
Emulsifi ed and 
Fermented Ingredients 
Business

Business Environment
• Intense competition with many players

• Competitors are expanding their portfolios and geographical coverage

Market Trends
• Growth markets, centered on Asia

•  Popularity of bread as a staple 
food continues to rise in China

•  Growth of the Japanese market 
is slowing down 

Strategic Directions

Differentiate through Plant-Based Food Solutions and Capture Markets
In Japan, a mature market, we will work to enhance profi tability 
and establish competitive superiority by pursuing solutions to 
social issues such as labor shortages, and by differentiating 
ourselves through plant-based foods. In China and other parts of 

Asia, where markets are growing, we will capture new markets 
and achieve business growth by establishing a fi rm grip on 
growing demand in the initial stages of market growth.

SWOT Analysis

Strengths

•  Deliciousness and functionality through oils and fats 
and adjustment processing technologies

• Power of Japanese brand 

• Experience with plant-based ingredients

Weaknesses • Price competitiveness in commodities

Opportunities
• Growing demand for products using sustainable palm 

• Enhanced value of plant-based foods

• Expanding Chinese market

Threats
• Regulatory changes in various countries

• Entry of competitor in growth markets

FY 2018 Results Priorities in FY 2019

• Began operations at a new factory in China, maintained strong sales

•  Demand softened in Japan due to disasters and weather-related issues, 
struggled to expand sales 

•  Made progress in new product development that demonstrates the appeal of 
plant-based foods in Japan 

•  In Asia, the sales volume of compound butter recovered, and a new cream 
product performed well 

• Continue to expand sales in China

•  Progress in expanding sales with differentiated products and measures to 
enhance profi tability in Japan

• Mitigate opportunity loss through intra-Group supply

• Continue to expand sales of whipping cream and margarine in Asia

In Southeast Asia, although profi tability decreased in the preparations 
business for auxiliary materials due to instability in the dairy ingredient 
market, sales of whipping cream increased. In China, where bread 
consumption is growing dramatically, sales continued to grow led by 
fi llings and margarine. The start of operations at the new factory in July 
also proceeded smoothly. In Japan, sales of confectioneries and sweet 
baked goods were weak due to extreme heat and other factors. We 
are currently working to improve profi tability.

In China, demand for bread is growing not just in coastal areas, but also 
in the interior. We will continue to expand our businesses at a pace 
that exceeds the market while focusing on enhancing effi ciency and 
operating rates at the new factory. In Japan, we will enhance profi tability 
by improving production effi ciency through consolidation of product 
lines. We will also expand sales of products that address labor shortage 
issues and differentiated products based on the concept of PBFS.
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• Whipping cream • Margarine • Fillings

• Plant-based cheese alternatives • USS processed soy products

Strengthening Proposals and the Supply System for Bakery Ingredients

Our custard cream for bakery products and other fi lling 
ingredients maintain a high market share and are selected for 
their safety, security, fl avor and quality. 
 The start of operations at the new factory and utilization of 
the six FUJISUNNY PLAZAs will further drive growth in the 
bakery products market.

Highlight

Growth of Bread Market in China

Source: Euromonitor International 2019, “Sales of Bread in China” (Retail Value RSP)
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