend to have very high quality expectations. The Japanese have a 

preference for 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 

                                                           
39 Ȱ'ÒÏÃÅÒÙ 2ÅÔÁÉÌÅÒÓ ÉÎ *ÁÐÁÎȱ -ÁÒÃÈ ςπρυ ÁÖÁÉÌÁÂÌÅ ÁÔȡ http://www.euromonitor.com/retailing -in-
japan/report ;  
40 Ȱ'ÒÏÃÅÒÙ 2ÅÔÁÉÌÅÒÓ ÉÎ *ÁÐÁÎȱ -ÁÒÃÈ ςπρυ ÁÖÁÉÌÁÂÌÅ ÁÔȡ http://www.euromonitor.com/retailing -in-
japan/report  
41 Ibid. 
42 Ȱ$Á×Î of Geographical Indications in Japan: Strategic Marketing Management of GI Products 
#ÁÎÄÉÄÁÔÅÓȱ !ÐÒÉÌ ςπρυ ÁÖÁÉÌÁÂÌÅ ÁÔȡ 
http://ageconsearch.umn.edu/bitstream/200232/2/J.%20Kimura%20%282015%29%20Dawn%20of%
20Geographical%20Indications%20in%20Japan%20Strategic%20Marketing%20Management%20of%2
0GI%20Products%20Candidates.pdfȠ Ȱ4ÈÅ *ÁÐÁÎÅÓÅ #ÏÎÓÕÍÅÒȡ "ÅÈÁÖÉÏÕÒȟ !ÔÔÉÔÕÄÅ ÁÎÄ 0ÅÒÃÅÐÔÉÏÎ 
4Ï×ÁÒÄ &ÏÏÄ 0ÒÏÄÕÃÔÓȱ -ÁÒÃÈ ςπρπ ÁÖÁÉÌÁÂÌÅ ÁÔȡ https://www.gov.mb.ca/agriculture/market -prices-
and-statistics/trade -statistics/pubs/japan_consumer_report_en.pdfȠ Ȱ4ÈÅ *ÁÐÁÎÅÓÅ #ÏÎÓÕÍÅÒ -ÉÎÄÓÅÔȱ 
22 February 2015 available at: https://www.linkedin.com/pulse/japanese -consumer-mindset-philippe-
huysveld-ir -mba 
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product is very important to them in this matter. Another important element for them is the 

packaging experience. The Japanese consumers associate high-quality products with prestigious 

brands, and are therefore willing consumers of prestigious and relatively expensive brands.43  

Thirdly, Japanese consumers are relatively price-conscious. This element has become especially 

visible over the past decades as a result 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.44  

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. Japanese 

consumers also desire foreign products because it allows them to enjoy the foreign lifestyle and 

because of the reputation of some of these products, i.e. Belgian beer and chocolates and French 

wine.45  

Among the older and more affluent generations, consumer spending on high quality and 

luxurious products is still high. This generation is willing to pay a higher price for quality and 

convenience. They have grown up with the mass-luxury market, where owing expensive and 

exclusive products seemed necessary and they have the money to spend. The younger generation 

has a radically different attitude and is often referred to as hodo-hodo zokuȟ ÔÈÅ ȬÓÏ-ÓÏ ÆÏÌËÓȭȢ 4ÈÉÓ 

ÇÅÎÅÒÁÔÉÏÎ ÇÒÅ× ÕÐ ÄÕÒÉÎÇ *ÁÐÁÎȭÓ ÄÉÆÆÉÃÕÌÔ ÅÃÏÎÏÍÉÃ ÃÌÉÍÁÔÅ ÁÎÄ ÔÈÅÙ ÔÅÎÄ ÔÏ ÓÔÅÐ Á×ÁÙ ÆÒÏÍ 

material possessions. The digital revolution with which this generation grew up has allowed for 

the creation of this new attitude and empowers them, by allowing them to compare prices and 

make purchases relatively anonymously.46 

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. 

                                                           
43 Ibid. 
44 Ȱ4ÈÅ *ÁÐÁÎÅÓÅ #ÏÎÓÕÍÅÒȡ "ÅÈÁÖÉÏÕÒȟ !ÔÔÉÔÕÄÅ ÁÎÄ 0ÅÒÃÅÐÔÉÏÎ 4Ï×ÁÒÄ &ÏÏÄ 0ÒÏÄÕÃÔÓȱ -ÁÒÃÈ ςπρπ 
available at: https://www.gov.mb.ca/agriculture/market -prices-and-statistics/trade -
statistics/pubs/japan_consumer_report_en.pdfȠ Ȱ4ÈÅ ÎÅ× *ÁÐÁÎÅÓÅ ÃÏÎÓÕÍÅÒȱ -ÁÒÃÈ ςπρπ ÁÖailable at: 
http://www.mckinsey.com/industries/consumer -packaged-goods/our-insights/the -new-japanese-
consumer 
45 Ȱ4ÈÅ *ÁÐÁÎÅÓÅ #ÏÎÓÕÍÅÒȡ "ÅÈÁÖÉÏÕÒȟ !ÔÔÉÔÕÄÅ ÁÎÄ 0ÅÒÃÅÐÔÉÏÎ 4Ï×ÁÒÄ &ÏÏÄ 0ÒÏÄÕÃÔÓȱ -ÁÒÃÈ ςπρπ 
available at: https://www.gov.mb. ca/agriculture/market -prices-and-statistics/trade -
statistics/pubs/japan_consumer_report_en.pdfȠ Ȱ4ÈÅ *ÁÐÁÎÅÓÅ #ÏÎÓÕÍÅÒ -ÉÎÄÓÅÔȱ ςς &ÅÂÒÕÁÒÙ ςπρυ 
available at: https://www.linkedin.com/pulse/japanese -consumer-mindset-philippe-huysveld-ir -mba 
46 Ȱ4ÈÅ ÎÅ× *ÁÐÁÎÅÓÅ ÃÏÎÓÕÍÅÒȱ -ÁÒÃÈ ςπρπ ÁÖÁÉÌÁÂÌÅ ÁÔȡ 
http ://www.mckinsey.com/industries/consumer -packaged-goods/our-insights/the -new-japanese-
consumerȠ Ȱ4ÈÅ *ÁÐÁÎÅÓÅ #ÏÎÓÕÍÅÒȡ "ÅÈÁÖÉÏÕÒȟ !ÔÔÉÔÕÄÅ ÁÎÄ 0ÅÒÃÅÐÔÉÏÎ 4Ï×ÁÒÄ &ÏÏÄ 0ÒÏÄÕÃÔÓȱ -ÁÒÃÈ 
2010 available at: https://www.gov.mb.ca/agriculture/market -prices-and-statistics/trade -
statistics/pubs/japan_consumer_report_en.pdf 
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Regional preferences 

Regional differences in Japan have led to differences in consumer preferences. Cary Rothbarth 

(2009)47 identifies two key regions: the +ÁÎÔę region and the Kansai or Kinki region.  

4ÈÅ +ÁÎÔę ÒÅÇÉÏÎ ÌÉÅÓ ÉÎ ÔÈÅ ÅÁÓÔ ÏÆ *ÁÐÁÎ ÁÎÄ ÉÎÃÌÕÄÅÓ ÔÈÅ Ô×Ï ÍÁÊÏÒ ÃÉÔÉÅÓ 4ÏËÙÏ ÁÎÄ 9ÏËÏÈÁÍÁȢ 

In this region, consumers are less concerned about the costs of food and are more interested in 

experiencing novel food products. Additionally, they have a preference for saltier food, spicy food, 

Western food products and a large variety.  

The Kansai or Kinki ÒÅÇÉÏÎ ÌÉÅÓ ÓÏÕÔÈ×ÅÓÔ ÏÆ ÔÈÅ +ÁÎÔę ÒÅÇÉÏÎ ÁÎÄ ÉÎÃÌÕÄÅÓ ÔÈÅ ÍÁÊÏÒ ÃÉÔÉÅÓ /ÓÁËÁȟ 

Kobe and Kyoto. Consumers in this region are very cost-conscious when it comes to food 

expenditure. They have a preference for less salty and less spicy food and they tend to prefer 

more traditional Japanese cuisine.  

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.48 

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.  

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.49  

Eating in vs. dining out  

In 2012, the foodservice industry in Japan was valued at EUR 234.60 billion. The largest sector in 

the industry is the restaurants sector (42.7 per cent market share), followed by prepared meals 

(20.4 per cent), drinking establishments (15.9 per cent), institutional food service (11.5 per cent), 

hotels (8.6 per cent) and transportation related food service (0.8 per cent).50 

In the past decade the foodservice industry in Japan has been relatively stagnant, growing at an 

average of 1.2 per cent per year. However, the market share of restaurants increased by 1.9 per 

cent between 2012 and 2013 and the per capita spending on dining out rose by 2.5 per cent. Per 

capita spending on dining-ÏÕÔ ÉÓ ÔÈÅ ÈÉÇÈÅÓÔ ÆÏÒ ÔÈÅ +ÁÎÔę ÒÅÇÉÏÎȟ ×ÈÉÃÈ ÁÌÓÏ ÈÁÓ ÔÈÅ ÌÁÒÇÅÓÔ ÓÈÁÒÅ 

                                                           
47 1ÕÏÔÅÄ ÉÎ Ȱ4ÈÅ *ÁÐÁÎÅÓÅ #ÏÎÓÕÍÅÒȡ "ÅÈÁÖÉÏÕÒȟ !ÔÔÉÔÕÄÅÓ ÁÎÄ 0ÅÒÃÅÐÔÉÏÎÓ ÔÏ×ÁÒÄ &ÏÏÄ 0ÒÏÄÕÃÔÓȱ 
March 2010 available at: https://www.gov.mb.ca/agriculture/market -prices-and-statistics/trade -
statistics/pubs/japan_consumer_report_en.pdf  
48 Ȱ4ÈÅ 7ÏÒÌÄ &ÁÃÔÂÏÏË ɀ %ÔÈÎÉÃ 'ÒÏÕÐÓȱ ÌÁÓÔ ÁÃÃÅÓÓÅÄ ÏÎ σπ -ÁÒÃÈ ςπρφȟ ÁÖÁÉÌÁÂÌÅ ÁÔȡ 
https://www.cia.gov/library/publicat ions/the -world -factbook/fields/2075.html   
49 Ȱ4ÈÅ #ÏÌÏÒ #ÏÎÎÅÃÔÉÏÎ "ÏÏË 3ÅÒÉÅÓȡ )ÎÔÅÒÎÁÔÉÏÎÁÌ #ÏÌÏÒ 'ÕÉÄÅȱ ÌÁÓÔ ÁÃÃÅÓÓÅÄ ÏÎ σπ -ÁÒÃÈ ςπρφȟ 
available at: http://www. office.xerox.com/business-resources/colorconnection_book4_all.pdf  
50 Ȱ*ÁÐÁÎ (2) &ÏÏÄ 3ÅÒÖÉÃÅ 3ÅÃÔÏÒ 2ÅÐÏÒÔ ςπρτȱ ςφ $ÅÃÅÍÂÅÒ ςπρσ ÁÖÁÉÌÁÂÌÅ Át: 
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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https://www.cia.gov/library/publications/the-world-factbook/fields/2075.html
http://www.office.xerox.com/business-resources/colorconnection_book4_all.pdf
http://gain.fas.usda.gov/Recent%20GAIN%20Publications/Food%20Service%20-%20Hotel%20Restaurant%20Institutional_Tokyo%20ATO_Japan_2-26-2015.pdf
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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in the foodservice market. The Kansai and Chubu regions come at the second and third place, 

which corresponds with the preferences discussed above and the population of these regions.51  

Dining out is an important part of the Japanese culture as it is a social occasion. The Japanese 

demand high quality food and service when they dine out.52 Especially over the past years it has 

become increasingly popular to go out for dinner. 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.53 In 2014, a 

two-or-more-person household on average spent EUR 715 per year on meals outside the house.54 

This is an increase of 5.2 per cent since 2009.55 In 2014, 25.9 per cent of the total expenditure on 

meals outside the home were spent on Japanese meals, 21.5 per cent on Western meals and 15.7 

per cent on sushi (eating out). This demonstrates a slight increase of 1.8 per cent in the 

expenditure on Western meals since 2009 and a slight decrease of 1 per cent in the amount spent 

on Japanese meals.  

A 2014 survey showed that the convenience stores are the most popular restaurant type to dine 

out (6.2 times per month), followed by fast-food (2.7 times per month), casual-dining (2 times 

per month) and fine-dining restaurants (0.7 times per month). Consumers with higher disposable 

incomes are more likely to visit all different types of restaurants than consumers with lower 

incomes. On average, 42 per cent of the respondents dined out once or more per week. Dining out 

is the most popular among young people between 18 and 24 years old, of which 55 per cent dined 

out once or more per week. Of the people aged 55 years or older only 35 per cent dined out once 

or more per week; they prefer to buy a ready-made meal at the convenience store.56 

Gifting  

In 2013, the Japanese gifting industry was valued at EUR 140.70 billion .57 In Japan, gifting is 

considered to be 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.58  

                                                           
51 Ȱ! &ÕÌÌ 0ÌÁÔÅȡ ςπρυ *ÁÐÁÎ 2ÅÓÔÁÕÒÁÎÔ /ÕÔÌÏÏËȱ ÌÁÓÔ ÁÃÃÅÓÓÅÄ ÏÎ ςυ March 2016, available at: 
http://www.alixpartners.com/en/Publications/AllArticles/tabid/63 5/articleType/ArticleView/articleId
/1420/A -Full-Plate.aspx#sthash.MGHmCzK3.dpbs  
52 Ȱ*ÁÐÁÎ (2) &ÏÏÄ 3ÅÒÖÉÃÅ 3ÅÃÔÏÒ 2ÅÐÏÒÔ ςπρτȱ ςφ $ÅÃÅÍÂÅÒ ςπρσ ÁÖÁÉÌÁÂÌÅ ÁÔȡ 
http://gain.fas.usda.gov/Recent%20GAIN%20Publications/Food%20Service%20-
%20Hotel%20Restaurant%20Institutional_Tokyo%20ATO_Japan_2-26-2015.pdf  
53 Ȱ!ÂÏÕÔ &ÏÏÄ Ǫ "ÅÖÅÒÁÇÅȱ ÌÁÓÔ ÁÃÃÅÓÓÅÄ ÏÎ ςυ -ÁÒÃÈ ς016, available at: 
http://www.eubusinessinjapan.eu/sectors/food -beverage/about-food-beverage 
54 Ȱ#ÈÁÐÔÅÒ ςς &ÁÍÉÌÙ )ÎÃÏÍÅ ÁÎÄ %ØÐÅÎÄÉÔÕÒÅȡ ςς-5 Yearly Amount of Expenditures and Quantities by 
Major Household Commodity (Two-or-More-0ÅÒÓÏÎ (ÏÕÓÅÈÏÌÄÓɊȱ ÌÁÓÔ ÁÃÃÅÓÓÅÄ ÏÎ σπ -ÁÒÃÈ ςπρφȟ 
available at: http://www.stat.go.jp/english/data/nenkan/1431 -22.htm  
55 Ȱ#ÈÁÐÔÅÒ ρω &ÁÍÉÌÙ )ÎÃÏÍÅ ÁÎÄ %ØÐÅÎÄÉÔÕÒÅȡ ρω-5 Yearly Amount of Expenditures and Quantities by 
Major Household Commodity (Two-or-More-0ÅÒÓÏÎ (ÏÕÓÅÈÏÌÄÓɊȱ ÌÁÓÔ ÁÃÃÅÓÓÅÄ ÏÎ σπ -ÁÒÃÈ ςπ16, 
available at:  http://www.stat.go.jp/english/data/nenkan/back60/1431 -19.htm  
56 
http://www.alixpartners.com/en/Publications/AllArticles/tabid/635/articleType/ArticleView/articleId
/1420/A -Full-Plate.aspx#sthash.rFeJ0ofp.dpbs  
57 Ȱ*ÁÐÁÎȡ /ÐÐÏÒÔÕÎÉÔÉÅÓ ÉÎ #ÏÎÓÕÍÅÒ 'ÏÏÄÓ ɀ *ÁÐÁÎȭÓ 'ÉÆÔ -ÁÒËÅÔȱ *ÕÎÅ ςπρυ ÁÖÁÉÌÁÂÌÅ ÁÔȡ 
http://www.export.gov/japan/build/groups/public/@eg_jp/documents/webcontent/eg_jp_088138.pdf   
58 Ȱ*ÁÐÁÎȡ /ÐÐÏÒÔÕÎÉÔÉÅÓ ÉÎ #ÏÎÓÕÍÅÒ 'ÏÏÄÓ ɀ *ÁÐÁÎȭÓ 'ÉÆÔ -ÁÒËÅÔȱ *ÕÎÅ ςπρυ ÁÖÁÉÌÁÂÌÅ ÁÔȡ 
http://www.export.gov/japan/build/groups/public/@eg_jp/docu ments/webcontent/eg_jp_088138.pdf  

http://www.alixpartners.com/en/Publications/AllArticles/tabid/635/articleType/ArticleView/articleId/1420/A-Full-Plate.aspx#sthash.MGHmCzK3.dpbs
http://www.alixpartners.com/en/Publications/AllArticles/tabid/635/articleType/ArticleView/articleId/1420/A-Full-Plate.aspx#sthash.MGHmCzK3.dpbs
http://gain.fas.usda.gov/Recent%20GAIN%20Publications/Food%20Service%20-%20Hotel%20Restaurant%20Institutional_Tokyo%20ATO_Japan_2-26-2015.pdf
http://gain.fas.usda.gov/Recent%20GAIN%20Publications/Food%20Service%20-%20Hotel%20Restaurant%20Institutional_Tokyo%20ATO_Japan_2-26-2015.pdf
http://www.eubusinessinjapan.eu/sectors/food-beverage/about-food-beverage
http://www.stat.go.jp/english/data/nenkan/1431-22.htm
http://www.stat.go.jp/english/data/nenkan/back60/1431-19.htm
http://www.alixpartners.com/en/Publications/AllArticles/tabid/635/articleType/ArticleView/articleId/1420/A-Full-Plate.aspx#sthash.rFeJ0ofp.dpbs
http://www.alixpartners.com/en/Publications/AllArticles/tabid/635/articleType/ArticleView/articleId/1420/A-Full-Plate.aspx#sthash.rFeJ0ofp.dpbs
http://www.export.gov/japan/build/groups/public/@eg_jp/documents/webcontent/eg_jp_088138.pdf
http://www.export.gov/japan/build/groups/public/@eg_jp/documents/webcontent/eg_jp_088138.pdf
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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 

strengthen the relationship. Other occasions to gift food, candies, pastries, chocolate and alcoholic 

beverages are MothÅÒȭÓ $ÁÙȟ &ÁÔÈÅÒȭÓ $ÁÙȟ 6ÁÌÅÎÔÉÎÅȭÓ $ÁÙȟ 7ÈÉÔÅ $ÁÙȟ** Christmas and 

Halloween.59  

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.  

Brief Market Snapshots found in Section 3 provide more specific information on: market size, 

market share, geography, distribution and retail channels, and consumer profiles and cultural 

sensitivities are available for a range of product categories. 

 

 

 

 

 

 

                                                           
* Monetary gifts must always be acknowledged with a return gift.  
** On the 14th of March Japanese men are expected to give a return gift to women who have gifted them 
ÓÏÍÅÔÈÉÎÇ ÄÕÒÉÎÇ 6ÁÌÅÎÔÉÎÅȭÓ $ÁÙȢ  
59 Ȱ*ÁÐÁÎȡ /ÐÐÏÒÔÕÎities in Consumer Goods ɀ *ÁÐÁÎȭÓ 'ÉÆÔ -ÁÒËÅÔȱ *ÕÎÅ ςπρυ ÁÖÁÉÌÁÂÌÅ ÁÔȡ 
http://www.export.gov/japan/build/groups/public/@eg_jp/documents/webcontent/ eg_jp_088138.pdf  

Wines and Vermouth 

 

Fresh fruit and vegetables 

 

Beer 

 

Spirits 

 

Olive oil 

 

Fresh and processed meat 

 

Processed fruit and vegetables 

 

Dairy products 

 

Bread, Pastry, Cakes, Biscuits and 

ƻǘƘŜǊ .ŀƪŜǊǎΩ ²ŀǊŜǎ  

 

Confectionary 

 

Processed cereals 

 

Honey 

Live plants 

 

http://www.export.gov/japan/build/groups/public/@eg_jp/documents/webcontent/eg_jp_088138.pdf
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2.2 Market A ccess 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 Ȱ)ÍÐÏÒÔ .ÏÔÉÆÉÃÁÔÉÏÎȱ ÆÏÒÍ 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 of 

arrival.60  

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 

                                                           
60 Ȱ)ÍÐÏÒÔ 0ÒÏÃÅÄÕÒÅ ÕÎÄÅÒ &ÏÏÄ 3ÁÎÉÔÁÔÉÏÎ ,Á×ȱ ÁÖÁÉÌÁÂÌÅ ÁÔȡ 
http://www.mhlw.go.jp/english/topics/importedfoods/1.html . 

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.  

http://www.mhlw.go.jp/english/topics/importedfoods/1-2.html
http://www.mhlw.go.jp/english/topics/importedfoods/1.html
http://www.mhlw.go.jp/english/topics/importedfoods/dl/1-3.pdf
http://madb.europa.eu/madb/viewPageIFPubli.htm?datasetid=MAIF-JP16-03v001&filename=not_food.html&hscode=2204&path=/data/website/madb/egif/prod/MAIF-JP16-03v001/&imagepath=/egif/prod/MAIF-JP16-03v001/&page=&country=Japan&countryid=JP.
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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.61  

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. 

A document certifying that the exporter is an authorised 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. 

                                                           
61 Ȱ)ÍÐÏÒÔ .ÏÔÉÆÉÃÁÔÉÏÎ ÆÏÒ &ÏÏÄ ÁÎÄ &ÏÏÄ 0ÒÏÄÕÃÔÓȱ ςρ -ÁÒ ςπρφ ÁÖÁÉÌÁÂÌÅ ÁÔȡ 
http://madb.europa.eu/madb/viewPageIFPubli.htm?datasetid=MAIF-JP16-
03v001&filename=not_food.html&hscode=2204&path=/data/website/madb/egif/prod/MAIF -JP16-
03v001/&imagepath=/egif/prod/MAIF -JP16-03v001/&page=&country=Japan&countryid=JP. 

Submitting a Certificate of Analysis 
Guidelines, instructions and sample certificate for exporters and overseas agents can be found 
online here. 

 

http://madb.europa.eu/madb/viewPageIFPubli.htm?datasetid=MAIF-JP16-03v001&filename=not_food.html&hscode=2204&path=/data/website/madb/egif/prod/MAIF-JP16-03v001/&imagepath=/egif/prod/MAIF-JP16-03v001/&page=&country=Japan&countryid=JP
http://madb.europa.eu/madb/viewPageIFPubli.htm?datasetid=MAIF-JP16-03v001&filename=not_food.html&hscode=2204&path=/data/website/madb/egif/prod/MAIF-JP16-03v001/&imagepath=/egif/prod/MAIF-JP16-03v001/&page=&country=Japan&countryid=JP
http://madb.europa.eu/madb/viewPageIFPubli.htm?datasetid=MAIF-JP16-03v001&filename=not_food.html&hscode=2204&path=/data/website/madb/egif/prod/MAIF-JP16-03v001/&imagepath=/egif/prod/MAIF-JP16-03v001/&page=&country=Japan&countryid=JP
http://madb.europa.eu/madb/viewPageIFPubli.htm?datasetid=MAIF-JP16-03v001&filename=cf_ana.html&hscode=2204&path=/data/website/madb/egif/prod/MAIF-JP16-03v001/&imagepath=/egif/prod/MAIF-JP16-03v001/&page=&country=Japan&countryid=JP.
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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: 

Á the imported food complies with domestic manufacturing standards; 

Á the additives used are permitted and compliant; 

Á poisonous or hazardous substances are contained; 

Á 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: 

Á Aflatoxin levels in nuts, including peanuts, peanut products, pistachios, and others; 

Á Enterohemorrhagic E. coli O26, O103, O111 and O157 (beef, horse meat, and unheated 

meat products to be consumed without further cooking); 

Á Norovirus (bivalves and raw shellfish); 

Á Hepatitis A Virus (bivalves and raw shellfish); 

Á Mercury (Fish and shellfish); 

Submitting an Authorisation of Foreign Foodstuffs Manufacturers 
Guidelines, instructions and sample certificate for exporters and overseas agents can be found 
online here. 

 

http://madb.europa.eu/madb/viewPageIFPubli.htm?datasetid=MAIF-JP16-03v001&filename=a_fm_foo.html&hscode=2204&path=/data/website/madb/egif/prod/MAIF-JP16-03v001/&imagepath=/egif/prod/MAIF-JP16-03v001/&page=&country=Japan&countryid=JP.
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Á PCB (beef, pork, fish and shellfish); 

Á Poisonous fish; 

Á Shellfish poisons (diarrhea poison and paralytic poison of bivalves); 

Á Cyanogen (butter beans, white beans, saltani beans and others); 

Á Methanol in distilled liquors and wines; 

Á Gossypol in cottonseeds other than for oil extraction; 

Á Salmonella in meat meant to be consumed raw; 

Á Listeria (unheated meat products to be consumed without further cooking and natural 

cheese); 

Á Trichina in game birds; 

Á Radioactive substances, such as irradiated beverages and dairy products; 

Á Decomposed or deteriorated foods of all kinds.62 

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.  

  

                                                           
62 Ȱ*ÁÐÁÎȡ &ÏÏÄ ÁÎÄ !ÇÒÉÃÕÌÔÕÒÁÌ )ÍÐÏÒÔ 2ÅÇÕÌÁÔÉÏÎÓ ÁÎÄ 3ÔÁÎÄÁÒÄÓ ɀ .ÁÒÒÁÔÉÖÅȟ &!)23 #ÏÕÎÔÒÙ 2ÅÐÏÒÔȱ ρψ 
Dec 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. 

http://gain.fas.usda.gov/Recent%20GAIN%20Publications/Food%20and%20Agricultural%20Import%20Regulations%20and%20Standards%20-%20Narrative_Tokyo_Japan_12-18-2015.pdf
http://gain.fas.usda.gov/Recent%20GAIN%20Publications/Food%20and%20Agricultural%20Import%20Regulations%20and%20Standards%20-%20Narrative_Tokyo_Japan_12-18-2015.pdf
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Figure 4) Food Import Process in Japan  

 
Prepared by the 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 

ÔÈÅ ÁÔÔÒÉÂÕÔÉÏÎ ÏÆ Á ÎÁÔÉÏÎÁÌ ÄÉÓÅÁÓÅ ÓÔÁÔÕÓȢ *ÁÐÁÎÅÓÅ ÔÒÁÄÅ ÁÕÔÈÏÒÉÔÉÅÓ ÄÏ ÎÏÔ ÒÅÃÏÇÎÉÓÅ ÔÈÅ %5ȭÓ 

regional classification scheme, although this is the subject of ongoing negotiations.63 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 througÈ Á ȬÐÏÓÉÔÉÖÅ ÌÉÓÔȭ ÏÆ ÁÐÐÒÏÖÅÄ ÉÔÅÍÓȢ 

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 

harmonisation between Japanese food additive regulations and international norms.64 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 

Source: World Trade Organisation 

                                                           
63 Ȱ*ÁÐÁÎ- -ÅÁÔ 0ÒÏÄÕÃÔÓȱ ςυ 3ÅÐ ςπρυ ÁÖÁÉÌÁÂÌÅ ÁÔȡ 
http://madb.europa.eu/ madb/sps_barriers_details.htm?barrier_id=970245&version=4.  
64 ȰɉɕɊ *ÁÐÁÎ- &ÏÏÄ !ÄÄÉÔÉÖÅÓȱ ςς 3ÅÐ ςπρυ ÁÖÁÉÌÁÂÌÅ ÁÔȡ 
http://madb.europa.eu/madb/sps_barriers_details.htm?barrier_id=970254&version=7.  

Product Groups  

MFN applied 

duties, avg. 

MFN bound 

duties, avg. 

Duty Free 

Imports,  % 

Animal products 11.3 360.0 2.6 

Dairy products 76.3 586.0 26.2 

Fruit, vegetables, plants 10.1 268.0 15.3 

Coffee, tea 14.1 138.0 59.5 

Cereals & preparations 34.7 783.0 69.4 

Oilseeds, fats & oils 8.0 381.0 80.0 

Sugars and confectionery 19.7 50.0 64.6 

Beverages & tobacco 14.5 48.0 63.7 

Other agricultural products 3.4 215.0 70.5 

Fish & fish products 5.7 15.0 4.9 

    

Group Average 19.8 284.4 45.7 

http://www.maff.go.jp/aqs/english/news/im_prohibit.html
http://www.maff.go.jp/aqs/english/news/hpai.html
http://www.ffcr.or.jp/zaidan/FFCRHOME.nsf/7bd44c20b0dc562649256502001b65e9/5c2f5445d31454e54925690b0006ccdb/$FILE/15.09.18E.pdf
http://madb.europa.eu/madb/sps_barriers_details.htm?barrier_id=970245&version=4
http://madb.europa.eu/madb/sps_barriers_details.htm?barrier_id=970254&version=7
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Japanese tariffs on imports of food from the EU - to which it accords most favoured nation (MFN) 

trade preferences ɀ 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 Organisation (WTO). This, coupled with a politically organised 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. 

0ÒÏÄÕÃÔ ÓÐÅÃÉÆÉÃ ÔÁÒÉÆÆ ÉÎÆÏÒÍÁÔÉÏÎ ÃÁÎ ÂÅ ÁÃÃÅÓÓÅÄ ÔÈÒÏÕÇÈ ÔÈÅ %ÕÒÏÐÅÁÎ #ÏÍÍÉÓÓÉÏÎȭÓ -ÁÒËÅÔ 

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.  

http://www.customs.go.jp/english/c-answer_e/sonota/9301_e.htm
http://madb.europa.eu/madb/datasetPreviewFormATpubli.htm?datacat_id=AT&from=publi
http://madb.europa.eu/madb/userguide.htm
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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 

*ÁÐÁÎȭÓ ÉÍÐÏÒÔ ÒÅÇÉÍÅȢ #ÏÎÔÁÃÔ ÐÏÉÎÔÓ ÈÁÖÅ ÂÅÅÎ ÍÁÄÅ ÁÖÁÉÌÁÂÌÅ ×ÉÔÈÉÎ *ÁÐÁÎÅÓÅ ÁÇÅÎÃÉÅÓ 

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 

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: 

Á Customs form C-5020, available here (Japanese only);*** 

Á An invoice; 

Á Bill of lading or Air Waybill; 

Á Certificate of origin (if seeking MFN rate); 

Á Certificate of import approval for goods that require METI or Customs Director-General 

authorisation; 
Á Packing lists, freight accounts, insurance certificates, etc. (as deemed necessary); 

Á Licenses, certificates, etc. required by laws and regulations other than the Customs Law 

(Import Notification, Certificate of Notification and supporting documents); 

Á Detailed statement on reductions of, or exemption from Customs duty and excise tax 

(when applicable); 

Á Customs duty payment slips.65 

                                                           
*** Guidelines for C-5020 import declaration form available in English here. 
65 Ȱ0ÒÏÃÅÄÕÒÅÓ ÆÏÒ ÉÍÐÏÒÔ ÁÎÄ ÅØÐÏÒÔ ÄÅÃÌÁÒÁÔÉÏÎÓȱ ÁÖÁÉÌÁÂÌÅ Át: 
http://www.customs.go.jp/english/procedures/m49040/fg.htm .  

http://www.customs.go.jp/kaisei/youshiki/form_C/C5020.pdf
http://www.customs.go.jp/english/c-answer_e/imtsukan/1110_e.htm
http://www.customs.go.jp/english/procedures/m49040/fg.htm
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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.66 

Upon processing the import declaration, customs officials will conduct a second inspection of the 

product for importation to veri fy that: 

Á No illegal goods are imported, such as illicit substances and products which violate 

intellectual property rights;  

Á All necessary permits and approvals have been secured in accordance with various 

domestic laws and regulations; 

Á 4ÈÅ ÇÏÏÄÓȭ ÏÒÉÇÉÎ ÉÓ not falsely or mistakenly indicated; 

Á Duty payment is declared appropriately. 

Figure 6) Japan Customs Import Flow  

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 ɀ 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.67 

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: 

                                                           
66 Ȱρρπς &ÌÏ× ÏÆ 'ÏÏÄÓ ÆÒÏÍ !ÒÒÉÖÁÌ ÔÏ 2ÅÌÅÁÓÅ ɉ&!1Ɋȱ ÁÖÁÉÌÁÂÌÅ ÁÔȡ http://www.customs.go.jp/english/c -
answer_e/imtsukan/1102_e.htm.  
67 (ÁÎÄÂÏÏË ÆÏÒ )ÍÐÏÒÔÅÄ &ÏÏÄÓȱ ςππσ ÁÖÁÉÌÁÂÌÅ ÁÔȡ 
https://www.jet ro.go.jp/ext_images/costarica/mercadeo/handbook_importedfoods.pdf.  

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

http://www.customs.go.jp/english/c-answer_e/imtsukan/1802_e.htm
http://www.customs.go.jp/english/c-answer_e/imtsukan/1108_e.htm
http://www.customs.go.jp/english/c-answer_e/imtsukan/1102_e.htm
http://www.customs.go.jp/english/c-answer_e/imtsukan/1102_e.htm
https://www.jetro.go.jp/ext_images/costarica/mercadeo/handbook_importedfoods.pdf
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Á Streamlined import declaration procedure to coincide with cargo arrival; 

Á Condensed examination and inspection length in reflection of strong compliance record; 

Á Periodical duty payment as opposed to per entry transactions.68 

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 

ÒÅÆÌÅÃÔ *ÁÐÁÎÅÓÅ ÃÏÎÓÕÍÅÒÓȭ ÃÏÌÌÅÃÔÉÖÅ ÅÍÐÈÁÓÉÓ ÏÎ ÐÒÏÄÕÃÔ ÑÕÁÌÉÔÙ ÁÎÄ ÐÒÉÏÒÉÔÙ ÇÉÖÅÎ ÔÏ ÈÅÁÌÔÈÙ 

nutrition. The legislative framework for SPS standards in Japan is indicated in Figure 7. 

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 

Diseases Control Law 

To prevent the spread of 

infectious livestock diseases 

Agricultural products Plant Protection Law To prevent the entry and 

spread of insect pests 

harmful to plant life 

Fishery products and 

seaweed 

Foreign Exchange and 

Foreign Trade Law 

To limit the type and volume 

of certain imports 

Source: Japan External Trade Organisation 

  

                                                           
68 Ȱ!%/ ÐÒÏÇÒÁÍ ɉ!ÕÔÈÏÒÉÚÅÄ %ÃÏÎÏÍÉÃ /ÐÅÒÁÔÏÒɊȱ *ÕÌÙ ςπρυ ÁÖÁÉÌÁÂÌÅ ÁÔȡ 
http://www.customs.go.jp/english/aeo/pamphlet.pdf .  

http://www.customs.go.jp/english/aeo/pamphlet.pdf
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Correspondingly, the quarantine and inspection requirements are detailed in Figure 8. 

Figure 8)  SPS quarantine and inspection requirements by product type  

 
Fruits and 

Vegetables 

Meats and 

Meat Products  

Fishery 

Products  

Other 

Processed 

Foods 

Animal 

Quarantine  
    

Plant 

Quarantine  
    

Food Sanitation 

Inspection  
    

Customs 

Inspection  
    

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 

ȰÍÅÁÓÕÒÅÓ ÎÅÃÅÓÓÁÒÙ ÆÏÒ ÔÈÅ ÐÒÏÔÅÃÔÉÏÎ ÏÆ ÈÕÍÁÎȟ ÁÎÉÍÁÌ ÏÒ ÐÌÁÎÔ ÌÉÆÅ ÏÒ ÈÅÁÌÔÈȣÄÏ ÎÏÔ ÁÒÂÉÔÒÁÒÉÌÙ 

ÏÒ ÕÎÊÕÓÔÉÆÉÁÂÌÙ ÄÉÓÃÒÉÍÉÎÁÔÅ ÂÅÔ×ÅÅÎ -ÅÍÂÅÒÓȢȱ69 

Despite the elimination of barriers to trade in other areas, there are 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 

ÃÏÎÔÅØÔ ÏÆ ÂÉÌÁÔÅÒÁÌ ÔÒÁÄÅ ÎÅÇÏÔÉÁÔÉÏÎÓȟ ÔÈÅ 74/ȭÓ 303 #ÏÍÍÉÔÔÅÅ ÉÎ 'ÅÎÅÖÁȟ ÁÎÄ ÔÈÅ %5-Japan 

Regulatory Reform Dialogue. Since 2002, Japan has accelerated its approval of certain food 

additives that are multilaterally approved but restricted in Japan.70 

DÅÔÁÉÌÓ ÏÎ *ÁÐÁÎȭÓ 303 ÒÅÑÕÉÒÅÍÅÎÔÓ ÁÎÄ ÉÎÓÐÅÃÔÉÏÎ ÐÒÏÃÅÓÓ ÃÁÎ ÂÅ ÆÏÕÎÄ ÉÎ Section 2.2. Further 

ÄÅÔÁÉÌÓ ÏÎ *ÁÐÁÎȭÓ 303 ÒÅÑÕÉÒÅÍÅÎÔÓ ÃÁÎ ÂÅ ÏÂÔÁÉÎÅÄ ÔÈÒÏÕÇÈ ÁÎ ÅØÐÅÒÉÅÎÃÅÄ ÉÍÐÏÒÔ ÐÁÒÔÎÅÒ ÏÒ 

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 2015.71 

                                                           
69 Ȱ4ÈÅ 74/ !ÇÒÅÅÍÅÎÔ ÏÎ ÔÈÅ !ÐÐÌÉÃÁÔÉÏÎ ÏÆ 3ÁÎÉÔÁÒÙ ÁÎÄ 0ÈÙÔÏÓÁÎÉÔÁÒÙ -ÅÁÓÕÒÅÓ ɉ303 !ÇÒÅÅÍÅÎÔɊȱ ρ 
January 1995 available at: https://www.wto.org/english/tratop_e/sps_e/spsagr_e.htm .  
70 ȰɉɕɊ *ÁÐÁÎ- &ÏÏÄ !ÄÄÉÔÉÖÅÓȱ ςς 3ÅÐÔÅÍÂÅÒ ςπρυ ÁÖÁÉÌÁÂÌÅ ÁÔȡ 
http://madb.europa.eu/madb/barriers_details.htm?barrier_id=970254&version=7 .  
71 Ȱ&ÏÏÄ ,ÁÂÅÌÉÎÇ 2ÅÇÕÌÁÔÉÏÎÓ 5ÎÄÅÒ ÔÈÅ *!3 !ÃÔȱ σπ *ÁÎÕÁÒÙ ςπρυ ÁÖÁÉÌÁÂÌÅ ÁÔȡ 
http://ap.fftc.agnet.org/ap_db.php?id=384&print=1.  

http://madb.europa.eu/madb/barriers_result.htm?sectors=none&countries=JP&measures=none
http://www.mhlw.go.jp/english/topics/importedfoods/1-2.html
https://www.wto.org/english/tratop_e/sps_e/spsagr_e.htm
http://madb.europa.eu/madb/barriers_details.htm?barrier_id=970254&version=7
http://ap.fftc.agnet.org/ap_db.php?id=384&print=1
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Labelling regulations are enforced by the Consumer Affairs Agency (CAA). All food imported into 

Japan must conform with domestic labelling standards under the Food Labelling Law. Required 

information must be in Japanese and includes: 

Á Name of the product; 

Á Country of Origin; 

Á Name and address of the importer;  

Á Ingredients, other than additives, in descending order of weight percentage; 

Á Food additives in descending order of weight on a separate line from other ingredients; 

Á Net weight in metric units; 

Á Best-before date; 

Á Storage instructions; 

Á Genetically modified components where their quantity exceeds 5 per cent of the total 

product.72 

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: 

Á Licence to Import Alcohol; 

Á Declaration on the Regular Importation of Alcohol; 

Á Transfer Table of Alcohol. 

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

Á Product name; 

Á List of additives used; 

Á Volume of alcohol content; 

Á Notice of effervescence; 

Á Name and address of the importer; 

Á Name and address of the distributor; 

Á Warning against consumption by minors; 

Á 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. 

                                                           
72 Ȱ*ÁÐÁÎȡ &ÏÏÄ ÁÎÄ !ÇÒÉÃÕÌÔÕÒÁÌ )ÍÐÏÒÔ 2ÅÇÕÌÁÔÉÏÎÓ ÁÎÄ 3ÔÁÎÄÁÒÄÓ ɀ Narrative, FAIRS #ÏÕÎÔÒÙ 2ÅÐÏÒÔȱ ρψ 
Dec 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. 

http://gain.fas.usda.gov/Recent%20GAIN%20Publications/Food%20and%20Agricultural%20Import%20Regulations%20and%20Standards%20-%20Narrative_Tokyo_Japan_12-18-2015.pdf
http://gain.fas.usda.gov/Recent%20GAIN%20Publications/Food%20and%20Agricultural%20Import%20Regulations%20and%20Standards%20-%20Narrative_Tokyo_Japan_12-18-2015.pdf
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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 

/ÒÇÁÎÉÃ ÁÐÐÌÉÃÁÔÉÏÎ ÉÓ ÓÕÂÍÉÔÔÅÄ ÂÙ ÔÈÅ ÅØÐÏÒÔÉÎÇ ÃÏÕÎÔÒÙȭÓ ÃÅÒÔÉÆÙÉÎÇ ÂÏÄÙ ÔÏ Ôhe 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 

Finland France Germany 

Greece Ireland Italy 

Luxembourg Netherlands Portugal 

Spain Sweden United Kingdom 

Source: Food and Agriculture Organisation 

3ÐÅÃÉÁÌ ÁÔÔÅÎÔÉÏÎ ÉÓ ÄÕÅ ÆÏÒ ÓÏÍÅ ÐÒÏÄÕÃÔÓ ÃÏÎÓÉÄÅÒÅÄ ȰÈÅÁÌÔÈ ÆÏÏÄÓȱ ÉÎ ÔÈÅ %5ȟ ÁÓ ÔÈÅÓÅ ÍÁÙ ÂÅ 

subject to more detailed labelling requirements in Japan. Health foods in Japan are divided into 

Ô×Ï ÌÁÂÅÌÓȟ Ȱ&ÏÏÄÓ ×ÉÔÈ .ÕÔÒÉÅÎÔ &ÕÎÃÔÉÏÎ #ÌÁÉÍÓȱ ÁÎÄ Ȱ&ÏÏÄÓ ÆÏÒ 3ÐÅÃÉÆÉÅÄ (ÅÁÌÔÈ 5ÓÅÓȢȱ73 Food 

labels in Japan are prohibited from claiming specific disease risk reductions. 

Figure 10) Health food labelling requirements  

Label Regulation System Required Information  

Foods with 

Nutrient 

Function 

Claims 

Standard 1. Ȱ&ÏÏÄ ×ÉÔÈ (ÅÁÌÔÈ #ÌÁÉÍ ɉ&ÏÏÄ ×ÉÔÈ 
.ÕÔÒÉÅÎÔ &ÕÎÃÔÉÏÎ #ÌÁÉÍȱ 

2. Nutrient Content 
a. Energy 
b. Protein 
c. Lipid 
d. Carbohydrate 
e. Sodium 
f. Active Minerals and Vitamins 

3. Nutrient Function Claim 
4. Dosage and administration 
5. Method of Consumption 
6. Percentage of the Daily Portion of 

Consumption to the Recommended Dietary 
Allowance 

7. Attention and Warning 
8. Ȱ5ÎÌÉËÅ ÆÏÏÄ ×ÉÔÈ ÓÐÅÃÉÆÉÅÄ ÈÅÁÌÔÈ ÕÓÅÓȟ Ôhis 

product has not undergone individual 
evaluation by the Ministry of Health, Labor 
ÁÎÄ 7ÅÌÆÁÒÅȱ 

                                                           
73 Ȱ#ÕÒÒÅÎÔ 3ÙÓÔÅÍ ÆÏÒ 2ÅÇÕÌÁÔÉÏÎ ÏÆ (ÅÁÌÔÈ &ÏÏÄÓ ÉÎ *ÁÐÁÎȱ ςππτ ÁÖÁÉÌÁÂÌÅ ÁÔȡ 
http://www.med.or.jp/english/pdf/2004_09/436_450.pdf .  

http://www.maff.go.jp/e/jas/specific/pdf/organic_products_system_1501.pdf
http://www.med.or.jp/english/pdf/2004_09/436_450.pdf
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Foods with 

Specified 

Health uses 

Individual Approval 1. Ȱ&ÏÏÄ ×ÉÔÈ (ÅÁÌÔÈ #ÌÁÉÍ ɉ&ÏÏÄ ÆÏÒ 3ÐÅÃÉÆÉÅÄ 
(ÅÁÌÔÈ 5ÓÅɊȱ 

2. Nutrient Content 
a. Energy 
b. Protein 
c. Lipid 
d. Carbohydrate 
e. Sodium 
f. Ingredient Claimed for Function 

3. Structure/Function Health Claim or 
Enhanced Health Claim Approved 

4. Dosage and Administration 
5. Method of Consumption 
6. Percentage of the Daily Portion of 

Consumption to the Recommended Dietary 
Allowance, if RDA is available for the 
Ingredient 

7. Attention and Warning 

Source: Baba et al., 2004 

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. 

  

http://www.med.or.jp/english/pdf/2004_09/436_450.pdf


37 | P a g e    T a s t e s  o f  E u r o p e  J a p a n  ς M a r k e t  E n t r y  H a n d b o o k 

 

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/ . 

  

http://www.caa.go.jp/en/
http://www.customs.go.jp/english/
http://www.maff.go.jp/e/index.html
http://www.meti.go.jp/english/
http://www.mhlw.go.jp/english/index.html
http://www.mof.go.jp/english/
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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. 

4ÈÅ *ÁÐÁÎÅÓÅ -ÉÎÉÓÔÒÙ ÏÆ !ÇÒÉÃÕÌÔÕÒÅȟ &ÏÒÅÓÔÒÙ ÁÎÄ &ÉÓÈÅÒÉÅÓ ɉ-!&&Ɋ ÉÎÔÅÎÄÓ ÔÏ ÐÒÏÔÅÃÔ *ÁÐÁÎȭÓ 

GIs by registering the GI mark under the trademark system of major importing countries. 

Additionally, the MAFF will submit a list of GI products which need to be protected in trade 

negotiations to countries with a GI system.74  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 Tax75 includes a provision on geographical indications for alcohol. This GI system is 

managed by the National Tax Agency. In 2006, the Trademark Act76 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.77 This GI 

system covers edible and non-edible agricultural, forestry and fishery products, foods and 

                                                           
****  ! ,ÁÔÉÎ ÔÅÒÍ ÍÅÁÎÉÎÇ ȰÏÆ ÉÔÓ Ï×Î ËÉÎÄ ÏÒ ÃÌÁÓÓȱȟ ÉÎ ÔÈÉÓ ÃÁÓÅ ÉÔ ÒÅÆÅÒÓ ÔÏ ÔÈÅ ÌÅÇÉÓÌÁÔÉÖÅ ÆÒÁÍÅ×ÏÒË 
established within Japan rather than and international system. 
74 Ȱ'ÅÏÇÒÁÐhical Indication Law ɀ ! ÐÕÓÈ ÆÏÒ ÌÏÃÁÌ ÂÒÁÎÄ ÐÒÏÍÏÔÉÏÎȱ ρω *ÕÎÅ ςπρτȟ ÁÖÁÉÌÁÂÌÅ ÁÔȡ 
http://english.agrinews.co.jp/?p=2235  
75 Act No. 7 of 1953, last revised by Act No. 10 of 2006. The Act has not been translated into English. 
76 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   
77 Act No. 84 of 2014. The act was passed by the Diet, the Japanese Parliament, on the 25th 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  

http://english.agrinews.co.jp/?p=2235
http://www.wipo.int/wipolex/en/details.jsp?id=15597
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 6.78 The 

Regional Collective Trademark system counted 589 registered items at the end of January 2016.79 

The number of GIs registered within Japan under the GI system operated by the MAFF is 11, 

ranging from fruits and vegetables to fresh meat and raw silk.80  

Definitions of GIs in Japan  

Within Japanese legislation there are three definitions of GI provided in the Trademark Act and 

ÔÈÅ ') ÓÙÓÔÅÍÓȭ ÒÅÓÐÅÃÔÉÖÅ ÌÅÇÉÓÌÁÔÉÏÎ ÁÎÄ ÒÅÇÕÌÁÔÉÏÎȢ  

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: 

ȬɉȣɊ ÉÎÄÉÃÁÔÉÏÎÓ ×ÈÉÃÈ ÉÄÅÎÔÉÆÙ Á ÌÉÑÕÏÒ ɉȣɊ ÁÓ ÏÒÉÇÉÎÁÔÉÎÇ ÉÎ ÔÈÅ ÔÅÒÒÉÔÏÒÙ ÏÆ Á -ÅÍÂÅÒ ÏÆ 

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 

ÏÒÉÇÉÎȭ 

A second definition is found in the Trademark Act. Article 7-2 states:  

ȬÁ ÔÒÁÄÅÍÁÒË ɉȣɊ ÉÎÄÉÃÁÔÉÎÇ ɉȣɊ ÔÈÅ ÎÁÍÅ ÏÆ ÔÈÅ ÒÅÇÉÏÎ ÁÎÄ ÔÈÅ ÃÏÍÍÏÎ ÎÁÍÅ ÏÆ ÔÈÅ ÇÏÏÄÓ 

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 

ÏÆ ÓÅÒÖÉÃÅÓȢȭ  

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: 

ȬɉȣɊ ÔÈÅ indication of the names of Specific Agricultural, Forestry and Fishery Products and 

&ÏÏÄÓÔÕÆÆÓȭ  

Article 2 (2) identifies Specific Agricultural, Forestry and Fishery Products as: 

ȬɉÉɊ ÐÒÏÄÕÃÔÓ ÐÒÏÄÕÃÅÄ ÉÎ Á ÓÐÅÃÉÆÉÃ ÐÌÁÃÅȟ ÒÅÇÉÏÎ ÏÒ ÃÏÕÎÔÒÙȠ ÁÎÄ ɉÉÉɊ ÐÒÏÄÕcts whose 

ÑÕÁÌÉÔÙȟ ÒÅÐÕÔÁÔÉÏÎ ÏÒ ÏÔÈÅÒ ÅÓÔÁÂÌÉÓÈÅÄ ÃÈÁÒÁÃÔÅÒÉÓÔÉÃ ɉȣɊ ÉÓ ÅÓÓÅÎÔÉÁÌÌÙ ÁÔÔÒÉÂÕÔÁÂÌÅ ÔÏ ÔÈÅ 

ÐÌÁÃÅ ÏÆ ÐÒÏÄÕÃÔÉÏÎ ÓÐÅÃÉÆÉÅÄ ÉÎ ÔÈÅ ÐÒÅÃÅÄÉÎÇ ÉÔÅÍȢȭ 

These definitions are similar to the ones used in international agreements, such as the WTO 

Agreement on TRIPS,81 and in EU legislation and regulations, i.e. in Regulation (EU) No 

                                                           
78 Ȱ-ÅÁÓÕÒÅÓ ÆÏÒ ÐÒÏÍÏÔÉÎÇ ÔÈÅ ÁÌÃÏÈÏÌÉÃ ÂÅÖÅÒÁÇÅÓ ÐÒÏÄÕÃÅÄ ÉÎ *ÁÐÁÎȱ .ÏÖÅÍÂÅÒ ςπρυȟ ÁÖÁÉÌÁÂÌÅ ÁÔȡ 
http://www.eu -japan.eu/sites/eu-japan.eu/files/Mr.%20Takashi%20Iijima_NTA_ENG.pdf  
79 Ȱ2ÅÇÉÏÎÁÌ "ÒÁÎÄÓ ÉÎ *ÁÐÁÎ ɀ 2ÅÇÉÏÎÁÌ #ÏÌÌÅÃÔÉÖÅ 4ÒÁÄÅÍÁÒËÓ ÒÅÇÉÓÔÅÒÅÄ ×ÉÔÈ *ÁÐÁÎ 0ÁÔÅÎÔ /ÆÆÉÃÅ ɉ*0/Ɋȱ 
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  
80 Ȱ)ÎÆÏÒÍÁÔÉÏÎ ÏÎ 2ÅÇÉÓÔÅÒÅÄ ')Óȱ ÌÁÓÔ ÁÃÃÅÓÓÅÄ ÏÎ ςτ -ÁÒÃÈ ςπρφȟ ÁÖÁÉÌÁÂÌÅ ÁÔȡ 
http://www.maff.go.jp/e/japan_food/gi_act/register.html   
81 Article 22 (1), Agreement on Trade-Related Aspects of Intellectual Property Rights, available at: 
https://www.wto.org/english/res_e/booksp_e/analytic_index_e/trips_02_e.htm  

http://www.eu-japan.eu/sites/eu-japan.eu/files/Mr.%20Takashi%20Iijima_NTA_ENG.pdf
http://www.wipo.int/edocs/mdocs/mdocs/en/wipo_ip_wk_nbo_16/wipo_ip_wk_nbo_16_t_3.pdf
http://www.maff.go.jp/e/japan_food/gi_act/register.html
https://www.wto.org/english/res_e/booksp_e/analytic_index_e/trips_02_e.htm
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1151/2012 on quality schemes for agricultural products and foodstuffs.82 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.   

4ÈÅ ÎÁÍÅ ÏÆ ÔÈÅ ÒÅÇÉÏÎ ÕÓÅÄ ÉÎ Á 2ÅÇÉÏÎÁÌ #ÏÌÌÅÃÔÉÖÅ 4ÒÁÄÅÍÁÒË ÍÕÓÔ ÂÅ ȰÔÈÅ ÎÁÍÅ ÏÆ ÔÈÅ ÐÌÁÃÅ 

of origin of the goods, the location of provisions of services, or the name of the region which is 

considered to have a close relaÔÉÏÎÓÈÉÐ ×ÉÔÈ ÔÈÅ ÓÁÉÄ ÇÏÏÄÓ ÏÒ ÓÅÒÖÉÃÅÓ ÔÏ ÔÈÅ ÅÑÕÉÖÁÌÅÎÔ ÅØÔÅÎÔȱȢ83 

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. Article 31-1 states that members of an association 

ÈÏÌÄÉÎÇ Á 2ÅÇÉÏÎÁÌ #ÏÌÌÅÃÔÉÖÅ 4ÒÁÄÅÍÁÒË ȰÈÁÖÅ ÔÈÅ ÒÉÇÈÔ ÔÏ ÕÓÅ Á ÒÅÇÉÓÔÅÒÅÄ ÔÒÁÄÅÍÁÒË ÒÅÌÁÔÉÎÇ ÔÏ 

ɉȣɊ ÒÅÇÉÏÎÁÌÌÙ ÂÁÓÅÄ ÃÏÌÌÅÃÔÉÖÅ ÔÒÁÄÅÍÁÒË ÆÏÒ ÔÈÅ ÄÅÓÉÇÎÁÔÅÄ ÇÏÏÄÓ ÏÒ ÄÅÓÉÇÎÁÔÅÄ ÓÅÒÖÉÃÅÓȱȢ 4ÈÅ 

Regional Collective Trademark will expire after ten years from the date of registration.84 There is, 

however, the possibility to renew the registration when it expires. 

*ÁÐÁÎȭÓ ÔÒÁÄÅÍÁÒË ÓÙÓÔÅÍ ÆÏÌÌÏ×Ó ÔÈÅ ȬÆÉÒÓÔ-to-ÆÉÌÅȭ ÐÒÉÎÃÉÐÌÅȟ ×ÈÅÒÅÂÙ ÒÅÇÉÓÔÒÁÔÉÏÎ ÉÓ 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.  

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 

                                                           
82 Article 5 (1), Regulation (EU) No 1151/2012, available at: http://eur -lex.europa.eu/legal-
content/EN/TXT/PDF/?uri=CELEX:32012R1151&from=en  
83 Article 7-2 of the Trademark Act 
84 Article 19 of the Trademark Act 

http://eur-lex.europa.eu/legal-content/EN/TXT/PDF/?uri=CELEX:32012R1151&from=en
http://eur-lex.europa.eu/legal-content/EN/TXT/PDF/?uri=CELEX:32012R1151&from=en
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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 customerÓȢ 4ÈÅ ') ÃÁÎȭÔ ÂÅ ÕÓÅÄ ÆÏÒ ÐÒÏÄÕÃÔÓ ÔÈÁÔ ÁÒÅ ÓÉÍÉÌÁÒ ÔÏ ÔÈÅ 

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.85 

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 

infr ingement 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 

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 

                                                           
85 Ȱ'ÅÏÇÒÁÐÈÉcal Indications in Japan ɀ Á .Å× 3ÔÁÒÔȱ ρψ .ÏÖÅÍÂÅÒ ςπρυȟ ÁÖÁÉÌÁÂÌÅ ÁÔȡ 
http://papers.ssrn.com/sol3/papers.cfm?abstract_id=2692450  

http://papers.ssrn.com/sol3/papers.cfm?abstract_id=2692450
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is an associations 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.  
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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 

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 Fo odstuffs 

(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  

  

http://www.maff.go.jp/e/index.html
http://www.jpo.go.jp/index.htm
http://www.nta.go.jp/foreign_language/index.htm
http://www.wipo.int/wipolex/en/details.jsp?id=15597
http://www.maff.go.jp/j/shokusan/gi_act/outline/pdf/doc4.pdf
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 

codes 

Description  

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 

Dairy Products  0401, 0402, 0403, 0404, 

0405, and 0406 

Includes milk and cream not 

concentrated or sweetened, 
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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, 

"ÉÓÃÕÉÔÓ ÁÎÄ ÏÔÈÅÒ "ÁËÅÒÓȭ 

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 second 

largest market for imported wines in the region.86 In 

terms of imports of EU wines, Japan is the sixth biggest 

trading partner for the EU.87 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.88   

Technically speaking, domestically produced wine accounted for around 33 per cent of the total 

Japanese wine consumption in 2012, 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.89 The share of kokunaisan in the 

Japanese market is only 3.5 per cent.90  

The Japanese import of wine and vermouth has experienced major growth over the past decades. 

The imports of wine, including protected designation of origin (PDO) and protected geographical 

indication (PGI) wine, were valued at EUR 1,388.90 million in 2015, which constitutes an increase 

of 51.6 per cent since 2010. The import of vermouth experienced an even greater growth grate: 

Since 2010 the value of imported vermouth increased by 84.6 per cent to EUR 10.80 million in 

2015.91 

                                                           
86 Ȱ4ÈÅ 7ÉÎÅ ÁÎÄ 3ÐÉÒÉÔÓ -ÁÒËÅÔ ÉÎ *ÁÐÁÎ ×ÉÔÈ 0ÒÏÓÐÅÃÔÓ 5ÎÔÉÌ ςπρχȱ -ÁÙ ςπρτ ÁÖÁÉÌÁÂÌÅ ÁÔȡ 
http://www.vinexpohongkong.com/wp -content/uploads/sites/2/2015/08/IWSR -Japon-ANG1.pdf 
87 Ȱ4ÈÅ 7ÉÎÅ -ÁÒËÅÔ ÉÎ *ÁÐÁÎ: An Assessment of Challenges and Opportunities for Central and Eastern 
%ÕÒÏÐÅÁÎ 0ÒÏÄÕÃÅÒÓȱ *ÕÌÙ ςπρτ ÁÖÁÉÌÁÂÌÅ ÁÔȡ http://www.eu -
japan.eu/sites/default/files/publications/docs/japanwinemarketreport -2014.pdf  
88  Ȱ4ÈÅ 7ÉÎÅ -ÁÒËÅÔ ÉÎ *ÁÐÁÎȡ !Î !ÓÓÅÓÓÍÅÎÔ ÏÆ #ÈÁÌÌÅÎÇÅÓ ÁÎÄ /ÐÐÏÒÔÕÎÉÔÉÅÓ ÆÏÒ #ÅÎÔÒÁÌ ÁÎÄ %ÁÓÔÅÒÎ 
%ÕÒÏÐÅÁÎ 0ÒÏÄÕÃÅÒÓȱ *ÕÌÙ ςπρτ ÁÖÁÉÌÁÂÌÅ ÁÔȡ http://www.eu -
japan.eu/sites/default/files/publications/docs/japanwinemarketreport -2014.pdf 
89 Ȱ4ÈÅ 7ÉÎÅ -ÁÒËÅÔ ÉÎ *ÁÐÁÎȡ !Î !ÓÓÅÓÓÍÅÎÔ ÏÆ #ÈÁÌÌÅÎÇÅÓ ÁÎÄ /ÐÐÏÒÔÕÎÉÔÉÅÓ for Central and Eastern 
%ÕÒÏÐÅÁÎ 0ÒÏÄÕÃÅÒÓȱ *ÕÌÙ ςπρτ ÁÖÁÉÌÁÂÌÅ ÁÔȡ http://www.eu -
japan.eu/sites/default/files/publications/docs/japanwinemarketrepo rt -2014.pdf 
90 Ȱ7ÉÎÅ ÁÎÄ ÓÐÉÒÉÔÓ ÍÁÒËÅÔ ÉÎ *ÁÐÁÎȡ "ÁÒÒÉÅÒÓ ÁÎÄ ÏÐÐÏÒÔÕÎÉÔÉÅÓȱ ρπ .ÏÖÅÍÂÅÒ ςπρσ ÁÖÁÉÌÁÂÌÅ ÁÔȡ 
http://ec.europa.eu/agriculture/events/2013/visit -japan-and-south-korea/pdf/japan/6 -gourges-japan-
barriers-and-opportunities_en.pdf 
91 Ȱ4ÒÁÄÅ -ÁÐȱ ÌÁÓÔ ÁÃÃÅÓÓÅÄ ÏÎ σρ -ÁÒÃÈ ςπρφȟ ÁÖÁÉÌÁÂÌÅ ÁÔȡ 
http://www.trademap.org/Product_SelCountry_TS.aspx  

http://www.vinexpohongkong.com/wp-content/uploads/sites/2/2015/08/IWSR-Japon-ANG1.pdf
http://www.eu-japan.eu/sites/default/files/publications/docs/japanwinemarketreport-2014.pdf
http://www.eu-japan.eu/sites/default/files/publications/docs/japanwinemarketreport-2014.pdf
http://www.eu-japan.eu/sites/default/files/publications/docs/japanwinemarketreport-2014.pdf
http://www.eu-japan.eu/sites/default/files/publications/docs/japanwinemarketreport-2014.pdf
http://www.eu-japan.eu/sites/default/files/publications/docs/japanwinemarketreport-2014.pdf
http://www.eu-japan.eu/sites/default/files/publications/docs/japanwinemarketreport-2014.pdf
http://ec.europa.eu/agriculture/events/2013/visit-japan-and-south-korea/pdf/japan/6-gourges-japan-barriers-and-opportunities_en.pdf
http://ec.europa.eu/agriculture/events/2013/visit-japan-and-south-korea/pdf/japan/6-gourges-japan-barriers-and-opportunities_en.pdf
http://www.trademap.org/Product_SelCountry_TS.aspx
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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.92 

Figure 12) Wine imports to Japan by the four main EU exporters, millions of euros  

 
Source: ITC Trade Map 

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.93  

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 

importance of country awareness for Japanese consumers: 54 per cent of Japanese consumers 

                                                           
92 Ȱ4ÒÁÄÅ -ÁÐȱ ÌÁÓÔ ÁÃÃÅÓÓÅÄ ÏÎ ρ !ÐÒÉÌ ςπρφȟ ÁÖÁÉÌÁÂÌÅ ÁÔȡ 
http://www.trademap.org/Product_SelCountry_TS.aspx 
93 Ibid. 
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take the country of origin of a wine into account in their choice. This creates a problem for Central 

and Eastern European countries, which lack country and brand awareness.94  

Figure 13) Wine and vermouth imports to Japan by the four main exporters, millions of 

euros 

 
Source: ITC Trade Map 

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 

ÓÔÉÌÌ ÓÉÇÎÉÆÉÃÁÎÔÌÙ ÓÍÁÌÌÅÒ ÔÈÁÎ ÔÈÅ %5ȭÓ ÓÈÁÒÅȢ 7ÈÅÒÅÁÓ ÉÎ ςπρυ ÔÈÅ ÏÖÅÒÁÌÌ ÍÁÒËÅÔ ÓÈÁÒÅ ÆÏÒ ÔÈÅ 

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.95 

Red wine is by far the most popular wine in Japan, as almost two thirds of all wine consumed is 

red wine. The second most favourite wine is white wine, which makes up about 25 per cent of all 

wine consumed. The third favourite wine is sparkling wine, which has a market share of about 10 

per cent. Rosé wine is not very popular in Japan and accounts for only a few per cent of the total 

market.96  

Though the market share might not be substantial, Japan is the second largest market for 

sparkling wine.97 The market for sparkling wine is experiencing rapid growth as it became more 

                                                           
94 Ȱ4ÈÅ 7ÉÎÅ -ÁÒËet in Japan: An Assessment of Challenges and Opportunities for Central and Eastern 
%ÕÒÏÐÅÁÎ 0ÒÏÄÕÃÅÒÓȱ *ÕÌÙ ςπρτ ÁÖÁÉÌÁÂÌÅ ÁÔȡ http://www.eu -
japan.eu/sites/default/files/publications/docs/japanwinemarketreport -2014.pdf 
95 Ȱ4ÒÁÄÅ -ÁÐȱ ÌÁÓÔ ÁÃÃÅÓÓÅÄ ÏÎ ρ !ÐÒÉÌ ςπρφȟ ÁÖÁÉÌÁÂÌÅ ÁÔȡ 
http://www.trademap.org/Product_SelCountry_TS.aspx 
96 Ȱ4ÈÅ 7ÉÎÅ ÁÎÄ 3ÐÉÒÉÔÓ -ÁÒËÅÔ ÉÎ *ÁÐÁÎ ×ÉÔÈ 0ÒÏÓÐÅÃÔÓ 5ÎÔÉÌ ςπρχȱ -ÁÙ ςπρτ ÁÖÁÉÌÁÂÌÅ ÁÔȡ 
http://www.vinexpohongkong.com/wp -content/uploads/sites/2/2015/08/IWSR -Japon-ANG1.pdf 
97  Ȱ4ÈÅ 7ÉÎÅ -ÁÒËÅÔ ÉÎ *ÁÐÁÎȡ !Î !ÓÓÅÓÓÍÅÎÔ ÏÆ #ÈÁÌÌÅÎÇÅÓ ÁÎÄ /ÐÐÏÒÔÕÎÉÔÉÅÓ ÆÏÒ #ÅÎÔÒÁÌ ÁÎÄ %ÁÓÔÅÒÎ 
%ÕÒÏÐÅÁÎ 0ÒÏÄÕÃÅÒÓȱ *ÕÌÙ ςπρτ ÁÖÁÉÌÁÂÌÅ ÁÔȡ http://www.eu -
japan.eu/sites/default/files/publications/docs/japanwinemarketreport -2014.pdf 
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approachable for consumers. The most popular products in this market are champagne and other 

premium sparkling wines, but economy products of less than EUR 7.90 - such as the Spanish cava 

- are also increasingly in demand. The main supplier of sparkling wine to Japan is France, with a 

37.5 per cent market share in 2012. France is followed by Spain (23.9 per cent) and Italy (21.6 

per cent).98  

Growth drivers and trends  

The Japanese market for wine has a big potential for PDO and PGI EU wines because of the 

*ÁÐÁÎÅÓÅ ÃÏÎÓÕÍÅÒȭÓ ÐÒÅÆÅÒÅÎÃÅ ÆÏÒ ×ÉÎÅ ×ÉÔÈ Á ÆÁÍÏÕÓ ÂÒÁÎÄ ÎÁÍÅ 

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.99 This growth is especially driven 

by a greater variety in terms of grape types and prices.100 

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.101 

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.102  

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 middle-aged consumers. Consumption of wine at home is also still popular, 

especially because supermarkets offer a wide variety of affordable wines.103 

                                                           
98 Ȱ4ÈÅ 7ÉÎÅ ÁÎÄ 3ÐÉÒÉÔÓ -ÁÒËÅÔ ÉÎ *ÁÐÁÎ ×ÉÔÈ 0ÒÏÓÐÅÃÔÓ 5ÎÔÉÌ ςπρχȱ -ÁÙ ςπρτ ÁÖÁÉÌÁÂÌÅ ÁÔȡ 
http://www.vinexpohongkong.com/wp -content/uploads/sites/2/2015/08/IWSR -Japon-ANG1.pdf; 
Ȱ7ÉÎÅ ÉÎ *ÁÐÁÎȱ /ÃÔÏÂÅÒ ςπρυȟ ÁÖÁÉÌÁÂÌÅ ÁÔȡ http://www.euromonitor.com/wine -in-japan/report   
99 Ȱ4ÈÅ 7ÉÎÅ ÁÎÄ 3ÐÉÒÉÔÓ -ÁÒËÅÔ ÉÎ *ÁÐÁÎ ×ÉÔÈ 0ÒÏÓÐÅÃÔÓ 5ÎÔÉÌ ςπρχȱ -ÁÙ ςπρτ ÁÖÁÉÌÁÂÌÅ ÁÔȡ 
http://www.vine xpohongkong.com/wp-content/uploads/sites/2/2015/08/IWSR -Japon-ANG1.pdf 
100 Ȱ7ÉÎÅ ÉÎ *ÁÐÁÎȱ /ÃÔÏÂÅÒ ςπρυ ÁÖÁÉÌÁÂÌÅ ÁÔȡ http://www.euromonitor.com/wine -in-japan/report   
101 Ȱ*ÁÐÁÎ 7ÉÎÅ 2ÅÐÏÒÔȱ ρ -ÁÙ 2015 available at: 
http://gain.fas.usda.gov/Recent%20GAIN%20Publications/Wine%20Annual_Tokyo%20ATO_Japan_5-1-
2015.pdf  
102 Ȱ7ÉÎÅ ÉÎ *ÁÐÁÎȱ /ÃÔober 2015 available at: http://www.euromonitor.com/wine -in-japan/report  
103 Ȱ*ÁÐÁÎ 7ÉÎÅ 2ÅÐÏÒÔȱ ρ -ÁÙ ςπρυ ÁÖÁÉÌÁÂÌÅ ÁÔȡ 
http://gain.fas.usda.gov/Recent%20GAIN%20Publications/Wine%20Annual_Tokyo%20ATO_Japan_5-1-
2015.pdf 
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Geography and major markets  

Japan imports the majority of its wine, the main reason being that Japan is unsuitable for 

ÖÉÔÉÃÕÌÔÕÒÅȢ 4ÈÅ ÁÃÉÄÉÔÙ ÏÆ *ÁÐÁÎȭÓ ÓÏÉÌ ÁÎÄ ÔÈÅ ×ÅÔ ÁÎÄ ÈÕÍÉÄ ÃÌÉÍÁÔÅ ×ÉÔÈ Á ÌÁÃË ÏÆ ÓÕÎÓÈÉÎÅ ÈÏÕÒÓ 

can lead to damage to the grapevines.   

The main region for wine production in Japan is Yamanashi, on the Honshu island. The ÃÉÔÙ +ęÓÈı 

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-ÄÒÙ ×ÈÉÔÅ ×ÉÎÅ ×ÉÔÈ ÆÒÅÓÈ ÃÉÔÒÕÓ ÎÏÔÅÓȟ ÃÏÎÓÔÉÔÕÔÅ *ÁÐÁÎȭÓ ÐÒÉÍÁÒÙ ×ÉÎÅ ÅØÐÏÒÔȢ104   

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 ɀ which often offer discounts on 

imported wine, and online wine stores ɀ which often sell mid to high priced wine. The online sale 

of wine is becoming increasingly popular with  the young Japanese consumers.105 

  

                                                           
104 Ȱ4ÈÅ 7ÉÎÅ -ÁÒËÅÔ ÉÎ *ÁÐÁÎȡ !Î !ÓÓÅÓÓÍÅÎÔ ÏÆ #ÈÁÌÌÅÎÇÅÓ ÁÎÄ /ÐÐÏÒÔÕÎÉÔÉÅÓ ÆÏÒ #ÅÎÔÒÁÌ ÁÎÄ %ÁÓÔÅÒÎ 
European ProduceÒÓȱ *ÕÌÙ ςπρτ ÁÖÁÉÌÁÂÌÅ ÁÔȡ http://www.eu -
japan.eu/sites/default/files/publications/docs/japanwinemarketreport -2014.pdf 
105 Ȱ*ÁÐÁÎ 7ÉÎÅ 2ÅÐÏÒÔȱ ρ -ÁÙ 2015 available at: 
http://gain.fas.usda.gov/Recent%20GAIN%20Publications/Wine%20Annual_Tokyo%20ATO_Japan_5-1-
2015.pdf 
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Figure 14) Distribution channels for imported wine in Japan  

 
Prepared by the 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.106  

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 

                                                           
106 Ȱ4ÈÅ 7ÉÎÅ -ÁÒËÅÔ ÉÎ *apan: An Assessment of Challenges and Opportunities for Central and Eastern 
%ÕÒÏÐÅÁÎ 0ÒÏÄÕÃÅÒÓȱ *ÕÌÙ ςπρτ ÁÖÁÉÌÁÂÌÅ ÁÔȡ http://www.eu -
japan.eu/sites/default/files/publications/docs/japanwinemarketreport -2014.pdfȠ Ȱ*ÁÐÁÎ 7ÉÎÅ 2ÅÐÏÒÔȱ ρ 
May 2015 available at: 
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greater interest in affordable wine. They particularly favour sparkling wine instead of beer, 

especially women.107 

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.108   

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.109 

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 mid-

range 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.110  

  

                                                           
107 Ȱ*ÁÐÁÎ 7ÉÎÅ 2ÅÐÏÒÔȱ ρ -Áy 2015 available at: 
http://gain.fas.usda.gov/Recent%20GAIN%20Publications/Wine%20Annual_Tokyo%20ATO_Japan_5-1-
2015.pdf. 
108 Ibid.  
109 Ȱ4ÈÅ 7ÉÎÅ -ÁÒËÅÔ ÉÎ *ÁÐÁÎȡ !Î !ÓÓÅÓÓÍÅÎÔ ÏÆ #ÈÁÌÌÅÎÇÅÓ ÁÎÄ /ÐÐÏÒÔÕÎÉÔÉÅÓ ÆÏÒ #ÅÎÔÒÁÌ ÁÎÄ %ÁÓÔÅÒÎ 
%ÕÒÏÐÅÁÎ 0ÒÏÄÕÃÅÒÓȱ *ÕÌÙ ςπρτ ÁÖÁÉÌÁÂÌÅ ÁÔȡ http://www.eu -
japan.eu/sites/default/files/publications/docs/japanwinemarketreport -2014.pdf 
110 Ibid. 
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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.111 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: 

Á 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); 

Á Customs Import Declaration; 

Á Commercial Invoice; 

Á Bill of Lading or Air Waybill; 

Á Packaging List (if deemed necessary); 

Á Freight Accounts (if deemed necessary); 

Á Insurance Certificate (if deemed necessary); 

Á Detailed statement on reductions of or exemption from customs duty and excise tax (if 

applicable); 

Á Proof of payment of customs duties (in case of dutiable goods); and 

Á A non-preferential proof of origin.  

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

Á Licence to sell alcoholic beverages (under the Liquor Tax Law); 

Á Authorisation of Foreign Foodstuffs Manufacturers; 

Á Import Notification for Food and Food Products; and 

Á 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 

                                                           
111 The full list of approved food additives as of the date of publication can be found here. 

http://madb.europa.eu/madb/datasetPreviewFormIFpubli.htm?datacat_id=IF&from=publi
http://www.ffcr.or.jp/zaidan/FFCRHOME.nsf/7bd44c20b0dc562649256502001b65e9/5c2f5445d31454e54925690b0006ccdb/$FILE/15.09.18E.pdf
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Revenue from Tax and the Act against Unjustifiable Premiums and Misleading Representation. All 

wine labels must include information in Japanese on: 

Á Product name; 

Á List of food additives used; 

Á Alcohol content expressed in volume; 

Á Information whether the beverage is effervescent; 

Á Name and address of the importer and distributor; 

Á Warning statement that the beverage is not to be consumed by minors; and 

Á 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.  

Intellectual property r ights  

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  

Japan is the sixth largest consumer of spirts in the world, with gross annual consumption of more 

than one billion litres in 2014. Sales of domestic spirits such as shochu and sake still dominate the 

market with more than 53 per cent of market share in 2014. These products range from low to 

ultra -high price points.112 

The value of imported spirits in Japan has seen fluctuations with trade falling from EUR 389.00 

million in 2008 to a low of EUR 79.00 million in 2011. Since 2011, import growth for spirits into 

Japan has grown at an average annual rate of 2.4 per cent.113 

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. EU producers 

exported nearly EUR 600.00 million worth of spirits to Japan in 2015, a 15 per cent increase from 

2014.114 The majority of this export value was generated by France and the United Kingdom, 

×ÈÉÃÈ ÁÌÏÎÅ ÁÃÃÏÕÎÔÅÄ ÆÏÒ ψω ÐÅÒ ÃÅÎÔ ÏÆ ÔÈÅ %5ȭÓ ÓÐÉÒÉÔÓ ÅØÐÏÒÔ ÓÁÌÅÓ ÉÎ ςπρυȢ115 EU spirits exports 

to Japan still trail behind South Korea, Mexico, China, Vietnam and Thailand, all of which export 

proportion ally larger volumes of spirits at lower value per unit.116 

  

                                                           
112 Ȱ3ÐÉÒÉÔÓ ÉÎ *ÁÐÁÎȱ /ctober 2015 available at: http://www.euromonitor.com/spirits -in-japan/report . 
113 Ibid. 
114 Calculated from International Trade Centre data. 
115 Ibid. 
116 Ȱ3ÐÉÒÉÔÓ ÉÎ *ÁÐÁÎȱ /ÃÔÏÂÅÒ ςπρυ ÁÖÁÉÌÁÂÌÅ ÁÔȡ http://www.euromonitor.com/spirits -in-japan/report . 

http://www.euromonitor.com/spirits-in-japan/report
http://www.euromonitor.com/spirits-in-japan/report
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Figure 15) Japanese imports of spirits by country of origin, millions of euros  

 
Source: ITC Trade Map 

Pernod Ricard Groupe is the largest European spirits producer in Japan, but has less than one per 

cent of total market share by volume. Instead, market shares are dominated by domestic 

producers, including leading conglomerates such as Suntory, Takara, and Asahi. 

Figure 16) EU share of Japanese spirits imports by category, per cent 

 
Source: ITC Trade Map 
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Growth drivers and trends  

The growth prospects for the spirits market are mixed as changing consumer enthusiasm 

generates rapid fluctuations depending on product category. Ultimately, the Japanese spirits 

market is predicted to contract 5 per cent by 2017 from the base year of 2013. However, this 

contraction is measured in consumption volume, not value, and is expected to come largely at the 

expense of local spirts, such as soju and sake. Japanese consumers remain the third largest market 

for liqueurs, after the US and Germany.117 

FigÕÒÅ ρχɊ 3ÐÉÒÉÔÓȭ ÍÁÒËÅÔ ÓÈÁÒÅ ÂÙ ÐÒÉÃÅ ÐÌÁÔÆÏÒÍȟ volume 

Source: Euromonitor 

                                                           
117 Ȱ4ÈÅ 7ÉÎÅ ÁÎÄ 3ÐÉÒÔÓ -ÁÒËÅÔ ÉÎ *ÁÐÁÎ ×ÉÔÈ 0ÒÏÓÐÅÃÔÓ 5ÎÔÉÌ ςπρχȱ ςω -ÁÙ ςπρτ ÁÖÁÉÌÁÂÌÅ ÁÔȡ 
http://www.vinexpohongkong.com/wp -content/uploads/sites/2/2015/08/IWSR -Japon-ANG1.pdf. 

Product 

category  

Largest 

cohort by 

share 2009  2010  2011  2012  2013  2014  

5 year 

average 

share 

Trend 

direction  

Dark 

Rum 
Premium 84% 82% 80% 80% 80% 80% 81% 

Slight 

decrease 

with gains 

in Mid-

Priced 

range 

Whi te 

Rum 

Mid-

Priced 
46% 49% 53% 60% 60% 60% 54% 

Mid-

Priced 

rums 

winning 

share 

from 

Premiums 

Blended 

Scotch 

Whisky  

Economy 49% 47% 48% 49% 48% 47% 48% Stable 

Gin Economy 60% 59% 60% 63% 63% 63% 61% Increasing 

Vodka 
Mid-

Priced 
52% 51% 54% 56% 56% 56% 54% 

Mid-

Priced 

vodkas 

winning 

shares 

from 

Economy 

and Super 

Premiums 

http://www.vinexpohongkong.com/wp-content/uploads/sites/2/2015/08/IWSR-Japon-ANG1.pdf
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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.118Macroeconomic 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 

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.119 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.120 

Japanese spirits consumption is concentrated in the 50-70 years of age group, who are 

coincidently more likely to seek premium products for their perceived value and better health 

considerations. Furthermore, there is an emerging trend since the 2011 earthquake and tsunami 

ÔÏ×ÁÒÄÓ ȰÂÏÎÄ ÃÏÎÓÕÍÐÔÉÏÎȱȟ ÔÈÅ ÖÁÌÕÅ ÏÆ ÔÈÅ ÄÒÉÎË ÉÓ ÄÅÒÉÖÅÄ ÆÒÏÍ ÉÔÓ ÓÈÁÒÅÄ ÅÎÊÏÙÍÅÎÔ ÁÎÄ 

function as a social and communicational facilitator. This particularly lends toward premium 

spirits as they are served from the same bottle ɀ bonding ɀ and are more likely to be considered 

as quality or exotic, especially when imported.121 

At the same time, EU spirits producers who might normally be well positioned to capitalise upon 

this demand growth for premium products face critical barriers. Namely, declining value of the 

Japanese yen relative to the euro renders imports more expensive and domestic taxes are 

sometimes higher for product categories that are not produced locally. 

Japanese consumers are also increasingly willing to experiment with new products, meaning that 

drinks with lower present market shares may continue to see increased growth driven by 

marketing trends and shifting interests. For example, .ÉËËÁ 7ÈÉÓËÙ $ÉÓÔÉÌÌÉÎÇȭÓ 4ÁËÅÔÓÕÒÕ 

increased its sales by nearly 100 per cent in 2014 when a television drama featured one of its 

founders.122  

3ÉÍÉÌÁÒÌÙȟ ÃÏÎÓÕÍÅÒÓ ÁÒÅ ÒÅÃÅÐÔÉÖÅ ÔÏ ÓÔÒÁÔÅÇÉÅÓ ÉÎÃÌÕÄÉÎÇ ȰÔÉÍÅ ÌÉÍÉÔÅÄ ÆÌÁÇÓÈÉÐ ÓÈÏÐÓȟȱ ÁÓ 

indicated by the success of the Bacardi Midpark Café in Tokyo Midtown. Mojitos and highballs are 

a noticeably successful product concept in Japan at time of publication, corresponding with 

growing white rum and whisky sales.123 4Ï ÔÈÅ ÅØÔÅÎÔ ÔÈÁÔ ÔÈÅ ȬÒÅÁÄÙ ÔÏ ÄÒÉÎËȭ ɉ24$Ɋ ÐÒÏÄÕÃÔ 

phenomenon has succeeded in Japan, there has been some positive interplay with spirits imports. 

                                                           
118 Ȱ3ÐÉÒÉÔÓ ÉÎ *ÁÐÁÎȱ /ÃÔÏÂÅÒ ςπρυ ÁÖÁÉÌÁÂÌÅ ÁÔȡ http://www.euromonitor.com/spirits -in-japan/report . 
119 Ȱ!ÌÃÏÈÏÌÉÃ $ÒÉÎËÓ ÉÎ *ÁÐÁÎȱ /ÃÔÏÂÅÒ ςπρυ ÁÖÁÉÌÁÂÌÅ ÁÔȡ 
http://www.portal.euromonito r.com/portal/analysis/tab . 
120 ȰχȢ !ÌÃÏÈÏÌÉÃ "ÅÖÅÒÁÇÅÓȱ ςπρρ ÁÖÁÉÌÁÂÌÅ ÁÔȡ 
https://www.jetro.go.jp/ext_images/costarica/mercadeo/7Ealcohol.pdf . 
121 Ȱ*ÁÐÁÎ 4ÏÄÁÙȡ !ÌÃÏÈÏÌÉÃ "ÅÖÅÒÁÇÅÓȱ τ $ÅÃÅÍÂÅÒ ςπρτ ÁÖÁÉÌÁÂÌÅ ÁÔȡ 
http://www.jma.or.jp/foodex/en/trends/today/alcoholic.html . 
122 Ȱ3ÐÉÒÉÔÓ ÉÎ *ÁÐÁÎȱ /ÃÔÏÂÅÒ ςπρυ ÁÖÁÉÌÁÂÌÅ ÁÔȡ http://www.euromonitor.com/spirits -in-japan/report . 
123 Ȱ*ÁÐÁÎ 4ÏÄÁÙȡ !ÌÃÏÈÏÌÉÃ "ÅÖÅÒÁÇÅÓȱ τ $ÅÃÅÍÂÅÒ ςπρτ ÁÖÁÉÌÁÂÌÅ ÁÔȡ 
http://www.jma.or.jp/foodex/en/trends/today/alcoholic.html . 

http://www.euromonitor.com/spirits-in-japan/report
http://www.portal.euromonitor.com/portal/analysis/tab
https://www.jetro.go.jp/ext_images/costarica/mercadeo/7Ealcohol.pdf
http://www.jma.or.jp/foodex/en/trends/today/alcoholic.html
http://www.euromonitor.com/spirits-in-japan/report
http://www.jma.or.jp/foodex/en/trends/today/alcoholic.html
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Whisky is a key ingredient for the popular highball cocktail right now, and has thus enjoyed 

increased awareness.124 

Imports of premium scotch whiskies, cognacs, bourbons and brandies remain desirable gift 

options conforming with Japanese etiquette.125 

                                                           
124 ȰχȢ !ÌÃÏÈÏÌÉÃ "ÅÖÅÒÁÇÅÓȱ ςπρρ ÁÖÁÉÌÁÂÌÅ ÁÔȡ 
https://www.jetro.go.jp/ext_images/costarica/mercadeo/7Ealcohol .pdf. 
125 Ȱ)ÎÔÅÒÎÁÔÉÏÎÁÌ 'ÉÆÔ 'ÉÖÉÎÇ %ÔÉÑÕÅÔÔÅ ɀ *ÁÐÁÎȱ τ !ÕÇÕÓÔ ςππτ ÁÖÁÉÌÁÂÌÅ ÁÔȡ 
http://www.1worldglobalgifts.com/japangiftgivingetiquette.htm . 

https://www.jetro.go.jp/ext_images/costarica/mercadeo/7Ealcohol.pdf
http://www.1worldglobalgifts.com/japangiftgivingetiquette.htm
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Figure 18) EU exports by product category, millio ns of euros 

 
Source: Eurostat 

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.126 

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 

ÁÓ ÍÏÒÅ ȬÁÃÃÅÓÓÉÂÌÅȭ ÓÐÉÒÉÔÓ ÁÍÏÎÇ *ÁÐÁÎÅÓÅ ÃÏÎÓÕÍÅÒÓ ÉÎÔÅÒÅÓÔÅÄ 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.127 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 

                                                           
126 Ȱ#ÏÇÎÁÃ ÉÎ *ÁÐÁÎȡ "ÁÒÓȟ ÓÔÒÏÎÇ 9ÅÎ ÁÎÄ ÒÉÃÈ ÂÕÓÉÎÅÓÓÍÅÎȱ υ !ÐÒÉÌ ςπρπ ÁÖÁÉÌÁÂÌÅ ÁÔȡ 
http://blog.cognac -expert.com/japan-bar-yen-rich-business-men/ . 
127 Ȱ%5 ÔÒÁÄÅ ÓÉÎÃÅ ρωωυ ÂÙ (3φȱ ρφ $ÅÃÅÍÂÅÒ ςπρυ available at: 
http://ec.europa.eu/eurostat/data/database . 
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exporters of vodka to Japan, but face entrenched competition from South Korea, which exports 

large volumes to Japan by a Smirnoff manufacturing facility.128 

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 

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.129 For imported spirits, regions within the North and North 

%ÁÓÔ ÒÅÇÉÏÎÓȭ ÔÒÁÄÅ ÌÉÎËÓ ÁÎÄ ÐÒÏØÉÍÉÔÙ ÔÏ ÔÈÅ 2ÕÓÓÉÁÎ &ÅÄÅÒÁÔÉÏÎ ÔÒÁÎÓÌÁÔÅ ÔÏ ÇÒÅÁÔÅÒ Á×ÁÒÅÎÅÓÓ 

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 Japan 

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 

                                                           
128 Ȱ3ÐÉÒÉÔÓ ÉÎ *ÁÐÁÎȱ /ÃÔÏÂÅÒ ςπρυ ÁÖÁÉÌÁÂÌÅ ÁÔȡ http://www.euromonitor.com/spirits -in-japan/report . 
129 Ȱ#ÏÎÓÕÍÐÔÉÏÎ ÏÆ !ÌÃÏÈÏÌȱ ςφ *ÕÌÙ ςπρς ÁÖÁÉÌÁÂÌÅ ÁÔȡ http://stats -japan.com/t/kiji/14569 Ƞ Ȱ3ÔÕÄÉÅÓ 
ÓÈÏ× *ÁÐÁÎÅÓÅ ÐÅÏÐÌÅ ÄÒÉÎËÉÎÇ ÌÅÓÓ ÔÈÁÎ ÅÖÅÒȱ σπ !ÕÇÕÓÔ ςπρυ ÁÖÁÉÌÁÂÌÅ ÁÔȡ 
http://www.japantoday.com/category/lifestyle/view/studies -show-japanese-people-drinking -less-than-
ever. 

http://www.euromonitor.com/spirits-in-japan/report
http://stats-japan.com/t/kiji/14569
http://www.japantoday.com/category/lifestyle/view/studies-show-japanese-people-drinking-less-than-ever
http://www.japantoday.com/category/lifestyle/view/studies-show-japanese-people-drinking-less-than-ever
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ÁÎÄ ÓÐÉÒÉÔÓȭ ÐÒÅÓÅÎÃÅ ÁÓ Á ËÅÙ ÉÎÇÒÅÄÉÅÎÔ ÉÎ 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. 

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. 

!ÄÄÉÔÉÏÎÁÌ ÉÎÆÏÒÍÁÔÉÏÎ ÉÓ ÁÖÁÉÌÁÂÌÅ ÔÈÒÏÕÇÈ ÔÈÅ .ÁÔÉÏÎÁÌ 4ÁØ !ÇÅÎÃÙȭÓ Ȱ!ÌÃÏÈÏÌ 2ÅÐÏÒÔȱ ɉÉÎ 

Japanese). 

Figure 20) Japan off trade spirits distribution breakdown, per cent 

 2009  2010  2011  2012  2013  2014  

Food/drink/tobacco 

specialists  
38.1% 37.4% 36.8% 36.4% 36.5% 36.5% 

Convenience stores / 

Independent small grocers  
5.0% 5.0% 5.0% 4.7% 4.7% 4.5% 

Supermarkets  44.6% 45.0% 45.3% 45.5% 45.5% 45.6% 

Department stores/mass 

merchandisers/warehouse 

clubs/  

10.3% 10.5% 10.8% 11.0% 10.9% 10.8% 

Internet Retailing  1.9% 2.0% 2.2% 2.4% 2.5% 2.6% 

Source: Euromonitor 

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.130 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 

                                                           
130 Ȱ*ÁÐÁÎȭÓ 7ÉÎÅ -ÁÒËÅÔ #ÏÎÔÉÎÕÅÓ 'ÒÏ×ÔÈȱ ςφ &ÅÂÒÕÁÒÙ ςπρτ ÁÖÁÉÌÁÂÌÅ ÁÔȡ 
http://gain.fas.usda.gov/Recent%20GAIN%20Publications/Wine%20Annual_Tokyo%20ATO_Japan_2-
26-2014.pdf. 

http://gain.fas.usda.gov/Recent%20GAIN%20Publications/Wine%20Annual_Tokyo%20ATO_Japan_2-26-2014.pdf
http://gain.fas.usda.gov/Recent%20GAIN%20Publications/Wine%20Annual_Tokyo%20ATO_Japan_2-26-2014.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. Liqueurs such as 

Cointreau and Bols are among spirits that are particularly successful in these establishments, as 

they aÒÅ ÒÅÇÁÒÄÅÄ ÁÓ ȰÁÕÔÈÅÎÔÉÃȱ ÃÏÃËÔÁÉÌ ÂÁÓÅÓȢ131 

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.132 

Whereas whiskies and brandies tend to attract higher price consumers, 70 per cent of gins, 

vodkas and rums are distributed to bars and nightclubs to be used in the making of cocktails. 

Younger consumers who purchase spirits in bars, clubs, and karaoke clubs are an important 

demographic for low to mid-price-point spirits. These consumers will also seek out recognised 

brands however they are unlikely to purchase premium or ultra-premium offerings as 

consumption in these social settings are less formal and focus less on giving face than in a 

business context. Domestic producers have also increasingly targeted younger consumers with 

new product offerings and brand positioning.133 

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.  

  

                                                           
131 ȰχȢ !ÌÃÏÈÏÌÉÃ "ÅÖÅÒÁÇÅÓȱ ςπρρ ÁÖÁÉÌÁÂÌÅ ÁÔȡ 
https://www.jetro.go.jp/ext_images/costarica/mercadeo/7Ealcohol.pdf . 
132 Ȱ*ÁÐÁÎ ɀ !ÌÃÏÈÏÌ #ÏÎÓÕÍÐÔÉÏÎȡ ,ÅÖÅÌÓ ÁÎÄ 0ÁÔÔÅÒÎÓȱ ςπρτ Ávailable at: 
http://www.who.int/substance_abuse/publications/global_alcohol_report/profiles/jpn.pdf . 
133 Ȱ3ÐÉÒÉÔÓ ÉÎ *ÁÐÁÎȱ /ÃÔÏÂÅÒ ςπρυ ÁÖÁÉÌÁÂÌÅ ÁÔȡ http://www.euromonitor.com/spirits -in-japan/report . 

https://www.jetro.go.jp/ext_images/costarica/mercadeo/7Ealcohol.pdf
http://www.who.int/substance_abuse/publications/global_alcohol_report/profiles/jpn.pdf
http://www.euromonitor.com/spirits-in-japan/report
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Market Access and Entry  

Spirits do not face specific market access restrictions in Japan, though market access is restricted 

for certain food additives.134 For example, alcohol imports have been rejected from Japan on 

occasion for containing copper sulfates, sorbic acids, and other prohibited additives.135 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: 

Á 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); 

Á Customs import declaration; 

Á Commercial invoice; 

Á Bill of lading or air waybill; 

Á Packaging list (if deemed necessary); 

Á Freight accounts (if deemed necessary); 

Á Insurance certificate (if deemed necessary); 

Á Detailed statement on reductions of or exemption from customs duty and excise tax (if 

applicable); 

Á Proof of payment of customs duties (in case of dutiable goods); 

Á And a non-preferential proof of origin. 

Specific required documents related to the import of spirits include: 

Á Licence to sell alcoholic beverages (under the Liquor Tax Law); 

Á Authorisation of Foreign Foodstuffs Manufacturers; 

Á Import Notification for Food and Food Products; and 

Á 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 ɀ 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.  

                                                           
134 The full list of approved food additives as of the date of publication can be found here. 
135 ȰχȢ !ÌÃÏÈÏÌÉÃ "ÅÖÅÒÁÇÅÓȱ ςπρρ ÁÖÁÉÌÁÂÌÅ ÁÔȡ 
https://www.jetro.go.jp/ext_ima ges/costarica/mercadeo/7Ealcohol.pdf. 

http://www.ffcr.or.jp/zaidan/FFCRHOME.nsf/7bd44c20b0dc562649256502001b65e9/5c2f5445d31454e54925690b0006ccdb/$FILE/15.09.18E.pdf
https://www.jetro.go.jp/ext_images/costarica/mercadeo/7Ealcohol.pdf
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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: 

Á Product name; 

Á List of food additives used; 

Á Alcohol content expressed in volume; 

Á Information whether the beverage is effervescent; 

Á Name and address of the importer and distributor; 

Á Warning statement that the beverage is not to be consumed by minors; and 

Á 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.  

Intellectual property r ights  

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.   

  

http://madb.europa.eu/madb/datasetPreviewIFpubli.htm?datasettype=prod
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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, pilsner-

style 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).136 

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.137 

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. 

  

                                                           
136 Ȱ"ÅÅÒ ÉÎ *ÁÐÁÎȱ /ÃÔÏÂÅÒ ςπρυ ÁÖÁÉÌÁÂÌÅ ÁÔȡ http://www.euromonitor.com/beer -in-japan/report . 
137 ȰχȢ !ÌÃÏÈÏÌÉÃ "ÅÖÅÒÁÇÅÓȱ /ÃÔÏÂÅÒ ςπρυ ÁÖÁÉÌÁÂÌÅ ÁÔȡ http://www.euromonitor.com/alcoholic -drinks-
in-japan/report . 

http://www.euromonitor.com/beer-in-japan/report
http://www.euromonitor.com/alcoholic-drinks-in-japan/report
http://www.euromonitor.com/alcoholic-drinks-in-japan/report































































































































































































