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Business Portfolio Management
Under the new mid-term management plan Reborn 2024, FUJI ROIC ( P33) has been introduced as a tool to promote both portfolio 

management and business management in order to continue sustainable growth in a rapidly changing business environment.

1  Focus on Businesses with High Growth Potential
In addition to allocating resources to the Industrial Chocolate Business, we are focusing on initiatives focused on new business 

creation ( P74) as next-generation businesses with differentiated product groups in high-growth markets.

2  Shift to High Value-Added Products in Each Business
In existing business areas, our overall policy is to increase the proportion of higher value-added product lines and build a highly 

profitable product portfolio within each business. Under Reborn 2024, we are strengthening our four business axes and reinforcing 

management using FUJI ROIC.

<Growth Business> Growth Opportunities for Compound Chocolate

The Fuji Oil Group’s strength lies in functional, high-quality compound chocolate supported by our own technologies for vegetable fats for chocolate 
and the world’s leading share of industrial chocolate. With the increasing variety of food in developed countries and an expected increase in 
demand for chocolate products in emerging countries that have an abundance of warm regions, compound chocolate, which can be combined 
with a variety of foods and is adaptable to different temperature zones, is expected to grow at a high rate. Therefore, we believe that we can 
expect profitable and high-growth business by concentrating our investments in the Industrial Chocolate Business, with a focus on compound 
chocolate. To this end, we are working on focused allocation of resources, including M&A.

Actively engaged in M&As

Sales Volume of Industrial Chocolates and Relevant M&As
(Thousand tons)

Next-generation businesses Growth businesses

Products with low competitiveness in 

Soy-Based Ingredients Business

Products with low competitiveness in 

Emulsified and Fermented 
Ingredients Business

New Business 
Fields

Vegetable Oils and Fats Business
•  Technology and business infrastructure
•  Foundation of sustainability for raw materials

Industrial Chocolate Business
•  High global market share
• High growth potential in areas of strength
•  Expected continued growth through aggressive 

business investment

Growth potential

High

Low High

ROIC

Business Strategy
After transitioning to a Group headquarters system in 2015, we adopted a 
management system centered on execution by business area to achieve 
sustainable development. Simultaneously, we promoted business management and 
global strategies based on our four business axes, with the aim of achieving 
overall optimization.
 Under the new mid-term management plan, we will strengthen management 
by business axis while promoting the development of new business fields that 
transcend the boundaries of the four businesses to nurture businesses that create 
new value.

Restructured businesses

High added value Growth investment

Become a capital 
efficient business by 

managing ROIC

Foundational businesses

FUJI OIL GROUP Integrated Report 202262 63FUJI OIL GROUP Integrated Report 2022

B
usiness S

trategy

Industrial Chocolates
(World’s Third-Largest Share)

Company A

Company B

Fuji Oil Group

Company C

Company D

Company E

Note: According to Group research

Harald Indústria e 
Comércio de Alimentos 

Ltda (Brazil)

Fuji Global Chocolate 
(M) Sdn. Bhd. 

(Malaysia)

Industrial Food 
Services Pty. Ltd. 

(Australia)

Blommer  
Chocolate Company  

(United States)
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Palm oil and 
shea kernels
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Soybeans

• Each region

• Each Group company

Management of Business Segments and Regions

Management of Business Segments 
Amid the increasing globalization of our business, there is a 

growing need for us to implement global strategies, such as 

building a global supply chain and addressing the needs of 

customers worldwide. To this end, we are strengthening our 

design and execution of strategies in the form of supply chain 

development by business segment, the integration of sustain-

ability programs, global customer response, and the strength-

ening of procurement abilities.

Strengthened and Improved Effectiveness of Business Segments under Reborn 2024  
In recent years, each region has been entrusted with enforcement and oversight authority, and the business divisions have 

supported Groupwide performance. However, recognizing the recent increase in uncertainty and rapid changes in the business 

environment, we will strengthen our business axes in Reborn 2024 to enhance our risk management, strengthen our supply 

chain, and bolster our response to the promotion of sustainable procurement.

Management of Regions  
The development of the food business, which is deeply rooted 

in the cultures and tastes of people in regions across the globe, 

entails timely responses to changes in customer needs, 

customer preferences, and food environments in each region. 

For that reason, we have established headquarters in each of 

the regions we have operating bases to which we delegate 

the authority necessary for making management decisions to 

increase the efficiency and speed of our management.

Appropriate Pricing Strategies
In fiscal 2022, all regions and segments are facing a challenging business environment in terms of costs due to unprecedented fluctuation in 
prices of main raw materials and energy.
 In this business environment, the Group will continue to implement timely and accurate pricing policies to strive for stable operations. In addition, 
in order to take appropriate action, we will strengthen our management response to the market environment and future forecasts through product 
and market matrix management.
 Furthermore, we have been working to unify our core systems since the previous mid-term management plan. We are taking steps to improve 
profitability by utilizing integrated information, raising the accuracy of analyses, and strengthening collaboration among administrative and stra-
tegic divisions.

Sustainable Business Expansion Initiatives Centered on the Business Axis 
We are pushing for further enhancement with a structure operated primarily on each of our four business axes with regard to sustainable 
procurement of each main raw material and the creation of sustainable products. 
 Under the leadership of managers responsible for each business axis, specialized teams, such as the Sustainable Development Team (SDT), 
the ESG Department, and the Supply Chain Management (SCM) Group, are strengthening their functions and deepening cooperation among 
regions and individual Group companies to promote early recognition of risks and speedier response.

Business Segments

Co-Creation with ITOCHU Group
Through co-creation efforts with ITOCHU Group, one of our major shareholders, we are strengthening our business management 

and new business initiatives.

<Main Initiatives by Business>  
  Vegetable Oils and Fats Business: Strengthen procurement of raw materials, expand  

U.S. Oils and Fats Business. Collaboration with Oilseeds International P67

  Industrial Chocolate Business: Strengthen procurement of raw materials, M&A, and PMI support

  New business expansion: Cooperate with ITOCHU Group mainly in expansion of plant-based products (including distribution func-

tions), examine exit strategies

<Other Initiatives to Improve Management Skills>  
   Acquire know-how and undertake human resource training in finance and economics, raw material position management, global 

management, and Group governance through mutual personnel exchange

Note: In our efforts with ITOCHU Group, we are operating in accordance with the Policy on Protecting the Rights of Minority 

Shareholders.

 Policy on Protecting the Rights of Minority Shareholders P87

NPOs / Business partners

Business division

Based on FUJI ROIC:
1   Monitor area strategy
2   Allocate management resources to strengthen 

business portfolio

Each region

  Profit responsibility 
  KPI promotion manager assigned by Group headquarters to strengthen functional axis design

Business division

  Business unit manager takes profit responsibility along each business axis and collaborates 
with areas
  Business divisions take lead in purchasing raw materials and establishing SCM*1

  Involvement in pricing and sales policies in each area by strengthening product and market 
matrix management

Management cycleOrganizational structure

FY2022 Onward Organizational Structure and Management Cycle
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Business Strategy

The SDT is a team of experts created in May 2021 at Fuji Europe Africa B.V. to serve as an ESG information hub. SDT is 
located in the Netherlands, a country recognized as a pioneer in sustainability. SDT monitors the latest information and 
legislative trends related to sustainability, identifies future risks and opportunities, and incorporates these into business 
decision-making to raise the Fuji Oil Group's profile as a sustainability leader. Through membership in industry groups, SDT 
also networks with other organizations and explores ways to transform risks into new business opportunities and 
introduce new metrics for assessing the Group's social impacts.

*1 SCM: Supply Chain Management 
*2 From fiscal 2021, we restructured the control system for Europe and the Americas. Blommer and Harald changed to being under the direct control of the head office.

Sustainable Development 
Team

Collaborate

Specialized teams

ESG 
Department SCM Group

Business specific 
FUJI ROIC

Capital efficiency 
monitoring

Propose 
measures, 
execute 
investments

Management resource 
allocation Japan Southeast 

Asia
Americas 
Europe*2

China

1

2

3
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Strengthen Operations in the United States

Launch of Second North American Plant 
Fuji Oil New Orleans, LLC, our second production and sales base in the United States, began 

preliminary operations in August 2021 and commenced full-scale operations thereafter in 

October 2022. In addition to capturing growing demand associated with population growth in 

Southern United States and exerting the competitive advantage of our low-trans-fatty-acid 

oils and fats, we will establish a BCP structure for North America, where natural disasters are 

common. We will coordinate with our No. 1 plant, Fuji Vegetable Oil, Inc., to expand our geographical 

sales areas and increase market share.

Collaboration with Oilseeds International
In December 2021, we announced the establishment of Fuji Oil International Inc., a joint venture with ITOCHU International Inc., 

and with that Oilseeds International, Ltd. joined the Fuji Oil Group in May 2022. Thus far, our U.S. Vegetable Oils and Fats Business has 

been mainly focusing on sales of frying oil and chocolate confectionery fats, in which palm oil and coconut oil are key raw materials, to 

food manufacturers. Now, the high-value-added product lineups of rice bran oil and high oleic sunflower oil and the food service cus-

tomer base of Oilseeds International will enable us to expand our product portfolio and market reach. We aim to increase our net sales  

in the U.S. oils and fats markets, which have seen dramatic change due to shifts in economic conditions and government policy.

Strengthening the CBE Business by Reinforcing Our Sustainability Approach

Establishing a Sustainable Raw Material Supply Structure
Customer demand for sustainable palm oil continues to increase. We are facing a growing need to establish an internal supply 

chain that enables the stable supply of oil and fat raw materials that meet the required standard. 

 Fuji Oil Asia Pte. Ltd., in addition to Unifuji Sdn. Bhd., which sets our benchmark for sustainable palm oil, will further 

strengthen relations with suppliers as we work to expand sustainable vegetable fats for chocolate. 

Establishing a Stable Supply Structure by Diversifying CBE Raw Materials
To ensure stable supplies and increase the competitiveness of our CBE raw materials, we will promote raw material diversification 

and sustainable procurement. We will also work to further advance our production technology. We will diversify raw materials 

and strengthen our ability to secure stable supplies by increasing shea butter refining capacity at Fuji Oil Ghana Ltd. and expanding 

collaborations with ITOCHU Group and other suppliers of key raw materials.

On behalf of the Oilseeds International team, I want to express how enthusiastic we all are to 
become part of the Fuji Oil Group. The U.S. market is at an inflection point as demand is 
higher for specialty oils while supply is constrained by world economic and political pres-
sures. This situation will create opportunities for growth, serving current and new clients, as 
well as for collaboration with other Fuji Group companies. We are excited to grow together.

The Arnott’s Group is committed to creating a more sustainable future, one in which we have 
greater accountability and transparency across our supply chains. We’re targeting 100% 
sustainable key ingredients by 2035 and have only been able to get to where we are today 
with the support of our suppliers, like Fuji Oil Asia. As a key ingredient supplier, Fuji Oil Group, 
share a vision to create a sustainable food future, providing us with cocoa butter equivalent 
made with RSPO certified palm oil, that is 100% traceable and segregated. Arnott’s has been 
using 100% segregated RSPO palm oil since 2015. We look forward to continuing to 
strengthen our partnership, based around shared values and a shared commitment to a 
better future for the planet and its people. 

Charlie Libby
Oilseeds International, Ltd.
President and Chief
Executive Officer

Tom Vicars
Procurement & Logistics 
Director
The Arnott’s Group

Operating Environment
  Rising raw material prices (short-term) 

  Expansion of vegetable oils and fats use in 
renewable energy market 

  Growing demand for sustainable raw materials 

  Increasing health consciousness and shift to 
high-value-added products 

  Logistics disruptions and rising logistics costs

Sales Volume of Certified Sustainable 
Palm Oil
(Thousand tons)

20212017 2018 2019 2020

11,0809,7608,940
5,800

13,160

Source: https://www.rspo.org/ (RSPO’s corporate website) 
*  Note: Please refer to the website below for details on 

certification standards.  
https://rspo.org/certification/supply-chains

 IP*  SG*  MB*  B&C*  Others
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Vegetable Oils and Fats Business

Direction of Strategies during the Mid-Term Management Plan Period 

Strengthen Competitiveness by Expanding Our U.S. Business and 
Enhancing Our Supply Chain
In the face of headwinds from COVID-19 and unprecedented high raw material prices, it is crucial to create a portfolio that can generate 
stable net sales streams. In order to secure new growth in the U.S. market, we will strengthen our supply chain for sustainable palm oil, 
diversify our raw materials, and engage in new markets. Through these initiatives, we aim to enhance our lineup of competitive products, 
which will lead to improved profitability and create stable growth for our business.

FY2021 Results
  Implemented sales price revisions to reflect rising raw material prices 

  Obtained various certifications needed for full-scale operation of new 
North American plant

  Captured strong demand for chocolate confectionery fats

  Achieved sales expansion in line with recovery of European markets 

FY2022 Key Points
 Continue fiscal 2021 responses to address rising raw material prices 

 Build supply chain that contributes to stable supply of raw materials 

 P romote initiatives to improve operating efficiency of new plant in 
North America 

 Create synergy with Oilseeds International

The Vegetable Oils and Fats Business is the foundation of our business and 
technology. In addition to growth in North America, we will increase our 
overall Group competitiveness by improving procurement and management 
capabilities for oil and fat raw materials as well as through supply chain 
transparency. Accompanying the hastening trend toward decarbonization, our 
operating environment has been changing dramatically in response to societal 
needs and regulations. In this environment, we will continue to be progressive 
and flexible in developing businesses that are friendly to people and our planet.

Trends among Players and 
Competitive Environment
   Response to rising raw material costs 

(short-term) 

   Clear stance on human rights and environmen-
tal issues 

   Acceleration of sustainable procurement 
collaborations 

   Intensifying competition in healthy food and 
plant-based food segments 

Competitive Advantages

  Global Network 

  Ensure timely supply of sustainable oil and fat raw materials produced by Group companies in Southeast 
Asia to the Group’s production sites around the world 

  Vegetable Fats for Chocolate (CBE*)

  Maintain top 3 share of global market: In contrast to our competitors who produce using a single method, we 
utilize multiple production methods or raw materials, which gives us advantages in terms of cost and stable supply.

 * CBE: Cocoa Butter Equivalent, vegetable fats for chocolate with properties equivalent to cocoa butter 

Issues and Weaknesses 
  Delays in promoting raw material diversification and raw material price 

fluctuations  

  Appropriate revision of sales prices to reflect raw material price 
increases

  Procurement of sustainable raw materials 

  Imbalance in target markets 

Specific Risks
  Impact of logistics disruptions on raw material procurement 

  Declining profitability due to price competition

  Insufficient supply chain infrastructure to support sustainable 
procurement 

  Potential dispute risks related to palm oil raw materials 

Share (Company estimate)

 Vegetable fats for chocolate (CBE):

  World’s top 3

Annual Production Volume 

 Approx.1 million tons 

Main Raw Materials
  Palm oil 

  Palm kernel oil 

  Coconut oil 

  Sunflower oil 

  Shea butter

April 2022 plant opening ceremony 

Hitoshi 
Shindachi
Executive Officer
Oils & Fats and 
Chocolate Division
Supply Chain 
Management Group 
Leader

Vegetable fats for chocolate
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7,864

7,5677,5737,368

Expanding Sales in Brazil 

Accelerate Profitability Improvement Policies
The Brazilian market was significantly impacted by COVID-19, but the chocolate market recovered 

rapidly. Despite the impact of higher raw material costs and currency market fluctuations, the 

chocolate market continues to record firm sales. In fiscal 2021, Harald achieved its highest ever 

sales volume since joining the Fuji Oil Group.

 Due to limited extra production capacity at the No. 1 plant, we are building a second plant on 

the adjacent lot, with plans to begin operations in the first half of fiscal 2023. Through this 

two-plant structure, we will optimize production and launch new products, such as no-sugar-added 

chocolate and chocolate filling based on oils and fats technology, to improve profitability by 

capturing new customers and improving our product mix.

Focusing on Product Distinctiveness for the Entire Group 

Better-For-You Products
BFY products are gaining attention in the market for their health contributions. The Group is striv-

ing to be No. 1 in the global BFY market. Our global chocolate production hubs will engage in a 

united effort toward enhancing our distinctive product lineup, including low-sugar products and 

products with fortified nutritional functions. 

Low-Sugar Chocolate
Increasing health consciousness in the United States and other global markets is driving demand 

for less sugar consumption, including for products such as no-sugar-added and sugar-free 

chocolates. In the U.S. market, Blommer already supplies sugar-free chocolate for industrial use 

and has established a solid market share while accumulating recipes and production knowledge. 

Blommer and Japanese sites will lead a global Group effort to implement initiatives that promote 

global product development skills sharing and production hub optimization.

Expanding Sustainable Chocolate
In the West, demand for sustainable products is expanding, and it is projected to grow in Japan 

and Southeast Asia. We are establishing a procurement structure for sustainable cocoa using 

Blommer’s knowledge of sustainable programs. 
 Sustainable Procurement of Cocoa P47

 In the Japanese market, from fiscal 2022 we commenced sales of products reflecting our 

 original Sustainable Origins™ program. As society changes, demand for sustainable products is 

increasing, and we are receiving inquiries from numerous customers. 

Providing sugar reduced products with no taste compromise is an ambitious goal. We are thrilled to marry 
DouxMatok's Incredo® Sugar*1 with Blommer's great chocolate and expertise in this market.  The launch of the 
Discovery*2 product line allows exciting innovation and product opportunities across the spectrum of confectionery, 
baking and dairy products. We look forward to expanding our partnership within Fuji Oil Group.

*1 Sugar developed by DouxMatok that maintains sweetness regardless of the amount used 
*2  Launched in May 2022 as a brand for a new product line used by Incredo® Sugar. Plan to expand lineup under the assumption that it will be 

used in chocolate-type chips and a wide range of other food products.

Operating Environment
  Demand recovery after COVID-19 

  Market instability caused by geopolitical risks 

  Relatively stable trends in cocoa prices 

  Increased demand for health-conscious, 
sustainable products 

  Rising consumption in emerging markets 
(increased demand for compound coating) 

Global Sales Volume of Chocolate 
Confectioneries
(Thousand tons)

Source: Euromonitor International 2022: Chocolate Confectionery

Kelly Thompson
SVP, Head of DouxMatok
North America
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Industrial Chocolate Business

Direction of Strategies during the Mid-Term Management Plan

Improve and Strengthen Production Structure to Increase Profitability and 
Develop Value-Added Products
We continue working toward productivity improvements at Blommer. We have started construction of a new production plant at Harald 
Indústria e Comércio de Alimentos Ltda, and we enhanced performance in each area of production to achieve growth that outpaces 
market growth. We will strengthen collaborations among global chocolate production hubs to utilize Group knowledge and know-how in 
developing Better-For-You (BFY) products, which contribute to improved health, and sustainable products. 

FY2021 Results
  Overall Group sales volume recovered. Raw material prices and fixed 

costs increased to constrain profits. 

  Japan saw growth in sales to food service market and convenience 
stores. Sales to souvenir market struggled. 

  Profitability declined on increased personnel and shipping costs at Blommer. 

  Sales volume in Brazil grew. Recovery from impact of COVID-19 in 
Indonesia was delayed.

FY2022 Key Points
  Continuation of recovery in sales volume to meet demand 

  Continued impact of high raw material costs and fixed expenses 

  Continued price revisions at Blommer to improve profits 

  Improvements to product mix and construction of second plant in Brazil 

We have positioned the Industrial Chocolate Business as a strategic business 
of the Company. In addition to tailoring our product development to each local 
market, we will strengthen the sustainable procurement of cocoa-derived 
raw materials and utilize our proprietary oil processing technology to 
enhance the supply capabilities and product appeal of the Group overall. 
The Group strives to be a supplier of chocolate and compound coating that is 
recognized and selected by customers around the world for its stable supply 
of chocolate that is aligned with the health of people and the earth. 

Trends among Players and 
Competitive Environment 
  Consolidation and realignment, downstream 

engagement by players 

  Expansion strategies aligned with demand recovery 

  Expanding sustainable product supply, industrial 
alliances 

  Production facility upgrades and personnel hiring

  Response to digitization

Competitive Advantages 

  Group Business Synergy

  Use vegetable fats for chocolate to enhance functionality; distinguish ourselves from competitors by combin-
ing Group businesses, technology, and materials to engage in product development capabilities and increase 
the added value of products 

  Customer Relationships and Customer Service

  Earn the trust of customers through customer service that has been refined by means of the Group’s 
know-how, including product development, and application proposals aligned with market needs, production 
processing technology, and production management 

Issues and Weaknesses
  Delays in productivity improvements at Blommer Chocolate Company

  Resistance to product commoditization 

  Permeation into sustainable cocoa markets 

  Need for greater recognition in global markets

  Need to generate merits of Group alliances 

Specific Risks
  Price fluctuation risks and procurement risks for cocoa and vegetable 

fats for chocolate

  Logistics disruptions and further increases in personnel, shipping, 
and energy costs

  Trends in policies related to cocoa sustainability in producer nations 
and import nations 

New chocolate filling 
products

No. 2 Plant currently under construction

BFY products

“Discovery” product lineup with 
reduced sugar using Incredo® 
Sugar technology

CACAO QUALY, a chocolate based on 
the Sustainable Origins™ program

Hiroyuki 
Tanaka
Director
Senior Executive Officer
Chief Strategy Officer 
(CSO)
Chairman of Harald 
Indústria e Comércio de 
Alimentos Ltda

Share (Company estimate)

  Industrial chocolate: 

 No.3 worldwide, No.1in Japan 

Annual Production Volume

 Approx. 400,000 tons

Main Raw Materials 
  Cocoa 

  Sugar 

  Vegetable fats for chocolate

Accumulate quality control know-how for each 
production process
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Theme Key Measures

1.  Undertake capital 
investments and 
personnel recruiting 

Conduct optimal regional production, strengthen recruiting of engineers 
Blommer has  four plants in the United States and Canada, with each plant responding to different demand 
trends depending on the region it serves. We will evaluate optimal product compositions for each plant region 
and strengthen recruiting to match local wage standards. 

Promote capital investments to address aging facilities and resolve bottlenecks 
We will improve productivity by engaging in capital investments for facilities in line with productivity declines 
and production capacity bottlenecking. 

(Planned investment of ¥10 billion over 3 years) 

2.  Improve quality, 
productivity, and 
occupational safety 

Enhance support from Group headquarters and standardize management methods
We will further improve support from Group headquarters to strengthen production process management and 
production planning methods and to standardize preventative maintenance and practices related to ensuring 
occupational safety. Also, we will improve quality and productivity while reducing occupational accidents and 
reducing waste. 

3. Improve profitability Strengthen cost management, implement large-scale price revisions in fiscal 2022 
We will reinforce cost management in line with Fuji Oil Group standards and conduct appropriate price 
revisions.

Enhance portfolio of high-value-added products
We will review our business structure and product portfolio to enhance the ratio of BFY and other highly profit-
able products.

Blommer Chocolate Company Profitability 
Improvement
Since acquiring Harald, Brazil’s largest chocolate company, the Fuji Oil Group has aggressively engaged in M&A. In 2019, we 

added Blommer, a major U.S. integrated chocolate manufacturer, to the Fuji Oil Group to expand our upstream value chain and 

increase our global presence, becoming the world’s third-largest manufacturer of industrial chocolate. 

Initiatives from FY2022
Innovating a Business Management Structure and Creating a Positive 
Improvement Cycle

Changes in Business Management Structure
We have appointed a COO to strengthen Blommer’s overall operations 

management (centralized management of sales, production, and 

product development). Under the COO, we will position each of the four 

plants as business divisions and allocate management authority to each 

plant to enable its centralized management. As part of this structure, 

we will implement the following policy cycle. 

The R&D Application Lab in downtown Chicago represents an expansion of R&D capabilities, 
full of new and improved ways to support the business as well as research and development. 
Since the lab’s opening, we have engaged with over 20 customers, developed more than 15 new 
concepts/prototypes, provided hands-on trouble-shooting, and hosted multiple customer-facing 
activities. Customers are intrigued and excited about what we are doing within this space. 
We plan to show them more of this creative solution mindset for future endeavors and feel it is 
just the beginning of a bright future.

Melissa 
Tisoncik
VP, R&D and QA
Blommer Chocolate 
Company

Key Points in the Mid-Term Management Plan
While we recognize that improving productivity is an issue for Blommer, improvements would 

require continued capital investments to upgrade aging facilities and resolve production bottle-

necks. However, we faced numerous factors that affected our ability to implement a smooth cycle 

of improvements. In particular, a strong economy combined with the COVID-19 pandemic immedi-

ately following acquisition changed the landscape of the U.S. labor market, making it difficult to 

secure personnel and leading to delays in facility investments. In response, from fiscal 2022 we are 

taking steps to improve our business management structure and have appointed a Chief Operating 

Officer (COO) ( P71). For the period of the new mid-term management plan, we have outlined goals for improving profitability and 

securing a path for growth. 

 We will take advantage of the new application lab we established in fiscal 2021 with the goal of increasing the rate of BFY 

products ( P69). At the same time, we will generate technical synergy within the Group to develop products with high added 

value and strengthen our customer service.

Opening of a New Application Lab
In January 2022, we opened a new application lab in Chicago to serve as a place for promoting a new 

collaborative structure that generates development synergy between Blommer’s chocolate technology 

and the Fuji Oil Group’s oils and fats technology. The lab will also help realize the R&D vision of Blommer. 

 The application lab is equipped with two kitchens: a dedicated kitchen for chocolate and a 

high-temperature application kitchen for bakery and confections, such as baked and fried confections. 

The chocolate kitchen is positioned next to a large room to invite customers for training, idea evaluation, and demonstrations. 

The lab features facilities with temperature management functions that are ideal for creating sample confections. 

 Through the application lab, we will proactively create proposals and collaborate with customers in new product development 

and development support tailored to our customers. 

David Meggs
Chief Operating Officer
Blommer Chocolate Company

My background lies in the food industry, in engineering, R&D, and various commercial and leadership roles, and 
now five years with Blommer. The main challenges I've faced since assuming the COO position are inflation 
levels not seen in over four decades and continued operational challenges due to labor and equipment reliability. 
With regard to our operational challenges, we are hiring a new general manager from Fuji Vegetable Oil in North 
America for our Chicago facility to help turn around our operations, and we have multiple initiatives ongoing with 
improved preventative maintenance execution and better reporting of downtime causes to assist with root cause 
and corrective actions.
 I am very excited about the growth prospects for Blommer and believe the best is yet to come. We are 
positioned well for sustained improvement through the rest of the mid-term management plan and beyond.

Centralized 
management 
at each plant

Reduce waste

Improve 
productivity

Improve 
profitability 

Capital investment
Personnel recruiting

Primary industry

Cocoa beans

Cocoa bean processing

Expansion of value chain

Production for industrial use
Core domain

Consumer goods
Sustainable cocoa 

program 

Roast / Grind
Press / Pulverize

Vegetable fats for chocolate 

Compound coating

Pure chocolate
Cocoa butter

Cocoa powder

Cocoa mass
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Industrial Chocolate Business

Chocolate kitchen

•  No. 1 in North America for cocoa bean 
processing and raw ingredients for chocolate

•  Owns customer network with multinational 
companies (MNC), primarily in North America

•  Pioneer in sustainable procurement of cocoa

Establishment: 1939
No. of employees: Approx. 950

•  World’s third-largest manufacturer of industrial 
chocolate

•  Boasts competitive edge in compound coating

Combine with sugar, milk, oil, and fat

Various chocolate 
foods 

FY2021 
result

FY2024 
plan

Planned EBITDA

of 1.7X

Cocoa
products

Chocolate 
products



Highlights Highlights 

58.3
51.2

43.840.3
33.1

2025
(Forecast)

2017 2019 2021 2023
(Forecast)

9,300
7,208

5,551
3,5832,774

2025
(Forecast)

2017 2019 2021 2023
(Forecast)

Promote Growth Strategy for the Chinese Market 
To continue expanding sales in the Chinese bakery market, which is 
projected to record strong growth, we are constructing a new cream 
plant, which will commence operations in the first half of fiscal 2023. 
We are also putting our efforts into 
expanding sales in all regions in 
China and utilizing online market-
ing activities ( P82), which is a 
medium to nurture the next hot-
selling products.

Increase High-Value-Added Products and 
Develop New Markets for Soy Protein Ingredients
We will introduce new products with improved flavor and function 
into the growing protein market to create new value and stimulate 
the market. We are also focusing 
on new application development, 
including extending food expiration 
dates and reducing food loss by 
using a new formulation containing 
soy-based ingredients that helps 
maintain the texture of the wrappers 
used in chilled dumplings.

Strengthen Business Profitability Management 
and Pricing Strategies
Profitability declined in fiscal 2021 due to a significant increase in 
raw material costs. Our business domain specific management 
structure will be strengthened in collaboration with Group headquarters. 
Through product and market matrix management, we will improve 
our profitability by promoting business profitability management, 
strengthening pricing strategies, and streamlining our product portfolio.

Expand the Polysaccharide Business Area 
In fiscal 2022, production will begin at Fuji Brandenburg GmbH, a site 
for the manufacture and sale of soluble pea fiber. Beginning with 
sales targeting use in acidic milk drinks, a market that is expected to 
grow in Europe, we will expand 
sales by developing new applica-
tions and markets. 

Operating Environment 
  Growth in takeout and delivery markets

  Increase in bread varieties in markets in China 

  Trans-fats reduction regulations (China and 
other Asian countries)

Operating Environment 
  PBF market and soy meat 

market growth 

 Global growth in protein market 

  Continued increases in health-related 
demand for food products

Sales Amount of Bread Market in China
(Billions of yuan)

Sales Amount of Global Meat and Fish 
Alternative Products
($ million)

Source:  Euromonitor International 2022: Sales of Bread in China Source:  Euromonitor International 2022: Processed Meat, 
Seafood and Alternatives to Meat
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Emulsified and Fermented 
Ingredients Business

Soy-Based Ingredients 
Business

Direction of Strategies During the Mid-Term Management Plan Period

Respond to Rising Raw Material Costs and Expand Sales of High-Value-
Added Products
We will improve profitability by responding to the current spike in raw material and commodity prices and appropriately optimizing sales 
prices in all regions. As a growth strategy, we will enhance and expand sales of PBF products in Japan, with the aim of promoting the PBF 
business as a strategic domain over the period to 2030. For the growing bakery market in China, we will expand sales of filling products 
and upgrade our cream production lines. 

Direction of Strategies During the Mid-Term Management Plan Period 

Strengthen Development of High-Value-Added Products to Build 
Distinctive Portfolio
We will distinguish ourselves from the competition and increase profitability by shifting toward a high-value-added product portfolio for the 
Soy-Based Ingredients Business. In Japan, we will appropriately adjust sales prices and expand sales of high-value-added products. In Europe, 
with the launch of a new plant, we will seek a rapid shift to profitability by developing new markets in addition to the acidic milk drinks market. 

FY2021 Results
  Demand recovery from impact of COVID-19 

  Solid sales of cream to convenience stores and Western-style 
confectioneries market

  Revised pricing in response to rising raw material prices

  Expansion of filling production lines (China)

FY2022 Key Points 
  Set appropriate sales prices to reflect rising raw material costs 

  Develop and expand sales of PBF products 

  Expand ingredient sales by proposing hot-selling products in China 

Initiatives Focused on New Business Creation P74

FY2021 Results
  Profitability declined on continued rise in raw material prices 

  New plant contributed to increased sales of soy protein ingredients 
(Japan) 

  Sales to Japan decreased but sales of functional ingredients within 
China were firm (China) 

  Test sales of soluble pea fiber conducted (Europe)

FY2022 Key Points
  Adjust sales prices to reflect rising raw material costs 

  Expand sales of high-value-added products and develop new markets in 
strategic domains (Japan) 

  Expand local sales of functional ingredients and increase production 
efficiency to reduce costs (China) 

  Prioritize costs related to launch of new plant (Europe)

Initiatives Focused on New Business Creation P74

Trends among Players and 
Competitive Environment 
  Pricing and market share competition due to 

higher raw material prices 

  Competitors’ entry into plant-based food market 
(Japan) 

  Development speed of similar products 
accelerating (China)

Trends among Players and 
Competitive Environment 
  Competition from grain majors and Chinese 

manufacturers 

  Protracted pricing competition 

  Growing investments in plant-based food market 

  Rise of startups and corporate restructuring with 
focus on plant-based meat products

Competitive Advantages

  Original Product Lineup

  Our lineup of cream, margarine, fillings, and other confectionery and bakery ingredients—with functionality 
imparted through our oils and fats technology and unique concepts—keeps us ahead of our competitors.

  Ownership of Proprietary Plant-Based Ingredients 

  We are an early adopter of plant-based cheese alternatives, and we offer numerous delicious plant-based 
ingredients that derived from the combination of oils and fats technology with soy processing technology, 
including plant-based whipping cream, soy butter, and plant-based cheese. 

Competitive Advantages

  Competitiveness Maintained by Accumulated Technologies and Combination with Those across 
Business Portfolios 

  We have new food ingredient development strengths and strong competitiveness rooted in many 
years of accumulated experience and technology related to soybeans, which we combine with those 
from other unique business portfolios in oils and fats and emulsified and fermented ingredients. 

  Building of Diverse Customer Base

  We have accumulated know-how by developing a diverse lineup of products across segments to build 
a customer base and strong relations in various segments of the food industry. We are capable of 
providing proposals that are not limited by specific application or market. 

Issues and Weaknesses
  Cost-competitiveness of dairy ingredients 

  Delays in reflecting rising raw material costs into sales prices 

  Overdependence on specific industries/customers

  Delays in making PBF products profitable

Specific Risks 
  Rising cost of dairy ingredients and other raw materials 

  Logistics disruptions and shutdowns 

  Product obsolescence and rise of competitor products 

  Speed of new product development and monetization

Issues and Weaknesses
  Ability to procure competitive raw materials 

  Raw material sources dependent on soybeans amid diversifying 
market needs

  Pricing competition from commodity products 

  Delays in profitability for high-value-added products 

Specific Risks
  Intensifying competition in plant-based food market 

  Sustainable procurement of raw materials 

  Focus on envirnmental impact of soybeans

Share (Company estimate) 

 Fillings:

 No.1in China

Annual Production 
Volume

 Approx.250,000 
 tons

Main Raw Materials
  Vegetable oils 

and fats

 Dairy ingredients

 Sugar

 Cocoa

Share (Company estimate) 

  Soy protein ingredients: 

 No.1in Japan

  Soluble soy 
polysaccharides: 

 No.1worldwide

Main Raw Materials
  Soy

Image of adopted product Fuji Brandenburg

Prime Soy Meat offering the 
fibrous texture, chewiness, 
and tenderness of meat 
realized through the integra-
tion of oil fat technologyPlant-based butter “Soy lait Beurre”
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fields

Existing fields 
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Existing fields 
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In the midst of drastically changing social conditions, it is necessary to build a business portfolio that can garner 
expectations for high profitability and high growth. As part of efforts targeting new business fields, we will focus on 
developing next-generation businesses that can contribute to a sustainable food future and achieve high profitability and 
high growth by creating new value. In other words, we aim to broaden consumers’ food choices by expanding the range 
of differentiated, iconic product lines that deliver “surprisingly delicious foods” using only plant-based ingredients.
 In new business fields, we will also try to transform our approach to new technologies and sales methods. By 
doing so, we aim to realize a highly profitable business portfolio by promoting value-added enhancement of 
existing product lines.

 “Deliciousness” to Expand Food Selections

Expansion of New Business Fields 
(Technology and Product Development)

Expanding Food Choices and Setting New Food Standards

Realizing a world where 
everyone can truly 

enjoy food

Achieving diverse and 
sustainable food systems

Points of expansion

•  New technology
•  New sales methods

•  Groupwide activities and 
new market development

•  Information transmission

New business fields in 2030

 Net sales ¥100.0 billion

 Operating profit ¥10.0 billion or more

•  Solutions to social 
issues

•  Uniqueness

•  Easy to understand

•  Health of people and 
community

•  Surprisingly delicious

Health 
consciousness

Flagship

Diversity 
based on 
regional 

attributes 

Sustainable raw 
materials

Business activities 
that pay 

consideration to the 
environment and 

human rights

Technologies unique 
to Fuji Oil Group 

that realize 
deliciousness

Killer products 
to drive shift 
in stages

Achieving  
surprisingly  

delicious foods 
with plant-based 

ingredients

Religious 
attributes

Sustainability

Animal 
welfare

Plant-based products

Surprisingly delicious
Texture and mouthfeel

Satisfaction

Expansion through growth of iconic product lines

  Accelerate business cycles and drive growth 
through GOODNOON actions

  Create new pillar of business through buildup 
of iconic GOODNOON product line

Expansion of Existing High Value-Added Fields
Growth through value-added enhancement of existing product lines

  Improve profitability through application of technologies and 
products in new business fields

  Strengthen culture of taking on challenges and accelerate business 
cycles through Groupwide branding and other activities

Existing lower value-added product lines

  Achieve shift in portfolio through strengthening business 
management

  Shift to higher value-added products

Virtuous circle 
of improved
profitability

Our Image of New Business Fields in 2030

The Fuji Oil Group’s “delicious and easy-to-
understand” plant-based food (PBF) sets the 
standard for a new era through focusing on 
the health of people and the earth, increasing 
choice, and creating a world where all people 
can truly enjoy healthy and delicious food.

GOODNOON 
product line

Integration of a wide range of 
technologies

MIRACORE®
A technology platform that allows 
for emulating the deliciousness 
and satisfaction afforded by 
animal-based foods in plant-
based ingredients

USS Manufacturing 
Method
The world’s first patented 
technology that divides soybeans 
into two parts: soymilk cream 
and low-fat soymilk

Prime Texture 
Manufacturing Method
A new soy meat production method 
that applies accumulated soybean 
and oils and fats processing 
technologies to achieve both 
“meat-like fiber and texture” and 
“mouthfeel” while taking 
advantage of the delicious taste 
of soybeans

Animal-based products

Texture and mouthfeel

Satisfaction Vegetable fats and proteins
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Initiatives Focused on New Business Creation

Under our new mid-term management plan Reborn 2024, guided by our slogan “We will 
be reborn as a corporate group that is able to generate new value,” we will take on 
challenges that we have never faced before. In order to be “reborn,” each and every 
employee must have the appropriate level of commitment. To this end, we launched the 
top-down, Groupwide flagship initiative GOODNOON. Through “surprisingly delicious 
foods” achieved using only plant-based ingredients, we will pursue this initiative to 
establish GOODNOON as a new business field that becomes our third core pillar, aligned 
with the Vegetable Oils and Fats Business and the Industrial Chocolate Business. 

Kiyohito Suzuki
Executive Officer
PBF Business Division

M E S S A G E

Plant-based chocolate

Plant-based butter

Plant-based  
dashi (stock)

Prime Soy Meat

Plant-based cheese

Animal lipids and proteins
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Establishment of a New Business Cycle in Japan
Under the Reborn 2024 mid-term management plan, we will begin by strengthening our efforts in Japan to establish a new 

business cycle and thereby create a scheme to nurture highly profitable businesses.

Market Creation through Co-Creation with Customers
We hold a majority share of the soy protein ingredients market in Japan, and we have been cultivating the PBF market from 

an early stage. In that context, we have contributed to the creation of PBF in the Japanese market through co-creation with 

many of our customers, making us a driving force in market creation. Nowadays, many customer-unique, plant-based 

brands and similar products have been launched using our differentiated plant-based ingredients.

PBF Strategy Presentation
In July 2022, a PBF strategy presentation was held at Hotel New Otani in 

Tokyo. In addition to a strategy presentation by Mr. Omori, President of Fuji Oil 

Co., Ltd., Ms. Kurosu, President of cotta Co., Ltd., and Mr. Nakajima, Executive 

Managing Director and Executive Chef of New Otani Co., Ltd., spoke about the 

realization of higher consumer demand for PBF in their presentations. At the 

presentation’s food tasting, Hotel New Otani chefs prepared 10 dishes, including 

desserts, that were a fusion of Japanese, Western, and Chinese cuisine and 

completely plant-based, allowing attendees to experience a range of “surpris-

ingly delicious foods.”

Plant-Based Lifestyle Lab (P-Lab)
In March 2021, 15 supporting companies from across various business domains in Japan established the Plant-Based Lifestyle 
Lab (P-LAB)*. In the following October, P-LAB became a general incorporated association and commenced full-scale activities 
with the aim of promoting and educating people about culinary lifestyles with PBF and realizing a sustainable society through the 
use of PBF. Currently, a total of 44 companies (as of August 2022) are members of P-LAB. These companies are working to 
contribute to the spread and expansion of PBF and the formation of a market for PBF, with the goal of “creating a society in 
which PBF can be a natural part of everyday life.”
 The member companies will promote diverse initiatives through industry, private-sector, academia, and government 
collaboration, including among food manufacturers, food service companies, community website creators, trading companies, 
and universities as well as relevant ministries such as the Ministry of Agriculture, Forestry and Fisheries and the Consumer 
Affairs Agency.
* Representative Director: Pasona Group Inc.; Directors: Kagome Co., Ltd., Fuji Oil Holdings Inc.; Auditor: Pasco Shikishima Corporation

GOODNOON Actions

  Interactive communication from the 

consumer's perspective

  Co-creation with hotel, dining, and 

takeout customers

  Sales through e-commerce

  Speeding up of product development 

through verification testing

  Creation of PBF market by creating 

“surprisingly delicious foods” using only 

plant-based products

 Area Strategy Japan P80

Develop products that 
anticipate consumer needs

Activities
Creating an Information 

Infrastructure
Disseminate information and conduct surveys 

of consumers and industry participants

Implementing Public 
Awareness Events

Conduct PBF events, seminars,  
nutrition education, and other activities 

Market Creation

Promoting Open Innovation
Build a network of exchange with industry-
academic partnerships and organizations, 

including those based overseas

Establishing Standards and 
Certification Business

Raise awareness of the value of PBF and  
a plant-based lifestyle

Through social media and other means, it has been observed that consumer interest is 
shifting away from the recent boom in the “social media attractiveness” of food to the 
essential needs for healthy, safe, and environmentally friendly food. Now, we are seeing 
strong signs of the PBF boom taking root. We will work to make Fuji Oil’s product power 
available to more consumers through our ability to spread information.

We share with Fuji Oil the goal of creating sustainable food, and we have begun working 
with Fuji Oil to achieve this goal. As we come to realize the growing diversity of food on a 
daily basis, we are developing an assortment of menu items based on Fuji Oil’s 
ingredients and technological capabilities. We feel that our mission is to contribute to 
solving various social issues, such as global environmental changes and food crises.

Akiko Kurosu
President
cotta Co., Ltd.

Shinsuke Nakajima
Executive Managing Director
Executive Chef
New Otani Co., Ltd.

Strategies for Overseas Expansion 
While our GOODNOON actions will begin with a focus on Japan, the next phase will see us making various strategic moves to 

expand the business overseas as well.

• Venture Capital Investment
We have invested in the Unovis NCAP Fund II*. We will pursue synergies through our existing global 

business network by participating in a wide range of alternative protein business areas and lever-

aging the Group’s processing technologies for oils and fats and proteins.

*  A leading food tech-focused fund created and managed by Unovis Asset Management B.V., a pioneer in the management of food tech-focused funds worldwide

• Open Innovation
Fuji Oil’s R&D departments are collaborating with the European R&D center GICE and APICA, a newly founded alternative protein 

R&D center in Southeast Asia, newly founded in fiscal 2022, in undertaking wide-ranging research and development. We are also 

deepening our efforts to collaborate with startups and other companies with a focus on creating cutting-edge technologies that 

could become game changers in the market.
 Research and Development P38 

Area Strategy P80

Market 
expansion

Consumers

Validation/
Verification

Information 
transmission

Availability

Meeting the Needs of Consumers through Product Appeal and Messaging Power

Working Together to Create Sustainable Food

FUJI OIL GROUP Integrated Report 202276 77FUJI OIL GROUP Integrated Report 2022

B
usiness S

trategy

Initiatives Focused on New Business Creation

Nippon Access, Inc.
“NAZOKARA”, 
supervised by the Japan "KARAAGE"  
Association

Chikaranomoto Holdings Co., Ltd.
IPPUDO “Plant-Based Akamaru”

Kagome Co., Ltd.
“Plant-Based” series 
“Soy Meat Keema Curry” and others 

Calbee, Inc.
“Plant Based Calbee” series 
Planty Plantie

Completely plant-based Japanese, western, 
and Chinese menus

Strategy presentation by Fuji Oil President Omori A crowd of reporters in attendanceScene of taste experiment site

Purchase

Needs

Information

Needs

Needs

Experience

Needs

Purchase



Suzuki

Traditionally, Fuji Oil has pursued concepts such as “separa-

tion” and “recombination” to create distinguishing ingredients. 

This is a product development approach that emphasizes 

functionality and physical characteristics, but simply pursu-

ing ingredients and materials does not lead to deliciousness. 

Innovative deliciousness is created from an infinite number of 

combinations of ingredients and materials. That also leads  

to inspiration and empathy. The Fuji Oil Group wants to con-

tribute to the future of food by returning to the origin of  

deliciousness and creating new deliciousness by combining 

plant-based materials. Every country has its own food cul-

ture. Also, people’s tastes vary. With plant-based materials, 

we would like to realize a future where more people can 

choose food without distinction, a world where we can 

expand the circle of empathy through Fuji Oil products.

Ueno

To promote deliciousness created in this way, it will require 

creating a new business cycle to develop highly profitable 

business, which the Company outlines in its explanation on 

new business fields in Reborn 2024. It is my understanding 

that the Group will expand areas of new business fields by 

launching killer products. In that regard, how will it proceed?

Suzuki

To begin with, it is important that we change the mindset of 

the Company. Thus far, Fuji Oil has been a B2B company, for 

the most part considering itself as fulfilling a supporting role. 

But is that good enough? With our business environment 

changing drastically and a lack of transparency about what 

will sell in an age of uncertainty, I ask myself if the same 

methods we relied on before are good enough. Even as a B2B 

enterprise, we have to understand what consumers are 

thinking and wanting. It is also important to clarify the issues 

that need resolving and accelerate the cycle of business 

engagement and commercialization. In that sense, we do 

have to change. We recently launched the GOODNOON con-

cept, a flagship initiative for the Fuji Oil Group and a strategy 

for achieving our Vision for 2030. I hope to turn this initiative 

into one that top management powerfully lends its support to 

and that motivates employees to move to proactively engage 

in getting behind Group initiatives. 

Ueno

The Group asserts that it will be “reborn” through Reborn 2024, 

and I feel that thinking properly reflects that declaration. I hope 

you will advance this initiative. As a concrete strategy in new 

business fields, the Group is aiming for growth in mass mar-

kets by using hotels and food trucks to validate new killer 

products, such as soy meat produced using new manufacturing 

methods. The Company is also developing EC (e-commerce) 

sites and raising awareness through social media and public 

relations activities. However, until now, the Fuji Oil Group has 

accumulated little know-how in the areas of EC site manage-

ment and social media marketing, so I am concerned about 

potential tactical weaknesses. How will the Group ensure a 

high operating profit margin? 

Suzuki

Through its B2B business, the Group has built strong rela-

tionships with client companies in various industries. We are 

also promoting activities through P-Lab ( P76) to popularize 

PBFs. We believe that these connections and co-creation 

efforts will be a great strength toward establishing a new 

business cycle. As you mentioned, we have limited experi-

ence and know-how in EC site management and social media 

marketing, so we would find it difficult to do by ourselves. In 

EC site management, we are proceeding with the cooperation 

of cotta Co., Ltd. For social media marketing, we are cooper-

ating with GREE Lifestyle, Inc. With the help of these two 

companies, I believe such activities will surely become a 

strength for the Fuji Oil Group.

Ueno

The success or failure of this strategy will likely come down 

to whether or not the Group can build a new business cycle 

by supplementing functions that it does not have through 

collaborations with other companies. The Group also needs 

to speed up business execution while improving quality. 

There are many difficulties ahead, but this is necessary for 

the future of the Fuji Oil Group. As the Company is committed 

to “PBF demand creation,” it must go beyond creating innova-

tion to also creating trends. The new mid-term management 

plan divides the Company’s vision for growth through 2030 

into three phases. What steps do you envision for new busi-

ness fields?

Suzuki

In the first three years, we already have an image of which 

products to sell to which markets. For the following three 

years, we see exciting developments emerging from current 

technology seeds, but I feel that how we foster those seeds 

will be very important. I believe that our Vision for 2030 can 

be achieved by cultivating that technology. 

 The Fuji Oil Group will take on the challenge of new mar-

kets, but it must always stay at the forefront to gain the 

advantage of being first. Complacency just because we built 

up the soy business for over 60 years will see us left behind 

in no time. To stay ahead of the curve, it is important that we 

keep innovating. This initiative is still in its infancy, but it will 

continue to work toward growth in new business fields, as 

outlined in the mid-term management plan to achieve our 

Vision for 2030 of “Together with our stakeholders, we will 

co-create a sustainable future for food, based on plant-based 

ingredients that are both delicious and healthy.” 

Ueno

As you said, amid future uncertainty and a lack of predict-

ability, it is important to keep changing to stay ahead and to 

“continue to be reborn.” I hope that the Company continues 

to be reborn and leads the way toward 2030 based on the 

vision it has outlined. I look forward to the Fuji Oil Group 

realizing its potential and innovations that will contribute to 

a sustainable society.

Ueno

I have just tasted a dish made from only PBF ingredients, and I 

am very surprised by the level of deliciousness that has been 

reproduced compared with a dish I tried before. The beef stew 

was so satisfying—not only the sauce, but also the chunky 

pieces of meat. I couldn’t believe the dish was made from 

plant-based ingredients. I now realize that Fuji Oil’s technology 

has advanced to the point that, if no one told you, you’d mistak-

enly think dishes made solely from PBF ingredients were 

made from animal products.

Suzuki

The point of our new approach is technology that enhances 

the feeling of “plant-based, but satisfying.” Many consumers 

find that PBFs are less satisfying than animal-based foods. 

By taking a comprehensive look at the components of cells of 

animal- and PBFs, we found that animal-based foods are 

mainly composed of water, oils and fats, and protein while 

PBFs are composed of water and carbohydrates. With our 

PBFs, we thought that, if we could reproduce the oils and fats 

and protein found in animal-based foods, we would be able to 

create “surprisingly delicious foods” with plant-based ingre-

dients. The combination of Fuji Oil’s technological advance-

ments—such as MIRACORE® and our prime texture and USS 

manufacturing methods—makes it possible for us to repro-

duce various dishes to a level comparable with those using 

animal-based foods. For example, depth of flavor is created 

from animal-based foods by making chicken or beef bone 

broth in Europe and the United States and by making soup 

stock in Japan. These methods create flavors that provide a 

sense of satisfaction. We are able to reproduce that sense of 

satisfaction with PBF materials. The texture of the meat you 

just complimented us on uses our oils and fats and soy pro-

tein technology to reproduce the fibrous texture, juiciness, 

and mouthfeel of animal meat. In the future, we believe that 

providing a wide variety of menus featuring PBF ingredients 

will become a strength of the Fuji Oil Group.

Ueno

In the new business fields outlined in the mid-term manage-

ment plan, “create distinctive products and drive activities” is 

positioned as a Companywide project, and you are promoting 

branding based on this concept. Beyond simply promoting the 

Company’s advanced technological capabilities, promotions 

that delve deeper into what defines the deliciousness made 

possible by those capabilities might shorten the distance 

between the Company and consumers, leading to increased 

brand strength. Also, I think that through such efforts it will 

be easier for investors to understand the strategy that the 

Fuji Oil Group is targeting. In order to develop business in the 

global market, the Group must create delicious food ingredi-

ents and products that match the diverse food cultures of 

individual countries. At the same time, it is also necessary to 

promote the fact that the Group has the technology to do so.

Joined the Company in 1989. He possesses a wealth of knowledge on plant-based ingredients 
through his experience as the Group Leader of the Soy and Functional Ingredients Group of 
the Business Development Division. He has held his current role since April 2019.

Serving as an independent outside director since June 2018, Ms. Ueno has worked  
as a marketing consultant for many years, providing consulting services to various 
companies and local government agencies. 

Yuko Ueno
Independent Outside Director 

Kiyohito Suzuki
Executive Officer 

PBF Division 

Under Reborn 2024, the Fuji Oil Group’s new mid-term management plan from fiscal 2022 to fiscal 2024, the Group 
establishes PBF as a new business field and is working toward further innovation of PBFs. 
 In this section, we feature a conversation between Kiyohito Suzuki, General Manager of the PBF Division, and 
Independent Outside Director Yuko Ueno.

Special 
Conversation
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The Fuji Oil Group's Challenges toward 
Co-Creating a Sustainable Future for Food



 Japan  

 Europe  

 Americas  
Area Structure in the Americas
In fiscal 2022, the Vegetable Oils and Fats Business in North America was consolidated under the regional holding company and 

Industrial Chocolate Business companies Blommer Chocolate Company (United States) and Harald Indústria e Comércio de 

Alimentos Ltda (Brazil) have been placed under the direct supervision of Group headquarters.

 Industrial Chocolate Business P68
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Area Strategy

Creation of New Value in an Increasingly Uncertain Business 
and Social Environment
Japan is facing a business environment of unprecedented raw material price hikes and a weak yen in 
response to recent changes in world affairs. Under these circumstances, the most important issues to focus 
on in fiscal 2022 are thorough cost reduction and appropriate price revision to ensure business continuity.
 At the same time, we will continue our efforts to provide new value. We will further focus on the develop-
ment of products that contribute to the improvement of healthy life expectancy and plant-based food ingredi-
ents, for which demand is expected to increase due to growing interest in the global environment. Our 
business efforts will expand out from Japan with our flagship operation GOODNOON to realize our Vision for 
2030: “Together with our stakeholders, we will co-create a sustainable future for food, based on plant-based 
ingredients that are both delicious and healthy.”
 We will improve the speed of our business processes by promoting digitization through cooperation and 
collaboration among all divisions and strengthening our management foundation to cope with the rapid pace 
of drastic social change. We will also strive to create a workplace environment where employees can work 
energetically with a sense of security, despite the difficult business environment.

Launch of a New North American Strategy through Integrated Area 
Management
The North American Vegetable Oils and Fats Business must adapt to unprecedented changes in the business 
environment:  including inflation, disrupted logistics, low unemployment in the United States, structural 
changes in the North American oils and fats industry due to emphasis on renewable energy, and record-high 
commodity prices. Coping with these changes, the Fuji Oil Group is tasked to build a new North American 
strategy through the optimization of its three operations, Oilseeds International, Ltd., Fuji Vegetable Oil, Inc., 
and Fuji Oil New Orleans, LLC, in collaboration with Blommer. The transformation of the external environment 
is forcing the companies in the area not to rely on their past successes but to illustrate a bold picture of the 
future and execute their plans meticulously.
 We aim to deliver stable, high-quality products to markets with extremely uncertain prospects by seeking 
more efficient on-site and logistics operations, keeping abreast of trends in the renewable energy industry, which 
is also being affected by Russia’s invasion of Ukraine,and pursuing new markets and product portfolios through 
integrated operations as the North American Vegetable Oils and Fats Business and joint efforts with Blommer.

Creation of New Value through Proactive Sustainability Initiatives
In Europe, the center of food and sustainability, we have established a European R&D center and a dedicated 
sustainability development team to strengthen communication throughout the Group. In addition, we are 
taking steps to coordinate with various legislation and compliance measures, such as obligations for environ-
mental and human rights related due diligence and the European Green Deal*1. Fuji Oil Europe has set the goal 
of becoming a Best in Class Green Deal Supplier*2. In new business, production will begin at Fuji Brandenburg 
GmbH, our production base for soluble pea fiber for the European and U.S. markets. Together with our employ-
ees, we will actively respond to the demands of society and take on the challenge of creating new value.

*1  The European Green Deal is a comprehensive new European Union economic growth strategy, launched by the European Commission in 
December 2019, that aims to balance climate change action and economic growth.

*2 Our goal is not only to comply with regulations and guidance but also to create new value through the best service in the industry.

Tatsuji Omori
President
Fuji Oil Co., Ltd.

Naohiro Rokukawa
Chairman and President of 
Blommer Chocolate Company
President of Fuji Specialties, Inc.
President of Fuji Oil  
International, Inc.

Maeda Sunao
Managing Director
Fuji Europe Africa B.V.
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Topics

Maximizing Group Synergies
Since the consolidation of Oilseeds International into the Group umbrella in May 2022, the management consisting 
of Fuji Vegetable Oil and Fuji Oil New Orleans formed a task force, which began putting together a grand design for 
the future. It also plans to hold a strategy session with Riceland Foods, Inc., Oilseeds International’s joint venture 
partner and the largest rice-gathering cooperative in the United States, to help realize the Fuji Oil Group’s aspira-
tion in both liquid oils and tropical oils and fats.
 In addition, Blommer and Fuji Vegetable Oil have begun joint discussions on new markets and new products, 
focusing on R&D and new market segments since April, aiming to maximize synergies in the North American area. Member of Riceland Foods, Inc. 

and Oilseeds International

Topics

Moving to Strategically Expand the PBF-Related Business in Europe
Fuji Oil Global Innovation Center Europe (GICE) ( P40) is the center of our efforts to create new businesses that 
will become the pillars of our next-generation operations. In Europe, where PBF originated, the emergence of 
startup companies and the development of new technologies are remarkable, and we are proactively working 
toward unearthing and identifying such companies and technologies to the best of our ability. By combining  
cutting-edge technologies, open innovation, and the unique technologies of the Fuji Oil Group, we aim to be a game 
changer in the provision of innovative and sustainable solutions to social issues.

GICE researcher

Topics

Topics

Providing New Value with Plant-Based Ingredients
We have been focusing on the development and sales of 
plant-based ingredients and PBFs, which have been generally 
well-received by our customers. However, challenges 
remained in providing delicious taste. To address this issue, 
we are launching GOODNOON, a line of products offering new 
value based on the concept of “surprisingly delicious foods,” 
and promoting the development of new sales methods. For 
the time being, our plans revolve around killer products, such 
as Prime Soy Meat, plant-based chocolate, plant-based 
butter, plant-based dashi (stock), and  
plant-based cheese.
 We will continue to develop problem-solving businesses 
with plant-based ingredients based on “delicious and 
healthy” and create new value by changing markets and 
sales methods.

Taking on New Approaches—Consumers, Takeout, and Dining
We will accelerate collaboration with EC sites, digital marketing operations, and top food brands. We will enhance our proposal power 
by utilizing information obtained from consumers in our database and take on the challenge of expanding sales in the domestic takeout and 
dining markets.

cotta Co., Ltd.
We have entered into a capital and business alliance with cotta, an EC portal site for confec-
tionery and baking ingredients with 1.7 million members. Together, we will promote the 
development of business activities that are closer to the consumer’s perspective by focusing 
on social issues and communicating our efforts widely to consumers.

GREE Lifestyle, Inc.
The world is overflowing with information via the internet, and social media has permeated 
the lifestyles of many. We will promote digital marketing through collaboration with GREE 
Lifestyle in order to be closer to consumers.

GOODNOON killer products
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Area Strategy

Focus on Diverse Markets with an Approach Not Bound by the Past
In the diverse food markets of Southeast Asia, startups and PBF companies are emerging at a speed that is a 
far cry from the past, and the market structure is undergoing major change. Fuji Oil Asia Pte. Ltd. cannot be 
bound to the past and must take a leap up to the next level. We will build a structure that enables us to earn 
stable profits regardless of the market environment. We will also focus on differentiating ourselves from our 
competitors, building a sustainable palm oil supply chain ( P46), creating added value for our products, and 
strengthening our proactive approach to the PBF market, which we believe will lead us to a turning point in 
the next three years. In the markets of Southeast Asia and Oceania, where Fuji Oil Asia targets more than 1.2 
billion people, we will provide a balanced allocation of resources based on our assessment of each country’s 
market and growth areas.

Kunihiko Ogata
Managing Director
Fuji Oil Asia Pte. Ltd.
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Promoting a Product Mix Strategy
In R&D, we will develop products for health needs that are increasing year by year and for the 
food service market, where recovery is expected. Since the establishment of the R&D Center 
in 2015, we have consolidated development staff from each business field into one location. 
However, from fiscal 2022, we will be transitioning to a structure where the development 
staff with their shared technologies and know-how will work for individual Group companies. 
Through integrated management of production, sales, and development, we are improving 
the speed at which technologies are incorporated into products and reviewing the product 
mix of each company.

Alternative Protein Innovation Center Asia (APICA), 
which began operations in fiscal 2022

Fresh Start as a Company That Work for People
The Chinese market demands technologies and products that will realize the Group’s Management 
Philosophy. In order to continue contributing to the Chinese society through deliciousness and healthiness, 
we are determined to transform ourselves into a strong company by focusing on profits and further enhanc-
ing our awareness of norms under our mid-term management plan Reborn 2024.
 It has been close to 30 years since we began our operations in China. We will continue to pursue food 
safety and security and leverage the trust and brand power we have built, while strengthening compliance to 
become a company where employees can work with peace of mind and be rewarded for their efforts. We are 
also aware of China’s great influence on the global environment and would like to contribute to solving envi-
ronmental issues.

Masataka 
Minemura
President 
Chairman and General Manager  
of Fuji Oil (China)
Investment Co., Ltd.
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Maintaining Our Position with Sales to the Chinese Bakery Market
In the wake of the COVID-19 crisis, where the movement of people has been restricted, we 
are putting greater effort into setting up web-based training sessions. We are also steadily 
expanding FUJISUNNY PLAZA customer service centers. In Zhangjiagang, we opened an R&D 
center with a focus on new product development. In Tianjin, we opened an R&D office for our 
Soy-Based Ingredients Business.
 We will continue to promote support for local customers through our R&D offices and 
plaza customer service centers throughout China to take the lead in the speed-focused 
Chinese market.

Our webinars that attract tens of thousands of viewers
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