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This study analyzes the expansion of the way to sell Japanese fresh fruits and processed 
fruits in foreign countries quantitatively and empirically. As a result, the following 
was clarified.   

Chapter 1 examined which purchasing classes should be targeted for Nokkori pear and 
Tochiotome strawberry produced in Tochigi Prefecture, by a probit analysis.  
 First, there was a low level of recognition towards Japanese pears and apples in general. 
Therefore, a promotion strategy to enhance the recognition of Nikkori and Tochiotome 
should be encouraged, for example, by creating special packages for their exports.   
 Second, Regarding Tochiotome, its size in Hong Kong, and its fragrance in Bangkok, was 
highly evaluated. Tochiotome was highly evaluated by women, whereas Nikkori by 
middle-aged group.  
 Finally, in terms of prices, Nikkori pear was four times more expensive than Chinese 
pears in Hong Kong, and Tochiotome strawberry was seven times more expensive than domestic 
strawberries in Bangkok. However, nearly 80% of the respondents said they would still 
be willing to buy Nikkori if its price was same or even a little more expensive in Hong 
Kong. Nearly 70% gave the similar positive answer for Tochiotome in Hong Kong. Meanwhile, 
in Bangkok, almost 80% of the respondents would not buy Nikkori and Tochiotome by the 
suggested prices. 
 On the whole, this paper suggests from the probit analysis that the successful export 
of Tochiotome to Hong Kong should be targeted to middle-aged and women groups who have 
a priority evaluation of taste, and should set up the strategy on how such groups are 
attracted to buy them.  
Chapter 2 discusses trends and consumers' awareness of the export of Kyoho grape produced 



in Totigi in the ISETAN Scotts store. In this shop, Japanese grapes are valued highly, 
but the price of Kyoho grape produced in Tochigi is required to be lowered. In the case, 
such as this shop where there are many Japanese customers, however, expensive Japanese 
grape was segregated from cheap Australian grape. 
Although Singaporean taste and adherence to safety are different from Japanese, 

Singaporean value Japanese grape highly. Thus, marketing activity, which focuses on 
targeted consumers by selling seedless grapes and improving freshness (by avoiding 
shedding and stem blight), would be essential, rather than quick changes in prices. 
The key to expansion of sales of Tochigi grape is how to increase non-Japanese repeaters. 

In the shop, there are relatively many Japanese customers, but customers who purchase 
Tochigi grape repeatedly are mainly Japanese and most Singaporean do not recognize it. 
Hereafter, it would be necessary to sell grapes which Singaporean people prefer by paying 
attention to sweetness, low price, and freshness. 
Chapter 3 aims to increase exports of Aomori cloudy apple juices and considers the tastes 

of foreign consumers, analyzing the factors of demographic consumers’ assessment on the 
juices.  
First, foreign consumers are not necessarily committed to breeding and domestic products, 
but the additive-free were highly evaluated by 70% of respondents, and Aomori cloudy apple 
juices ware evaluated by 50% of respondents.  
As a result of demographic consumer tasting, domestic products was preferred to people 
in high-income countries, and single variety was preferred to young people. But, single 
variety and cloudy juices were not committed to people other than high-income countries.  
Also, Fuji won the highest rating among varieties, and was evaluated by young people 

other than those from high-income countries. Meanwhile, Shinanogold was evaluated by 
elder persons and Mutsu was evaluated by knowledgeable buyers of foods.  
Moreover, as a result of the relationship between comprehensive assessment and individual 
assessment items, a color is most appreciated, then sweetness, and flavor were also 
evaluated.  
However, investigating the intention of purchasing Aomori cloudy apple juices, less than 

30% of respondents was not willing to purchase them and 60% of respondents with the 
purchase had the intention to buy, but didn’t feel premium in price. Meanwhile, only 
less than 30% of respondents thought that the price difference of between Fuji etc. and 
Shinanogold etc. is reasonable and 40% of respondents thought that the price difference 
among 2 varieties was not even reasonable despite Shinanogold’s high rate.  
As a result of the relationship between purchase intention and personal attributes, the 

price premium is not felt enough by high-aged and Asian people in college graduates, in 
particular college graduates and Asian people had more tendency. Therefore it is 
recommended to select the appropriate sales channels and conduct adequate price survey 
in exporting to Asian countries. 
Chapter 4 dealt with the export of Tochiotome strawberries to Hong Kong and consumers’ 

consciousness. According to the questionnaires in Ichida-Yata, a supermarket in Hong Kong, 
about 80 percent of the respondents have bought Japanese strawberries before. They 
provided more positive evaluations to Japanese strawberries than those produced by other 
countries. The result of the questionnaires also indicated that the respondents who has 
not bought Japanese strawberries before tended to give more positive evaluations to the 
strawberries than those who has bought them before. Therefore, this paper suggests that 
the former group should be given more opportunities to buy Japanese strawberries. Before 
the questionnaires, the people in Hong Kong had an image that Japanese strawberries are 
relatively large in size. However, the result of the questionnaires showed that they do 
not necessarily prefer larger strawberries. Therefore, the small and middle-sized 
strawberries should also be considered to be exported to Hong Kong from Japan. 
 Furthermore, according to the questionnaires in Ichida-Yata, the respondents with 

relatively small households tended to value freshness of strawberries. Older respondents 
tended to value the safety of strawberries. Respondents with high incomes tended to value 
safety as well as organic products. In other words, the respondents with middle- and high 
incomes, who are the main buyers of Japanese strawberries, require safety and trust in 
the products. This will be an indispensable point to be improved in exporting Tochiotome 



to Hong Kong. On the whole, a long-term exporting scheme should be expected in order to 
meet the demand of a wealthy group and to distinguish Japanese strawberries from other 
foreign products in Hong Kong.   
Chapter 5 analyzed the consumers’ purchasing behavior of Aomori apple to examine its 

export potential to Helsinki.  Main findings are as follows: First, the amount of apple 
consumption per capita is large in Scandinavian countries and their income level or 
purchasing power is high so that they can be fair consumers for Aomori apples.  To export 
their products to Helsinki, Finland, however, our detail price analysis shows that Aomori 
apple producers should make efforts to reduce the retail prices in Helsinki to the levels 
of apple prices domestically distributed in Japan.  Next, the consumers in Helsinki 
highly evaluated Japanese apple as compared with Italian and Chinese apples, while organic 
apples is preferred as well.  Third, as to the size of apples, heterogeneous preferences 
are observed among the sample consumers.  Large size, a diameter of 75mm and above, 
applies are typically preferred by the relatively rich consumers while general people 
or students will choose small size apples.  The findings show that when exporting Aomori 
apples, sale channels should be established by taking the difference of size preference 
into account. 
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 ┤᥋⤒㈝ 㛫᥋⤒㈝ ྜ ィ 

2008 ᖺᗘ 1,900,000 570,000 2,470,000 

2009 ᖺᗘ 1,000,000 300,000 1,300,000 

2010 ᖺᗘ 800,000 240,000 1,040,000 

ᖺᗘ    

  ᖺᗘ    

⥲ ィ 3,700,000 1,110,000 4,810,000 
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㸯㸬◊✲㛤ጞᙜึࡢ⫼ᬒ 

1979ࠊࡣᯝᐇ⏕⏘㔞ࡿࡅ࠾ᅜࡀࢃ ᖺ
675.0 㹲ࢆࢡ࣮ࣆ㏄ࡢࡑࠊࡀࡿ࠼ᚋࡣῶ
ᑡ2004ࠊࡅ⥆ࡋ ᖺࢡ࣮ࣆࡣ༙ࡢศ௨ୗࡢ
326.2 㹲⦰ᑠࠊࡓࡲࠋࡿ࠸࡚ࡋ⏕㩭ᯝᐇ
ࡢ 1 ேᙜࡢࡾࡓᾘ㈝㔞ࢡ࣮ࣆࠊࡣࡢ 1973
ᖺࡣ 54.6kg 2004ࠊࡋᑐࡢࡓࡗ࠶࡛ ᖺ
ࡣ 30.1kg 2004ࠊࡽࡉࠋࡓࡋῶᑡ࡛ࡲ ᖺ
ࡣ⋠⤥⮬ᯝᐇࡢ 39㸣ࡑࡼ࠾ࠊ 6ࢆ㍺ධᯝ
ᐇ౫Ꮡࡿ࠸࡚ࡋ≧ἣ࡛ࠋࡿ࠶ 

⏺ୡࠊ࡚ࡋỴࡣᯝᐇ⏘ᴗࡢᅜࡀࢃࠊࡋࡋ
ⓗࡶ࡚ࡳప࠸㎰ᴗ⏕⏘ࢃࡿ࠸࡚ࢀࢃ⾜ࡀ
Ᏻࠊࡣฟᯝᐇ㍺ࡢᅜࡀࢃࠊᐇࠋ࠸࡞ࡣ࡛ࡅ
࡛ရ㉁ࡀ㧗ࠊࡃ㧗⣭ရ࡚ࡋᕪู࡚ࢀࡉ
2004ࠋࡿ࠸ ᖺ㎰ᯘỈ⏘┬ࣛࣈࠕࡓࡆୖࡕ❧ࡀ
ࡸ㎰⏘≀㈍㊰ᣑᨭᴗ࣏ࠖࣥࢵࢽ࣭ࢻࣥ
2005 ᖺ㎰ᯘỈ⏘≀➼㍺ฟಁ㐍༠㆟タ❧⥲
࡛ࡢᑠἨⓎゝࠊࡶࡽᚋࡣᏲࡽࡾᨷࡵ
ᮇᚅฟቑ㍺ࡸရ┠ᣑࡿࡼᨭࡢ
ࡢ⦼ฟᐇ㍺ࠊࡶ୰࡛ࡢࡑࠋࡿ࠸࡚ࢀࡽࡏᐤࡀ
࿘ࡣࡇࡿ࠸࡚ࢀࡽᙜ࡚ࡀⅬ↔ᯝᐇࡿ࠶
ᯝᐇ࣭ᯝᶞࡢᅜࡀࢃࡢᚋࠋࡿ࠶࡛ࡾ㏻ࡢ▱

⏘ᴗࠊࡣᅜ㝿➇தຊࡢ㧗࠸ᯝᐇ⏕⏘ࡘࠊ᪂
࡞ࡣ࡛ࡅࡔᅜෆࠊࡋᶍ⣴ࢆ࣒ࢸࢫࢩὶ㏻࡞ࡓ
ࣥࢸࢣ࣮࣐࡞ᅜ㝿ⓗࡓࡋᑐᛂࡶฟ㍺ࠊࡃ
࡛✲◊ᮏࠊ࡛ࡇࡑࠋࡿ࠸࡚ࢀࡉッồࡀ␎ᡓࢢ
ࡋ㇟ᑐࢆฟ㍺ࡢᯝᐇຍᕤရ㩭ᯝᐇ⏕ࡣ
 ࠋࡓ
 
㸰㸬◊✲ࡢ┠ⓗ 

ᾏࡢ㩭ᯝᐇ࣭ᯝᐇຍᕤရ⏕ࡿࡅ࠾ᅜࡀࢃ
እ㈍㊰ࢆᣑࢆࡇࡿࡏࡉ➨୍┠ᶆࠋࡓࡋ 

ලయⓗ࡞ᯝᐇࢦࢳ࣭ࢩࢼ࣭ࢦࣥࣜࠊࡣ➼
◊ࡓࡋฟ㍺࠸㧗ࡢရ㉁ࡘதຊ➇ࡢ
ᾏእ㈍㊰ᣑࡢ㩭ᯝᐇ⏕ࠊ࡚ࡋࡑࠋࡓࡗ⾜ࢆ✲
㛵ࠊࡣ✲◊ࡿࡍϨ.ᐇ㝿㍺ฟࡀ㛤ጞࡉ
ࠊฟᣑ㸦ᯝᐇ㍺ฟᣑ㸧㍺ࡢᯝᐇࡿ࠸࡚ࢀ
Ⅱ.ᚋ㍺ฟࢆ㛤ጞࡿࡍᯝᐇࡢ㍺ฟྍ⬟ᛶ
㸦ᯝᐇ㍺ฟྍ⬟ᛶ㸧ࡢ  ࠋࡓࡋᐹ⪄࡚ࡅࢃࡘ2
 
㸱㸬◊✲ࡢ᪉ἲ 

ࠊྠࡓࡲ ࣭⏘⏕ࡢᯝᐇ࣭ᯝᶞ⏘ᴗࠊࡣ࡛✲◊
ὶ㏻࣭ᾘ㈝࣭㍺ฟࡢ㸲ࢆࡘᰕࢆ✲◊࡚ࡋ㐍
୰ᚰࢆࢺ࣮ࢣࣥࡢᾏእ࡛ࠊ࡚ࡋࡑࠋࡿࡵ



࣮ࢹィ⤫ࡢᾏእࠊࢳ࣮ࢧ࣭ࣜࢻ࣮ࣝࣇࡓࡋ
ࠊ࡚ࡗࡼィ㔞ⓗ࣭ᐇドⓗศᯒࡓࡋ⏝ࢆࢱ
ᚋࡿࡅ࠾⏕㩭ᯝᐇࡢᾏእ㈍㊰ᣑࡢ᪉
ྥᛶ᳨ࢆウࠋࡓࡋ 

ᯝᐇ㍺ฟᣑࡢϨࠊࡀࡓࡋ♧ࡶⓗ┠ࡢ✲◊
ࠊࡣ࡚࠸ࡘᐇ㝿㍺ฟࡀ㛤ጞࡿ࠸࡚ࢀࡉ
ฟᣑ㍺ࡢࢩࢼ࣭ࢦࢳࡿࡅ࠾ࢱ࣭ 㤶ࠕ
㸦➨㸯❶ࡧࡼ࠾➨㸱❶㸧ࠖ ࣮࣏࢞ࣥࢩࠕ
ฟᣑ㸦➨㸰❶㸧ࠖ㍺ࡢ࢘ࢻࣈࡿࡅ࠾ࣝ ࢆ
ࢆ✲◊࡚ࡋ㐍ࠋࡓࡵ 

ࠊࡣ࡚࠸ࡘᯝᐇ㍺ฟྍ⬟ᛶࡢⅡࠊ࡚ࡋࡑ
⌧ᅾ㍺ฟ᳨ࡀウࠕࡿ࠸࡚ࢀࡉEU࣭࠾ࣂࢻ
ฟྍ⬟ᛶ㸦➨㸱❶㸧ࠖ㍺ࢫ࣮ࣗࢪࢦࣥࣜࡿࡅ
ᯝ⏕ࢦࣥࣜࡿࡅ࠾㸧࢟ࣥࢩࣝ࣊Ḣ㸦ࠕ
㍺ฟྍ⬟ᛶ㸦➨㸳❶㸧ࠖ ✲◊ࠊ࡚ࡋࢆ
 ࠋࡓࡵ㐍ࢆ
 
㸲㸬◊✲ᡂᯝ 

➨㸯❶࡛ࠊࡣᰣᮌ⏘ࡵ࠾ࡕࡾࡇࡗ
ホ౯㉎㈙ᒙࡿ࡞ዴఱࡢࢡࢥࣥࣂࡸ 㤶ࠊࡀ
ࡿࡅ࠾୧ᅜࠊࡎࡲࠋࡓࡋᐹ⪄ࠊࡢࡿࢀࡉ
ᅜ⏘ࢩࢼရ✀ᅜ⏘ࢦࢳရ✀ࡢㄆ▱ᗘࡣ
㠀ᖖపࡣࡵ࠾ࡕࠊ࡚ࡋࡑࠋࡓࡗ㤶 
ࢀࡉホ౯ࡀࡾ㤶ࡣ࡛ࢡࢥࣥࣂࠊࡀࡉࡁࡣ࡛
࠾ࡕࠊ୰㧗ᖺᒙࡣࡾࡇࡗࠊ࡚ࡋࡑࠋࡓ
 㤶ࠊᚋ᭱ࠋࡓࡗ㧗ࡀホ౯ዪᛶࡣࡵ
ࣂࠊ㸲ಸࡢࢩࢼ⏘୰ᅜࡣ౯᱁ࡢࡾࡇࡗࡢ࡛
ࢳ⏘ࢱࡣ౯᱁ࡵ࠾ࡕࡢ࡛ࢡࢥࣥ
࡛ 㤶ࠊ࡚ࡋࡑࠋࡓࡗ࠶ࡀ౯᱁ᕪࡢ㸵ಸࡢࢦ
㸵ᙅࡶࡵ࠾ࡕࠊࡀ㸶ᙅࡣࡾࡇࡗࡣ
ࡶ࡚ࡃⱝᖸ㧗ࡣࡓࡲᑠ౯᱁ࡢㄪᰝᙜ᪥ࠊࡀ
㉎ධ࠺࠸ࡿࡍᅇ⟅ࡀᚓࣂࠊࡋࡔࡓࠋࡓࢀࡽ
ᗑ㢌ᑠ౯ࡢㄪᰝᙜ᪥ࠊࡀ㸶ᙅࡣ࡛ࢡࢥࣥ
᱁ࡤࡽ࡞㉎ධ࠺࠸࠸࡞ࡋ⤖ᯝࡑࠋࡓࡗ࡞
ุ᩿ࡽ᥎ィ⤖ᯝࡢࣝࢹࣔࢺࢵࣅࣟࣉࠊ࡚ࡋ
ฟ㍺ࡵ࠾ࡕࡢ࡛ 㤶ࡢᚋࠊࡤࡽ࡞ࡿࡍ
ࡢ㣗ホ౯ࠊࡋࢺࢵࢤ࣮ࢱࢆ୰㧗ᖺᒙࠊࡣ
㧗࠸ዪᛶࢆዴఱ㉎㈙ᒙࡾྲྀධࡀࡿࢀ
㍺ฟᣑࠋ࠺ࢁࡔࡿ࡞ࢠ࢝ࡢ 

➨㸰❶࡛ఀࠊࡣໃࢶࢵࢥࢫᗑࡿࡅ࠾ᰣ
ᮌ⏘ᕧᓠࡢ㍺ฟືྥࡢࡑ᮶ᐈࡢᾘ㈝ព㆑
ࣈ⏘᪥ᮏࠊ࡚࠸࠾ᗑྠࠋࡓࡋᐹ⪄࡚࠸ࡘ
ᰣᮌ⏘ᕧᓠࠊࡀ࠸㧗㠀ᖖࡣホ౯⮬యࡢ࢘ࢻ
᪥࡞㧗౯ࠊࡋࡔࡓࠋࡓࢀࡽࡵồࡀప౯᱁ᛶࡢ
ᮏ⏘ᕧᓠࡣᏳ౯⏘ࣜࣛࢺࢫ࣮࢜࡞᳇ࡳ
ศࠊࡵࡓࡢࡑࠋࡓ࠸࡚ࢀࡽࡅᚋࡢ㍺ฟࠊࡣ
᪩ᛴ౯᱁ᨵᐃࠊࡣࡾࡼ࠺࠸ࡿࡍ⬺⢏࣭ⱼ
ᯤࡓࡗ࠸࠸࡞ࡋࢀ㩭ᗘࡋ࡞✀ࡸୖྥࡢᕧ
ᓠ㈍ࡓࡗ࠸ᡭἲ࡛ࡿࡍࢺࢵࢤ࣮ࢱࠊ㈍
ᒙࢆ᫂☜ព㆑ࢢࣥࢸࢣ࣮࣐ࡓࡋάື
ᰣᮌࡢᗑྠࠊ࡚ࡋࡑࠋ࠺ࢁࡔࡿ࡞ྍḞࡀ
⏘ᕧᓠࡢ㈍ᣑࠊࡣࡢࡿ࡞ࢠ࢝ࡢ᪥ᮏே
௨እࡢᕧᓠ㉎ධࢆ࣮ࢱ࣮ࣆࣜࡢዴఱ࡚ࡋ
ᣑྠࠋࡿ࠸࡚ࡗࡿࡍᗑࡣ᪥ᮏேᐈ
ࢩࡢከᩘࡣᰣᮌ⏘ᕧᓠࠊࡀࡿ࠶࡛ࡢ࠸ከࡶ
ᰣࡣᚋࠋ࠸࡞࠸࡚ࢀࡉㄆ㆑ே࣮࣏ࣝ࢞ࣥ
ᮌ⏘ᕧᓠ࣮࣏࢞ࣥࢩࠊ࡚ࡗࡼ➼ࢺࣥ࣋ࡢ

ࣝே㑅ዲࡿࢀࡉᕧᓠ㈍ࢆᐇࡿࡍᚲせ
 ࠋ࠺ࢁࡔࡿ࠶ࡀ

➨㸱❶࡛ࠊࡣ㟷᳃⏘ΰ⃮ࣜࣥࡢࢫ࣮ࣗࢪࢦ
ᾏእ㍺ฟᣑࢆ┠ⓗࠊࡋᾏእᾘ㈝⪅ࡢႴዲ
ᛶࢆ⪃ᐹ࡚ࡋࡑࠋࡓࡋ㟷᳃⏘ࡀዴఱࡿ࡞㉎㈙
ᒙホ౯ࡢࡑࠊࡢࡿࢀࡉせᅉࢆศᯒࠋࡓࡋ
✀ရࡸᅜ⏘ရࡶࡋࡎᚲࡣ⪅㈝ᾏእᾘࠊࡎࡲ
ᣊࠊࡀ࠸࡞ࡣࡾ↓ῧຍࢆồࡀ⪅ࡿࡵ㸵ከ
ࠊḟࠋࡓࢀࡉホ౯㸳ࡣ⏘㟷᳃ࠊࡓࡗ
ᾘ㈝Ⴔዲࢆᒓᛶ᳨ูᐃࡓࡋ⤖ᯝࠊᅜ⏘ရࡣ
㧗ᡤᚓᅜࡢேࠊ༢ရ✀ࡣⱝ࠸ேዲࡓࢀࡲ
ࡢ㧗ᡤᚓᅜ௨እࡣࢫ࣮ࣗࢪΰ⃮ࡸ✀༢ရࠊࡀ
ேᣊࠊࡓࡲࠋࡓࡗ࡞ࡣࡾရ✀㛫ࡢホ౯ࡀ
㧗ᡤᚓᅜ௨እࠊࡾ࠶࡛ࡌࡩࡣࡢࡓࡗ㧗ࡶ᭱
࣮ࣝࢦࣀࢼࢩࠊ᪉ࠋࡓࢀࡉホ౯ே࠸ⱝࡢ
㇏ࡀ㆑▱ࡢ㣗ᩱࡣࡘࡴࠊே࠸㧗ࡢᖺ㱋ࡣࢻ
ᐩ࣮ࣖࣂ࡞ホ౯ࠋࡓࢀࡉ᭦ࠊಶูホ౯
㡯┠⥲ྜホ౯ࡢ㛵㐃ᛶࢆ⪃ᐹࡓࡋ⤖ᯝࠊ
Ⰽࡶ᭱ࡀホ౯ࠊࢀࡉ⢾ᗘྠᵝࠊ㤶ࡶࡾホ
౯ࠊࡋࡔࡓࠋࡓࢀࡉ㟷᳃⏘ࡢ㉎ධពᛮࢆㄪᰝ
㉎ࠊࢆ㸱ᙅࡀே࠸࡞ࡀ㉎ධពᛮࠊᯝ⤖ࡓࡋ
ධពᛮࡀࡿ࠶ࡣ౯᱁ࢆ࣒࣑ࣞࣉឤ࠸࡞ࡌ
ேࡀ㸴ࢆ༨ࠋࡓࡵ᪉ࢦࣀࢼࢩ➼ࡌࡩࠊ
㸱ᙅࡣேࡿ࠶ጇᙜ࡛ࡀ౯᱁ᕪࡢ➼ࢻ࣮ࣝ
౯ࡶ࡛ࢻ࣮ࣝࢦࣀࢼࢩ࠸㧗ࡢホ౯ࠊࡎࡂ㐣
᱁ᕪࡀጇᙜ࡛࠸࡞ேࡀ㸲ᙅࢆ༨ࠋࡓࡵຍ࠼
⤖ࡓࡋᐹ⪄ࢆ㛵ಀࡢಶேᒓᛶ㉎ධពᛮࠊ࡚
ᯝࠊᖺ㱋ࡀ㧗ࠊࡃ༞࡛ࢪㅖᅜࡢே
౯᱁ࢆ࣒࣑ࣞࣉឤ≉ࠊࡀࡓࡗ࡞࠸࡚ࡌ
༞ࢪࡸㅖᅜࡢேࡢࡑࡣഴྥࡀᙉࡗ
౯᱁ㄪ࡞༑ศࡣ㝿ࡿࡍฟ㍺ㅖᅜࢪࠋࡓ
ᰝ㐺ษ࡞㈍ࡢࣝࢿࣕࢳ㑅ᢥࡀᚲせ࡛࠶
 ࠋࡓࡗ

➨㸲❶࡛ࡢࡵ࠾ࡕࠊࡣ㤶 ㍺ฟᾘ㈝
⪅ព㆑࡚࠸ࡘ⪃ᐹ୍ࠋࡓࡋ⏣ YATA ࠊࡣ࡛
᪥ᮏ⏘ࡢ㉎ධ⤒㦂ࡣ㸶ᙅከࡋࡑࠋࡓࡗ
࡚᪥ᮏ⏘ࡢ㉎ධ⤒㦂⪅ࡣ᪥ᮏ⏘ࢆᅜ⏘ࡼ
ࡀ᪉ࡢ⪅㉎ධᮍ⤒㦂ࠊ᪉ࠋࡓࡋホ౯ࡃ㧗ࡾ
᪥ᮏ⏘ࢆホ౯ࠊࡵࡓࡿࡍᚋࡣ㉎ධᮍ⤒㦂⪅
ᚲࡿࡍᥦ౪ࢆ⏘᪥ᮏࡿ࠼ࡽࡶ࡚ࡋ㉎ධࡶ
せࠋࡿ࠶ࡀ᪉ࠊ㤶 ேࡢ᪥ᮏ⏘ᑐࡿࡍ㝵
⣭ࡣࢪ࣮࣓⢏ࠊࡀࡔᚲࡶࡋࡎ⢏ࢆዲࡴ
⏘⢏᪥ᮏࡢ➼࠺࠾ࡲ࠶ࠋࡓࡗ࡞ࡣ࡛ࡅࢃ
ࠋ࠺ࢁࡔᚲせࡶウ᳨ࡶ୰࣭ᑠ⢏ࡿࡅศࡳ᳇
ୡᖏࠊࡣ㈍࡛ࡵ࠾ࡕࡢᗑ࡛ྠࠊ࡚ࡋࡑ
ဨࡢᑡ࠸࡞ᐙᗞ࡛ࡣ㩭ᗘࠊࡀᖺ㓄⪅ࡣᏳ
ᛶࠊࡀ୰࣭㧗ᡤᚓᒙࡣᏳᛶ᭷ᶵ᱂ᇵࡀ
ồࠋࡓࢀࡽࡵ᪥ᮏ⏘ࡢࡿࡓ㉎㈙ᒙ࡛ࡿ࠶
୰࣭㧗ᡤᚓᒙᏳ࣭Ᏻᚰࡀồࠋࡓࢀࡽࡵ
ᨵၿせᮃᣦᶆ࡞ྍḞࡣฟ㍺ࡵ࠾ࡕ
ࡓ࠼ᛂせᮃࡢ㤶 ேᐩ⿱ᒙࡣᚋࠋࡿ࠼࠸
㍺ฟᑐᛂࢆ┠ᶆࠊࡢᅜෆእ⏘ࡢ㉎㈙ᒙ
᳇ࡳศ࡞࠺ࡼࡿࡁ࡛ࡀࡅ㛗ᮇⓗ࡞㍺ฟィ⏬
 ࠋ࠺ࢁࡔࡿ࡞ᚲせࡀ

➨㸳❶࡛ࠊࡣḢࣥࢩ࣭ࣝ࣊ࢻࣥࣛࣥࣇ
ࡢࠊࡣ࡛࢟ EU ㅖᅜྠᵝࠊᑠ⋢ࣜࣥࢦ
㟷᳃⏘ࡣᆅྠࠊࡀࡔࡢࡿ࠸࡚ࢀࡉ㈝ᾘࡀ



ฟ㍺ࢆ㸧ࡌࡩࠊࡁࠊ୍⏺㸱✀㸦ୡࢦࣥࣜ⋣
ࡑࠋࡓࡗࡽࡶ࡚ࡋ㣗ேࢻࣥࣛࣥࣇࠊࡋ
㣗ࡢࢦࣥࣜ⏘㟷᳃ࡣ⪅㈝ᾘࡢᆅྠࠊᯝ⤖ࡢ
ホ౯ࡣᴟ࡚ࡵⰋዲ࡛ࠊࡋࡋࠋࡓࡗ࠶㟷᳃
⏘⋢ࣜࣥࡢࢦ౯᱁ྠࠊࡣᆅ᭱ࡢ㧗⣭᭷ᶵ᱂
ᇵࣜࣥࡢࢦ 2ಸ㐩ࠊࡵࡓࡿࡍ㣗ホ౯ࡣ㧗
ࠊࡋࡔࡓࠋࡓࡗ࠶ᾘᴟⓗ࡛ࡣ㉎ධࠊࡢࡢࡶ࠸
㧗ᡤᚓᒙࡣ㉎ධࡿࡍᅇ⟅ࡶࡢࡶࡿࡍከ
ࠊࡶࢆㄪᰝ⤖ᯝࡢ࡛ࢻࣥࣛࣥࣇࠋࡓࡗ
࢙࢘ࣝࣀࠊࣥࢹ࣮࢙࢘ࢫࠊࢶࢻࠊࢫࣜࢠ
ࠊࡋฟ㍺ࢆࢻ࣮ࣝࢦࣀࢼࢩࡌࡩ⏘㟷᳃࣮
EU ࣮ࣝࢦࠊࢹࣞࢡࣥࣆࠊࢻ࣮ࣝࢦࢼࣙࢪ⏘
ࡋᐇࢆ㣗ᐁ⬟ヨ㦂ࡢࢫࣕࢩࣜࢹࣥࢹ
4ࠊᯝ⤖ࡢࡑࠋࡓ ホࡢࢦࣥࣜ⏘㟷᳃ࡶᅜ
౯ࡣᴟ࡚ࡵⰋዲ࡛ࠊࡾ࠶⌧ᆅ࡛᭱ࡢ㧗⣭ࣞ࣋
ࡢࣝ 5.5EURO ๓ᚋࡢ౯᱁ᖏ࡛ࠊࡣከࡢࡃᅇ⟅
ࠊࡋࡔࡓࠋࡓࢀࡽᚓࡀᯝ⤖࠺࠸ࡿࡍ㉎ධࡀ⪅
㍺ฟ⤒㈝ࡸ᥇⟬ᛶ࠺ྜࡀ 10EURO ౯᱁࡛ࡲ
Ỉ‽ࡓࡆୖࢆሙྜࡢࢇࠊᾘ㈝⪅ࡀ㈙ࢃ
ㄪࡢᅇࠊࡓࡲࠋࡓࢀࡽᚓࡀᯝ⤖࠺࠸࠸࡞
ᰝ࡛ࡣ⋢ࣜࣥࢆࢦ㍺ฟࠊࡀࡓࡋ⌧ᆅ࡛ࡣᑠ
㝿ࡿࡍฟ㍺ࢆ᪥ᮏ⏘ᯝᐇࠊࡾ࠶ⓗ࡛⯡୍ࡀ⋣
ฟ㍺ࡓࡏࢃྜつ᱁ࡢᆅ⌧ࡸሗࡢᆅ⌧ࠊࡣ
ࠋࡓࢀࡽᚓࡀᯝ⤖࠺࠸ࡿ࡞㔜せ࡚ࡵᴟࡀ
ຍࠊ࡚࠼EU ⢾ࠊࢦࣥࣜ⏘㟷᳃ࡣࢦࣥࣜ⏘
ᗘࡀ㧗ࠊࡃ㓟ᗘࡀపࠊࡀࡔࡢ࠸࡞ࡶ࡛ࡅࢃ࠸
EU ᇦෆᅜࡢᾘ㈝⪅ࡣ EU ㉎㈙㑅ᢥࢆࢦࣥࣜ⏘
⪄ࢆ㣗ᩥࡢᆅ⌧ࠋࡓࡗ࡞ࡃ࡞ᑡࡶ⪅ࡿࡍ
 ࠋ࠺ࢁࡔࡿ࠶ࡀᚲせࡿࡍ៖⪄ࡶฟ㍺ࡓ࠼

 
㸳㸬࡞Ⓨ⾲ㄽᩥ➼ 
㸦◊✲௦⾲⪅ࠊ◊✲ศᢸ⪅ཬࡧ㐃ᦠ◊✲⪅
 ୗ⥺㸧ࡣ
 
ࠝ㞧ㄅㄽᩥ 㸦ࠞィ㸳௳㸧 
㸯. ୰ᮧဴஓ࣭▮㔝భᶞ࣭ᒣᩔྐࠊᰣᮌ⏘

㈝ᾘࡿࡍ㛵ฟ㍺ࡾࡇࡗ࣭ࡵ࠾ࡕ
⪅㑅ዲศᯒ㸫㤶 ࣭ࡿࡅ࠾ࢡࢥࣥࣂ
ࠊඹᰤᏛ◊✲ㄽ㞟ࠊ㸫ࡽㄪᰝࢺ࣮ࢣࣥ
➨ 7ᕳ89ࠊ㹼1062009ࠊ. 

㸰. ୰ᮧဴஓ࣭ᒣᩔྐࠊᰣᮌ⏘ᕧᓠࣥࢩࡢ
࣏࢞ࣥࢩᾘ㈝⪅ព㆑㸫ฟ㍺࣮࣏ࣝ࢞
࣮ࣝ SCOTTS ఀໃࢺ࣮ࢣࣥࡿࡅ࠾
ㄪᰝࡽ㸫ࠊ✲◊࣒ࢸࢫࢩࢻ࣮ࣇࠊ➨ 16
ᕳ➨  .2009ࠊ78㹼83ࠊ3ྕ

㸱. ୰ᮧဴஓ࣭ᒣᩔྐ࣭▮㔝భᶞࠊ㟷᳃⏘
ᾏእ㍺ฟᣑᡓ␎㸫ࡢࢫ࣮ࣗࢪࢦࣥࣜ
Messe Berlin FRUIT LOGISTICA 2008㸪
Galfood2008 ㄪᰝࢺ࣮ࢣࣥࡿࡅ࠾
➨ࠊ✲◊㛤ⓎᏛࠊ㸫ࡽ 21 ᕳ➨ pp.44ࠊ1ྕ
㹼532010ࠊ. 

㸲. ୰ᮧဴஓ࣭ᒣᩔྐࠊᰣᮌ⏘ࡵ࠾ࡕ
⏣୍ ᾘ㈝⪅ព㆑㸫㤶㤶 ㍺ฟࡢ
YATA ඹࠊ㸫ࡽㄪᰝࢺ࣮ࢣࣥࡿࡅ࠾
ᰤᏛㄽ㞟ࠊ➨ 8ᕳ㸦㏆᪥ห⾜㸧2011ࠊ. 

㸳. ୰ᮧဴஓ࣭ᒣᩔྐ࣭▮㔝భᶞࠊ㉎㈙㑅
ᢥ⾜ືࡓࡳࡽ㟷᳃⏘ࣜࣥࢩࣝ࣊ࡢࢦ

 & ᛶ㸫Finland WINE Food⬟ྍࡢฟ㍺࢟ࣥ
GOOD LIVING 2009 ㄪࢺ࣮ࢣࣥࡿࡅ࠾
ᰝ࡚࠸⏝ࢆ㸫ࠊ㛤ⓎᏛ◊✲ࠊ➨ 21 ᕳ➨ 3
ྕ㸦㏆᪥ห⾜㸧 
 

ࠝᏛⓎ⾲ 㸦ࠞィ㸴௳㸧 
㸯㸬 ୰ᮧဴஓ࣭ᒣᩔྐࠊᰣᮌ⏘ᕧᓠࣥࢩࡢ

࣏࢞ࣥࢩᾘ㈝⪅ព㆑㸫ฟ㍺࣮࣏ࣝ࢞
࣮ࣝ SCOTTS ఀໃࢺ࣮ࢣࣥࡿࡅ࠾
ㄪᰝࡽ㸫ࠊ᪥ᮏ࣒ࢸࢫࢩࢻ࣮ࣇᏛࠊ
2008 ᖺ 

㸰㸬 ୰ᮧဴஓ࣭ᒣᩔྐ࣭▮㔝భᶞࠊ㟷᳃⏘
ᾏእ㍺ฟᣑᡓ␎㸫ࡢࢫ࣮ࣗࢪࢦࣥࣜ
Messe Berlin FRUIT LOGISTICA 2008㸪
Galfood2008 ㄪᰝࢺ࣮ࢣࣥࡿࡅ࠾
2009ࠊ᪥ᮏ㎰ᴗ⤒῭Ꮫࠊ㸫ࡽ ᖺ. 

㸱㸬 ୰ᮧဴஓ࣭ᒣᩔྐࠊᰣᮌ⏘ࡵ࠾ࡕ
⏣୍ ᾘ㈝⪅ព㆑㸫㤶㤶 ㍺ฟࡢ
YATA ᪥ࠊ㸫ࡽㄪᰝࢺ࣮ࢣࣥࡿࡅ࠾
ᮏ㎰ᴗ⤒ႠᏛ2009ࠊ ᖺ.  

㸲㸬 ୰ᮧဴஓ࣭ᒣᩔྐ࣭▮㔝భᶞࠊᰣᮌ⏘
㎰⏘ຍᕤရྎࡢ㍺ฟᾘ㈝⪅ࡢᏳ
ព㆑㸫FOOD TAIPEI 2009 ࢺ࣮ࢣࣥࡢ࡛
ㄪᰝࡽ㸫ࠊ᪥ᮏᅜ㝿ᆅᇦ㛤ⓎᏛࠊ
2009 ᖺ. 

㸳㸬 ୰ᮧဴஓ࣭ᒣᩔྐ࣭▮㔝భᶞࠊ㉎㈙㑅
ᢥ⾜ືࡓࡳࡽ㟷᳃⏘ࣜࣥࢩࣝ࣊ࡢࢦ
 & ᛶ㸫Finland WINE Food⬟ྍࡢฟ㍺࢟ࣥ
GOOD LIVING 2009 ㄪࢺ࣮ࢣࣥࡿࡅ࠾
ᰝ࡚࠸⏝ࢆ㸫ࠊ᪥ᮏ࣒ࢸࢫࢩࢻ࣮ࣇᏛࠊ
2010 ᖺ. 

㸴㸬 ୰ᮧဴஓ࣭ᒣᩔྐ࣭▮㔝భᶞࠊ㎰⏘ຍ
ᕤရWASHOKU40㑅ࢡ࣮࣮ࣚࣗࢽࡢ㍺ฟ
ᾘ㈝⪅ࡢᏳព㆑㸫The International 
& Foodservice of New York ࢣࣥࡢ࡛
ࠊ᪥ᮏᅜ㝿ᆅᇦ㛤ⓎᏛࠊ㸫ࡽㄪᰝࢺ࣮
2010 ᖺ. 

 
ࠝᅗ᭩ 㸦ࠞィ㸳௳㸧 
㸯㸬 ୰ᮧဴஓࠊ᪥ᮏ㎰⏘≀ࡢ⾜᪉㸫㤶 㸸

ࡿࢀ࡞㸧ࣕࢪࣥࢳΎ㸦ࡣࡵ࠾ࡕ
 .2010ࠊp6ࠊNo.26ࠊࡋࡃࡘ࠸࠶᭶หࠊ㸫

㸰㸬 ୰ᮧဴஓࠊ᪥ᮏ㎰⏘≀ࡢ⾜᪉㸫ࣂࢻ㸸
◁ሻࡢᦶኳᴥࣇࣜࣁ࣭ࣗࢪࣝࣈά㊰
ࠊNo.27ࠊࡋࡃࡘ࠸࠶᭶หࠊ㸫ࡿ࠶ࡣ
p62010ࠊ. 

㸱㸬 ୰ᮧဴஓࠊ᪥ᮏ⏘㎰⏘≀㍺ฟࡢ⾜᪉㸫ࢩ
⏺ୡᮏᙜࡣ࣮࣐ࣥ࢜ࣛ㸸࣮࣏ࣝ࢞ࣥ
୕ࡢ࡞ࡾࡗࡀ㸫ࠊ᭶หࠊࡋࡃࡘ࠸࠶
No.28ࠊp62010ࠊ. 

㸲㸬 ୰ᮧဴஓࠊ᪥ᮏ⏘㎰⏘≀㍺ฟࡢ⾜᪉㸫࣋
ࣝࣜࣥ㸸㣗᪉୍ࡶࡘቨࡿ࠶ࡀ㸫ࠊ᭶
หࠊࡋࡃࡘ࠸࠶No.29ࠊp62010ࠊ. 

㸳㸬 ୰ᮧဴஓࠊ᪥ᮏ⏘㎰⏘≀㍺ฟࡢ⾜᪉㸫ࢽ
ࡶࢼࣥࢻ࣐㸸ࢡ࣮࣮ࣚࣗ 35 ࢫࡽࣝࢻ
ࠊNo.30ࠊࡋࡃࡘ࠸࠶᭶หࠊ㸫ࡓࡋࢺ࣮ࢱ
p62010ࠊ. 



ࠝ⏘ᴗ㈈⏘ᶒࠞ 
 ฟ㢪≧ἣ㸦ィ㸮௳㸧ۑ
 
ྡ⛠㸸 
Ⓨ᫂⪅㸸 
ᶒ⪅㸸 
✀㢮㸸 
␒ྕ㸸 
ฟ㢪ᖺ᭶᪥㸸 
ᅜෆእูࡢ㸸 
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ྡ⛠㸸 
Ⓨ᫂⪅㸸 
ᶒ⪅㸸 
✀㢮㸸 
␒ྕ㸸 
ྲྀᚓᖺ᭶᪥㸸 
ᅜෆእูࡢ㸸 
 
 
 ࠞࡢࡑࠝ
 ➼ࢪ࣮࣒࣮࣌࣍
 
 
 
㸴㸬◊✲⤌⧊ 
(1)◊✲௦⾲⪅ 

 ୰ᮧဴஓ㸦NAKAMURA TETSUYA㸧 

ඹᰤᏛ࣭ᅜ㝿⤒ႠᏛ㒊࣭ᩍᤵ 

◊✲⪅␒ྕ㸸80364876 

 
(2)◊✲ศᢸ⪅ 

 ᒣᩔྐ㸦MARUYAMA ATSUSHI㸧 

 ༓ⴥᏛᏛ㝔࣭ᅬⱁᏛ◊✲⛉࣭ᩍᤵ 

◊✲⪅␒ྕ㸸90292672 


