
Strategy by Segment

As one of the world’s largest seafood sup-
pliers, we are building a robust value chain 
to deliver safe and secure blessings of 
nature on a global scale.

Director, Senior Managing Executive Officer
Supervisor of Marine Products Business Segment, 
Director of Fishery Business Unit

Osamu Momiyama

Consideration of business environment and medium-term direction
In recent years, with the increase in fish consumption  due to the growing health consciousness of developed countries 
such as Europe and the U.S., and the population increase in emerging countries such as China and India, the demand 
for fish is increasing  worldwide. This has led to fierce competition for marine resources on a global scale, as well as 
soaring fish prices. The expansion of our overseas market base is an important theme not only to enhance our ability to 
offer a diverse range of fish products but also to respond to the global competition for seafood products. The Maruha 
Nichiro Group will secure new resource access, including through collaboration and acquisitions, and promote the 
strengthening of processing functions suited to the fast-growing overseas seafood products market. We will also iden-
tify the needs of overseas markets and promote the development of a product line that is compatible with both those 
local and third-country markets at our production bases located in emerging countries, which until now have mainly 
produced products targeted at the Japanese market.

Meanwhile, in Japan, as people consume more meat due to the westernization of the diet and as the population declines 
due to the falling birthrate and aging population, the consumption of seafood products is on a downward trend partly 
because of soaring fish prices. The Maruha Nichiro Group will strive to strengthen procurement and supply capabilities, 
develop market-oriented products that respond to consumer needs, and contribute to the popularity of fish consumption . 
Japan’s self-sufficiency rate for seafood products is about 60%, and it relies on imports for nearly 40%, so revitalizing the 
domestic fishing industry has become a significant issue. In this context, the Maruha Nichiro Group will strive for domestic 
fishing industry revitalization while at the same time giving consideration to the sustainability of marine resources.

FY2021 Plan
Net Sales (After applying the revenue 
recognition standard)

499.1 billion yen

FY2021 Plan
Operating Income

8.3 billion yen

Fishery  Business
●  Comply with resource management based on scientific knowl-

edge, consideration for the environment, and external communi-
cation of measures implemented

●  Promote in-house processing, branding, and diversification of 
sales channels to increase the value of our catch

Aquaculture Business
●  Further promoting the development of innovative aquaculture 

technologies, including land-based aquaculture
●  Further transformation to compound feed with reduced environ-

mental impact

Marine Products Trading
●  Strengthening the Group’s supply chain, such as cooperation 

with the Institutional Foods Business Unit
●  Acquiring and developing processing bases that can be used by 

the Company and its Group companies

Marine Products Wholesaling
●  Cooperation in sales and human resource interaction within the 

Group
●  Shift to a reorganization of market wholesalers and sales to 

retail stores

Overseas Business
● Investment in fishing vessels to secure marine resources
●  Establish strategic sales policies for the North American and 

European markets
●  Reorganizing local subsidiaries in Southeast Asia and China and 

improve sales capabilities

■ Countermeasures to address strengths, weaknesses, opportunities, and threats

■ SWOT Analysis of the Marine Products Business Segment

Strength
Fishery Business
●  Possess fishing rights and catch quotas in areas and for spe-

cies for which resource management is strictly enforced 
(North American Alaska pollock, Patagonian toothfish, etc.)

●  Accumulate operation technologies that are highly trusted by 
supervising authorities and industry stakeholders

Aquaculture Business
●  Maintain a stable supply (production) system for the largest 

estimated production volume of Pacific bluefin tuna and 
greater amberjack in Japan

 ●  Provide a supply of non-frozen, super fresh seafood products 
through domestic production

Marine Products Trading
●  A domestic and international seafood products procurement 

network that has been in continuous operation for many years

Marine Products Wholesaling
●  The ability to accumulate domestic seafood products

Overseas Business
●   An integrated system that handles everything from processing 

to sales of Alaskan seafood products (Alaska pollock, crab, etc.)
●   Manage the entire production from development to processing 

by our own employees at group processing bases such as that 
in Thailand

Weakness
Fishery Business
●  Aging of commercial vessels (cost of replacement vessels)

Aquaculture Business
●   The longer it takes to ship, the higher the production costs, 

inventory risk, market risk, disaster risk, and fish disease risk

Marine Products Trading
●   The Japanese market, as our main market, leads to limited 

growth potential
●   Difficulties in differentiating from competitors due to our main 

focus on product purchases

Marine Products Wholesaling
●    Declining sales in the market (via intermediate wholesalers, 

fresh fish stores, sushi restaurants, and small Japanese dish 
restaurants), which had been the main source of sales

●   Poor sense of market-in as a business characteristic

Overseas Business
●    Persistently insufficient in knowledge, human resources, 

experience, and other skills for selling overseas
●  Weak local market development (local production, local sales) 

in Southeast Asia and China

Opportunity
Fishery Business
●   Increase the value of natural marine resources associated with 

the popularization of fish-eating culture
●    Expand of business by eliminating small and medium-sized 

businesses

Aquaculture Business
●    Increase demand for farmed fish as environmental awareness 

increases

Marine Products Trading
●    A market for unserved sales channels remains, such as com-

mercial wholesalers and e-commerce sites

Marine Products Wholesaling
● Untapped sales channels remain

Overseas Business
●     Secure Alaskan seafood products (Alaska pollock, Pacific cod, 

crab, etc.) as a sustainable resource
●    Revitalize markets in North America and Europe

Threat
Fishery Business
●  Stagnant sales due to worsening political environment 

between countries
●  Lower external evaluation due to delay in initiating activities to 

conserve fishery resources

Aquaculture Business
●  Growing risk of disasters and fish diseases as a result of 

changes in the global environment
●  Decline in seafood products transaction prices as a result of 

low-priced tuna imports and an economic downturn

Marine Products Trading
●  Decline in relative position in international markets as a result 

of declining domestic seafood products consumption and 
purchasing power

●  Recession in restaurant and institutional food business due to 
COVID-19, closures, and bankruptcy of wholesalers, etc.

Marine Products Wholesaling
●  Decline in wholesale market penetration rate due to oligopoly 

of production areas (fishing cooperatives) and actual consum-
ers (retail stores and restaurant chains)

Overseas Business
●  Increase in production costs in North America and Southeast Asia

Marine Products Business Segment
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Strategy by Segment

The Fishery Business Unit is composed of Group compa-
nies located mainly in Japan and Oceania. Due to the 
impact of COVID-19, prices of high-end   fish such as 
Patagonian toothfish , which is our mainstay product, 
continue to be weak, but by increasing in-house process-
ing and diversifying our sales channels, we will strive to 
secure profits. In addition, while developing and imple-
menting suitable plans for the replacement of aging 
vessels,  regarding fisheries as a sustainable business, 
we will continue to disseminate our commitment to 
resource management based on scientific knowledge 
and consideration for the environment.

■ Fishery Business Unit Growth Strategy

We will continue to promote cooperation in categories 
where the market is strong, such as fresh fish and salted 
and dried products, and expand off-market sales, espe-
cially to where Maruha Nichiro’s strengths lie, such as 
retail and foodservice businesses. In addition, in order to 
capture the off-market sales channels that the Marine 
Products Wholesaling Unit should develop in the future, 
we will transition to market-in processing based on a 
sales strategy that focuses on end-users. To strengthen 
sales to the growing overseas market, we will effectively 
utilize each of our wholesaling companies’ fresh fish 
collection capabilities and processing functions as part 
of our efforts to strengthen off-market distribution.

■ Marine Products Wholesaling Unit Growth Strategy

We forecast that it will take some time for  both sales of 
bluefin tuna and live fish, which are high-end products, to 
restaurants and commercial customers and for the 
market to recover . Over the medium to long term, while 
avoiding the risk of natural disasters, which are on the rise 
due to global warming, we will control costs and risks by 
reducing the scale of egg-to-harvest bluefin tuna, which 
requires further technological improvements. By leverag-
ing joint research with the Japan Fisheries and Education 
Agency-National  Research Institute of Fisheries Science 
(see page 21) and the Aquaculture Technology Develop-
ment Center to develop and cultivate eggs to produce 
high-value-added fish that other companies are simply 
unable to match . Meanwhile, with respect to existing 
farmed  fish, including those originating from wild-caught 
seeds , we will encourage intra-group cooperation to take 
advantage of economies of scale and build relationships 
with end users that commit to a certain sales volume.

■ Aquaculture Business Unit Growth Strategy

Each business base faces different challenges, such as 
cost reduction, sales force improvement, capital invest-
ment, and securing of human resources. We will continue 
to strengthen our revenue base, enhance resource access, 
and promote overseas sales in order to build a system 
that allows each company to be self-reliant. Despite our 
forecasts of rising raw material procurement costs and 
intensifying competition in the pet food business in Thai-
land, we will focus our efforts on sales promotion, includ-
ing the recruitment of new customers. Meanwhile, in our 
North American business, we will seek to further secure 
resources such as Alaska pollock and Pacific cod. In addi-
tion, we are aiming to increase our share of the European 
market, including the utilization of the supply chain within 
the unit in our European business.

■ Overseas Business Unit Growth Strategy

Although we have built a solid position as a top supplier 
in Japan, the Japanese and overseas business environ-
ment continues to be uncertain due to the impact of 
COVID-19. In addition to our efforts to strengthen 
resource access in order to continue stable procurement 
of raw materials, we are expanding sales through grow-
ing sales channels and commercial products, developing 
corresponding processing bases, strengthening our fresh 
fish sales coordination functions. We are also promoting 
the strengthening of the Group supply chain through 
cooperation with Japanese and overseas sales networks.

■ Marine Products Trading Unit Growth Strategy

Australian fishing company’s response to preventing fishing gear loss for marine conservation
Austral Fisheries Pty Ltd., an Australian fishing company, catches luxury  fish such as Antarc-
tic toothfish within its EEZ*1 in the Antarctic Ocean. Before and after operations, fishing gear 
such as longlines are inspected and repaired. They replace parts  that are shown to be worn-
out or damaged. If the gear is lost during operations, the equipment is used to salvage  and 
recover it. If the fishing gear cannot be salvaged immediately  , we record  information such as 
the date, time, location, contents and condition of the missing gear and how it was lost. Such 
information is then shared with other vessels, thereby increasing the likelihood of recovery. 
The same information is reported to the authorities, and the results are taken into account in 
resource assessments, such as the amount of fish that can be caught. This reporting has 
allowed the vessels to go out before the start of and after the end of the fishing season with 
permission from the authorities to collect uncollected fishing gear.

Austral Fisheries  is also a member of the Global Ghost Gear Initiative (GGGI)*2 and gathers 
information on fishing gear management.

*1 EEZ: Exclusive Economic Zone
*2  GGGI: The world’s largest cross-sectoral  alliance committed to  driving solutions to the problem of lost, abandoned, and 

otherwise discarded fishing gear worldwide

Looking Ahead to the Realization of a Sustainable Society
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Strategy by Segment

Consumer Frozen Foods Business
●  Product development differentiated by the integration of 

research, marketing, production, and sales
●   Capital investment in growth-forecast categories, as well as 

reorganization and enhancement of production facilities

Consumer Processed Foods  Business
●   Cultivate individual products (and product series) to succeed 

“Akebono Salmon” and “Tsukihana Saba”
●  Develop and strengthen sales of high value-added products that 

meet the need for time-saving products, individual meals, and 
healthier products

Institutional Foods  Business
●  Product development and sales activities in response to changes 

in sales channels

●  Increased business profitability through leveraging the Group’s 
internal production bases

Meat and Products Business
●  Expansion of livestock meat product categories by leveraging 

reduced import tariffs
●  Diversification of sales channels through cooperation with other 

departments within the Group

Foods & Fine Chemicals Business
●  Strengthen raw material procurement capabilities with an 

awareness of cooperation within the Group
●  Leverage overseas bases, tie-ups with external entities and 

proactively promote external alliances

■ Countermeasures to address strengths, weaknesses, opportunities, and threats

■ SWOT Analysis of the Processed Foods Business Segment

Strength
Consumer Frozen Foods
●  Product development capabilities for pre-cooked frozen food 

cultivated over many years
●  Integrated profit and loss management from production to 

sales with the awareness of single product accounting

Consumer Processed Foods
●  Maruha Nichiro’s brand power in the canned seafood products 

market
●  Ownership of a plant near the fishing grounds, enabling pro-

curement with superior quality and price

Institutional Foods Business
●  A specialized organization that focuses on diverse sales channels
●  Ownership of a number of dedicated plants specializing in 

institutional-use frozen foods

Meat and Products Business
●  Imported pork procurement capabilities from a wide range of 

suppliers 
● Handling of Japan’s top heifers at Nichiro Chikusan Co.,Ltd.

Foods & Fine Chemicals Business
●  Procurement capabilities of raw materials based on trust and 

brand power, and taking in of high-quality core raw materials
●  Manufacturing track record and technical abilities cultivated 

over many years at our own plants, and a broad sales network

Weakness
Consumer Frozen Foods Business
●  Insufficient brand recognition among frozen food consumers
●  Bias in category sales composition (high component ratio in 

lunchbox category)

Consumer Processed Foods Business
●  Mainly business development in highly mature markets

Institutional Foods Business
●  Many imported products, easily affected by foreign exchange 

rates
●   Large numbers of product categories and items, lacking effi-

ciency in terms of sales management

Meat and Products Business
●  Business model primarily based on imported meat materials 

and susceptible to market fluctuations
●  Low profitability due to little processing and added value of the 

items handled

Foods & Fine Chemicals Business
●   Aging of plants, insufficient mechanization of manufacturing 

processes

Opportunity
Consumer Frozen Foods Business
●  A growing demand for convenient foods due to the increase in 

dual-income households
●  A growing number of frozen food consumers due to COVID-19 

at-home demand

Consumer Processed Foods  Business
●  Rising health consciousness (increased health awareness and 

recognition of fish-eating)
●  Increased opportunities to consume processed foods due to 

the growing need for time-saving product needs and individual 
meal needs

Institutional Foods Business
●  Growth in online shopping and home delivery channels, 

increase in the handling of commercial products at retail stores
●  Increased demand for prepared foods in nursing homes and 

other facilities as a result of labor shortages

Meat and Products Business
●  Relaxation of regulations in the meat import environment as a 

result of progress in economic cooperation agreements and 
trade agreements with overseas countries

● Increased meat consumption in Japan

Foods & Fine Chemicals Business
● Increased global awareness of health and disease prevention
● Expansion of the freeze-dried food market, especially in Japan

Threat
Consumer Frozen Foods Business
●  Market contraction in the lunchbox category as a result of the 

declining birthrate and aging population
●  Raw material procurement risk as a result of declining seafood 

products resources

Consumer Processed Foods  Business
●  Fluctuations in raw material prices and the procurement 

environment (seafood products resources, raw fruit materials)

Institutional Foods Business
●  High costs caused by labor shortages and environmental 

changes (natural disasters, poor fishing, etc.)
● Further increases in logistics costs

Meat and Products  Business
●  Spread of livestock infectious diseases and soaring prices of 

feed grains
●  Elevation of international meat prices

Foods & Fine Chemicals Business
●  Elimination of barriers to entry through Japan-specific 

deregulation

We focus on the development and sale of 
food products that meet the diversifying 
needs of customers in line with changes in 
society, such as the declining birthrate and 
aging population, and increasing at-home 
consumption, with the aim of continuing to 
contribute to the health of people around 
the world.

Director, Senior Managing Executive Officer
Supervisor of Processed Foods Business Segment, Business Support Division, 
In charge of Domestic Plantst

Sadahiko Hanzawa

Processed Foods Business Segment

Consideration of business environment and medium-term direction
A continued decline in meals consumed is predicted in the Japanese  food market due to a shrinking and aging popula-
tion, but the declining number of people per household, aging population, and labor shortages will presumably increase 
needs more  for time-saving and convenient products, single-serving and low volume products, and health-conscious 
products. The Processed Foods Business Segment will aggressively develop products suited to these needs and by 
strengthening cooperation between divisions within the Group, we will operate under the assumption that further busi-
ness expansion is feasible.

On the other hand, many costs such as raw materials , labor, and logistics are trending upward over the medium to 
long term, presumably creating an environment that poses challenges to generating profits. We see a need for action 
that includes cost reductions through productivity gains, the development of high value-added products , and the pur-
suit of low-cost operations.

As far as the impact of COVID-19 is concerned, the number of people vaccinated is expected to increase and a grad-
ual recovery in social activities is anticipated, and stable sales of products for home use are expected as at-home con-
sumption takes root. However, we assume sluggish sales of products for business use, mainly in restaurants, will 
continue for some time. We are working to gain a correct and quick understanding of post-pandemic lifestyle changes 
so we can flexibly adapt our sales strategy and product development strategy.

FY2021 Plan
Net Sales (After applying the revenue 
recognition standard)

292.2 billion yen

FY2021 Plan
Operating Income

9.4 billion yen
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Strategy by Segment

With the at-home consumption of food products demand 
due to the COVID-19 pandemic, a tailwind is blowing for 
frozen foods. The Company will improve its product 
development capabilities in cooperation with the mar-
keting as well as research and product development 
departments in order to enhance staple food and home-
prepared food products, which are expected to see fur-
ther growth in the future.

In addition, we will conduct sales promotion activities 
in concert with locations of operation to expand sales 
and enhance brand recognition. We will also expand 
production capacity by re-structuring and investing in 
production facilities.

On the revenue side, we will further increase profit-
ability by further strengthening the business manage-
ment system that integrates production and sales using 
the gains and losses on an individual product basis man-
agement system.

■ Consumer Frozen Foods Business Unit Growth Strategy

Although we are experiencing a drop in the production 
capacity of overseas meat-producing regions due to the 
COVID-19 pandemic, as well as the fact that international 
prices are on an upward trend due to a recovery in 
demand brought about by an increase in vaccinations, 
soaring feed grain prices, and intensifying competition for 
meat from the spread of livestock infectious diseases, the 
purchasing power in Japan remains sluggish, and the 
business environment is forecast to remain challenging. 
Meanwhile, from here out, the elimination or reduction of 
import tariffs on meat will be achieved through economic 
cooperation agreements. Recognizing this as a good 
opportunity to expand the handling of new commercial 
products and to cultivate new customers, we will aim to 
improve profitability by expanding raw materials for pro-
cessing, strengthening value-added commercial products, 
and at the same time, deepening cooperation with other 
departments within the Group to diversify sales channels.

■ Meat and Products Business Unit Growth Strategy

For our existing product lineup (canned foods, fish sau-
sages, jelly), we will increase customer loyalty by 
strengthening brands supported by high quality, and by 
differentiating ourselves from competitors and estab-
lishing a competitive advantage, we will further improve 
profitability. It is also important to take the position of 
expanding into new domains that are derived from exist-
ing businesses, and we will promote expanding into the 
field of handling “commercial room temperature food 
products” that are not bound by the framework of exist-
ing businesses. Through these efforts, we will expand 
the scale of our overall business portfolio and enhance 
our presence in the market in terms of both quality and 
quantity, including brand value.

In contrast, we will continue to optimize our produc-
tion systems and build logistics systems (building a 
co-distribution system) in an effort to further improve 
the efficiency of our business.

■ Consumer Processed Foods Business Unit Growth Strategy

People’s concern for their health is increasing every year 
due to the aging society, and since chondroitin and DHA/
EPA products continue to be strong, we will maintain our 
production system at full capacity and strive to expand 
sales. We are also working on expanding the range of 
materials for Foods with Functional Claims and on 
expanding the scope of sales of high-purity EPA for 
medicines.

In addition, we are working on expanding the scope of 
our business by expanding sales of freeze-dried prod-
ucts, focusing on products with high profitability, and the 
operation of additional facilities will contribute to profit 
and loss for the year. To meet the increasing future 
demand, we are considering adding additional produc-
tion facilities during the next Medium-term Management 
Plan period.

■ Foods & Fine Chemicals Unit Growth Strategy

In response to the dramatic changes in the market envi-
ronment caused by COVID-19, we are working to swiftly 
identify needs through sales activities close to each 
channel and implement proposals with a sense of speed. 
We will also promote the development of new markets 
for professional-use products such as online shopping 
and drugstores.

On the other hand, low-cost operations are also a 
pressing issue. We will control increased production 
costs by optimizing production lines and improving effi-
ciency through capital investment, etc. In terms of sales, 
we will improve profitability by strengthening the man-
agement of gains and losses on an individual product 
basis and optimizing logistics.

■ Institutional Foods Business Unit Growth Strategy

Maruha Nichiro Corporation entered the nursing care food business in 2004, and has developed nursing-care foods for use at hospi-
tals and facilities that meet the needs of dietitians and facility staff engaged in medical and nursing care, as well as commercial 
nursing care food for customers who are receiving care at home.

Those who are receiving nursing care at hospital facilities are able to obtain meals with nutrition and physical properties set out 
by nutritionists; however, it is difficult to reproduce the same level of meals at home, which is one of the factors raising barriers to 
home care.

Hence, Maruha Nichiro Corporation launched the “Yasashii Okazu Set” series in April 2021, based on the concept of providing high 
nutrition, tasty and abundant menus both for hospital facilities and home. This became 
the first set menu of our nursing care food products, and we created a total of 42 items 
for three meals a day for two weeks, focusing on breakfast, lunch, and dinner, as well as 
Japanese, Western, and Chinese standard menus, so that customers would enjoy their 
meals without getting bored. This is a small-portion, high-nutrient frozen mousse meal 
set that can be prepared in the microwave with the tray. It is easy to eat and nutritious.

As the chronic shortage of labor in medical and nursing care facilities persists, we will 
continue to work toward solving social issues in order to reduce the burden on those 
engaged in medical and nursing care and to support the shift from hospital facilities to 
home care.

Development of nursing care food to reduce the burden of nursing care

Looking Ahead to the Realization of a Sustainable Society

An example of a mousse 
meal  for breakfast
Grilled salted salmon

An example of a mousse 
meal  for dinner
Hamburg steak with 
tomato sauce

39Maruha Nichiro Group Integrated Report 2021

P
resident’s M

essage
P

rofile
Strategies and R

esults in Value Creation
Platform

 for Sustainable G
row

th

38 Maruha Nichiro Group Integrated Report 2021



Strategy by Segment

Leveraging our port area location, we mainly handle 
marine products and meat products but will also 
increase our handling of frozen food in the future. 
Responding to comprehensive logistics demands is the 
key to survival in the future, and playing a role in the 
infrastructure of group cooperation will be the corner-
stone of our future strategy. For the FY2021, we will 
continue to focus on strengthening the transportation 

and delivery functions of the Nagoya Logistics Center, 
which opened in April 2021 as our core base for the 
Chubu region, as well as ensuring its stable operation.

Also, in promoting scrap and build, we have initiated 
the study of new logistics bases based on the concept of 
energy and manpower saving, and we will promote the 
further enhancement of our integrated logistics services.

■ Logistics Unit Growth Strategy

Logistics Segment

■ SWOT analysis in the Logistics Segment

Strength
●  Stable business base in the cold storage business, leveraging 

our location in port areas
●  Storage capacity of approximately 600,000 tons throughout Japan
●   Our brand power as Maruha Nichiro Group and our holding of 

Group cargo as base cargo

Weakness
●  Slow development of bases to strengthen the transportation 

business
●   A decline in the distribution of seafood products and slow 

response to processed products, especially frozen food
●  Low share of warehouse capacity in the Kansai region

Opportunity
●  An increase in customer demand for total logistics
●   An increase in demand driven by an increase in frozen food, 

etc. (bulk cargo)

Threat
●  Increased cost due to higher construction fees and higher 

electricity fees
●  Increased labor costs as a result of the declining birthrate and 

aging population as well as labor shortages
●  Stronger regulations through laws related to reforming work-

ing lifestyles

●  Expansion of the size of warehouses by promoting the scrap 
and build plan

●  Improvement of transportation and delivery bases in the 
Kansai region

●  Reduction of electricity usage by continuing to switch to 
energy-saving equipment

●  Collecting proper fees in response to rising costs due to labor 
shortages and increase in bulk cargo

●  Improvement of operational efficiency through the introduction 
of new technologies and solutions

●  Building new logistics centers equipped with automated 
warehouses

■ Countermeasures to address strengths, weaknesses, opportunities, and threats

Looking Ahead to the Realization of a Sustainable Society

On April 1, 2021, Maruha Nichiro Logistics, Inc. commenced operations at the Nagoya Logistics 
Center. This marks the first time in three years since the Heiwajima Logistics Center (Tokyo) that 
the company has newly started operations.

This center (1) has adopted an automated warehouse to save on labor in response to future 
labor shortages, (2) uses natural refrigerants (CO2/NH3 ) for its cooling system in consideration of 
the environment, (3) has secured convenient access to the expressway, and (4) has secured a high 
level of safety with its seismically isolated structure for a freezer building that is designed to 
withstand major earthquakes. It is also a designated emergency evacuation site in the event of a 
disaster. In terms of business, the company will play a role as a core transportation and distribu-
tion base in the Chubu region in cooperation with Runtec Corporation. This center will be operated by Maruha Nichiro Logistics, Inc. 
and cargo handling services will be provided by Maruha Nichiro Logistics Service Chubu Corporation.

We are committed to fulfilling our role as social infrastructure by supporting the safety and security of food from the perspective 
of logistics.

Food safety and security are supported from the aspect of logistics as social infrastructure

Nagoya Logistics Center

The Logistics Segment manages distribu-
tion centers mainly at major Japanese trade 
ports, with facilities capable of handling 
approximately 600,000 tons. As a logistics 
business that supports people’s daily life 
infrastructure, we will continue to provide 
comprehensive logistics services, including 
customs clearance, storage, and transpor-
tation of a wide range of products, with a 
focus on low-temperature products.

Director, Managing Executive Officer
Supervisor of Corporate Management Division, Director of Logistics Unit

Shinichiro Takeda

Consideration of business environment and medium-term direction
With lifestyle and family structure changes  and product lineups diversifying, inventories of refrigerated and frozen 
cargo in Japan have increased by 20% from  20 years ago. Mainly as a result of a higher demand for frozen food, there 
has been a remarkable increase in bulk products requiring large storage space, while the importance of logistics oper-
ations  have grown to an unprecedented level.

In recent years, storage demand has been strong in  metropolitan areas, and the capacity to accept inventories has 
been chronically strained. In addition, beginning in 2020, COVID-19 has stagnated demand for commercial products and 
cargo movement has slowed down. This phenomenon has caused the transport   business to stagnate. These develop-
ments in 2020 have begun to also exert an impact on the Logistics Unit. Looking forward, as we try to gauge when the 
COVID-19 pandemic will be brought under control, we are ensuring excess capacity to accept frozen foods inventories 
amid a surge in consumer demand, and we are monitoring cargo movement trends for commercial products, while we 
proactively operate so as to avoid missing business opportunities.

FY2021 Plan
Net Sales (After applying the revenue 
recognition standard)

16.5 billion yen

FY2021 Plan
Operating Income

1.8 billion yen
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