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SUGAR AND SWEETENERS IN JAPAN 
- CATEGORY ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Total volume sales increase by 3% in 2021 to 803,000 tonnes 

▪ Total volume sales are set to grow at a CAGR of 1% over the forecast period to 850,000 

tonnes 

 

 

2021 DEVELOPMENTS 
 

After sales plummet in 2020, 2021 sees A return to growth 

Sugar and sweeteners saw a return to growth in total volume terms in 2021, after a significant 

decline in 2020, but was still far from recovery to the pre-pandemic level of sales. In 2020, the 

collapse of sales in the foodservice and institutional channels was the main reason for decline, 

due to the impact of COVID-19. Especially during the early stages of the pandemic in the first 

half of 2020, when the first state of emergency was announced nationwide, foodservice 

channels operated shorter opening hours and limited the serving of alcoholic drinks, with sales 

to foodservice suffering as a result. Meanwhile, schools nationwide were asked to close through 

to the end of their spring breaks, which typically finish in early April, which also resulted in a 

huge double-digit decline in institutional sales. Unlike most other fresh food categories, which 

experienced stronger retail volume growth as food consumption shifted from other channels to 

the home, retail sales of sugar and sweeteners saw only a marginal increase in volume terms, 

which was due to the growing health and wellness trend. There has been a growing focus on 

reducing sugar intake in Japan, with the per capita consumption of sugar and sweeteners 

having dropped by 0.5kg in the last decade, which limited the growth of retail volume sales 

despite home seclusion in 2020. 

In 2021, although some measures to limit the spread of COVID-19 remained, foodservice 

sales slightly recovered, while retail sales maintained negligible growth. Some consumers were 

increasingly willing to venture outside of the home and even resume socialising due to 

pandemic fatigue and increasing vaccination, which boosted sales to foodservice. However, 

recovery was slow, and sales remained well below the 2019 pre-pandemic level. Meanwhile, 

retail volume sales remained almost unchanged, as some consumers remained concerned 

about the potential of contracting the virus in public spaces and others had lower incomes as a 

result of the pandemic and were therefore reluctant to spend, hampering growth in total volume 

sales. 

 

Popularity of artificial sweeteners continues 

While retail volume sales of sugar and sweeteners were fairly stagnant despite home 

seclusion, artificial sweeteners with a healthier positioning continued to perform well in 2021. 

Although rising consumer health-consciousness and increasing interest in nutrition were already 

exerting a growing influence on demand for sugar and sweeteners prior to the COVID-19 

pandemic, this trend accelerated in 2021, with COVID-19 having created heightened health 

concerns. In response to the rising health and wellness trend, players in artificial sweeteners 

have been expanding their presence to provide healthier options for consumers. Some of the 
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major products include Pal Sweet from Ajinomoto, an artificial sweetener that derives its 

sweetness from aspartame, and Lakanto from Saraya, made with monk fruit (Luo Han Guo) and 

erythritol, both of which are available in various formats, such as powder in pouch and stick 

packaging, and also in liquid format. As these products have considerably fewer calories than 

sugar, they are increasing in popularity not only amongst diabetic patients, but also amongst 

health-conscious consumers who want to replace sugar with healthier options in their daily 

cooking, which continued to stimulate a consumer shift from sugar towards artificial sweeteners. 

 

 

PROSPECTS AND OPPORTUNITIES 
 

Sugar reduction trend and slow recovery of foodservice will limit growth 
of sugar and sweeteners 

Total volume sales of sugar and sweeteners are expected to continue to increase over the 

forecast period, but are not likely to rise to anywhere near the 2019 level, seen before the 

pandemic, even by 2026. Retail volume sales are expected to see annual declines over the 

forecast period, as consumers’ lives return to some level of normality, and some consumption 

which moved to the home during the COVID-19 pandemic will shift back to foodservice. Also, 

even before the pandemic, sugar reduction had been a key goal for consumers looking to 

improve their diets, and this trend is expected to continue, as COVID-19 has put diets and 

health at the forefront of many consumers’ minds, which will further accelerate the consumer 

shift from sugar towards artificial sweeteners with a healthier positioning. 

On the other hand, foodservice sales are expected to increase over the forecast period as the 

impact of COVID-19 fades. However, the channel will only see a slow recovery, as some of the 

consumption occasions that shifted from foodservice into the home will remain even after the 

pandemic situation eases, as consumers will be looking for ways to save money due to the 

negative economic consequences of the pandemic. In addition, while Japan has a traditional 

business culture that has largely limited working from home, some of the companies that 

implemented home working due to COVID-19 are expected to maintain this even after the 

pandemic subsides, which means some consumers will continue to eat more at home, resulting 

in a slow recovery for foodservice. 

 

Health trend at odds with the desire for indulgence over the forecast 
period 

Sugar reduction has been a key goal for consumers looking to improve their diets. Since 

COVID-19 has put diet and health at the forefront of many consumers’ minds, sugar reduction is 

also expected see rising interest. Nevertheless, at the same time indulgence occasions have 

been on the rise. With more time spent at home and heightened stress levels, many consumers 

looked to indulgence products as a way to relax and unwind. Although consumers are likely to 

spend less time at home as lifestyles slowly return to normal, the demand for indulgence is 

expected to remain to a degree, especially with working from home likely to continue even after 

the threat of the pandemic diminishes. Over the forecast period, consumers will look to balance 

their health goals with their desire for indulgence, and are likely to seek out ways to indulge 

occasionally while still sticking to their diets and sugar reduction goals most of the time. 

 

Summary 1 Major Processors of Sugar and Sweeteners 2021 

Company name Product type Rank 

Sojitz Foods Corporation  Sugar and sweeteners  1  
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Boki Sato  Sugar and sweeteners  2  

Sanko Shokuhin  Sugar and sweeteners  3  

Source: Euromonitor International from company reports, company research, trade press, trade sources 

 

 

 

CATEGORY DATA 
 

Table 1 Total Sales of Sugar and Sweeteners: Total Volume 2016-2021 

 

'000 tonnes 
 2016 2017 2018 2019 2020 2021 
 
Sugar and Sweeteners 966.5 963.8 956.7 924.4 783.3 803.4 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 2 Total Sales of Sugar and Sweeteners: % Total Volume Growth 2016-2021 

 

% total volume growth 
 2020/21 2016-21 CAGR 2016/21 Total 
 
Sugar and Sweeteners 2.6 -3.6 -16.9 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 3 Retail Sales of Sugar and Sweeteners: Volume 2016-2021 

 

'000 tonnes 
 2016 2017 2018 2019 2020 2021 
 
Sugar and Sweeteners 325.5 325.2 319.8 309.0 309.5 311.1 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 4 Retail Sales of Sugar and Sweeteners: % Volume Growth 2016-2021 

 

% volume growth 
 2020/21 2016-21 CAGR 2016/21 Total 
 
Sugar and Sweeteners 0.5 -0.9 -4.4 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 5 Retail Sales of Sugar and Sweeteners: Value 2016-2021 

 

JPY billion 
 2016 2017 2018 2019 2020 2021 
 
Sugar and Sweeteners 84.9 88.3 86.9 84.4 85.3 85.0 
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Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 6 Retail Sales of Sugar and Sweeteners: % Value Growth 2016-2021 

 

% current value growth 
 2020/21 2016-21 CAGR 2016/21 Total 
 
Sugar and Sweeteners -0.4 0.0 0.1 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 7 Retail Sales of Sugar and Sweeteners by Packaged vs Unpackaged: % Volume 
2016-2021 

 

% retail volume 
 2016 2017 2018 2019 2020 2021 
 
Packaged 99.0 99.0 99.0 99.0 99.1 99.3 
Unpackaged 1.0 1.0 1.0 1.0 0.9 0.7 
Total 100.0 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 8 Forecast Total Sales of Sugar and Sweeteners: Total Volume 2021-2026 

 

'000 tonnes 
 2021 2022 2023 2024 2025 2026 
 
Sugar and Sweeteners 803.4 810.3 819.7 829.4 839.4 849.6 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 9 Forecast Total Sales of Sugar and Sweeteners: % Total Volume Growth 2021-
2026 

 

% total volume growth 
 2021/22 2021-26 CAGR 2021/26 Total 
 
Sugar and Sweeteners 0.9 1.1 5.8 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 10 Forecast Retail Sales of Sugar and Sweeteners: Volume 2021-2026 

 

'000 tonnes 
 2021 2022 2023 2024 2025 2026 
 
Sugar and Sweeteners 311.1 302.8 295.4 289.0 283.4 278.4 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 
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Table 11 Forecast Retail Sales of Sugar and Sweeteners: % Volume Growth 2021-2026 

 

% volume growth 
 2021/22 2021-26 CAGR 2021/26 Total 
 
Sugar and Sweeteners -2.7 -2.2 -10.5 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 12 Forecast Retail Sales of Sugar and Sweeteners: Value 2021-2026 

 

JPY billion 
 2021 2022 2023 2024 2025 2026 
 
Sugar and Sweeteners 85.0 84.4 83.9 83.5 83.1 82.8 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 13 Forecast Retail Sales of Sugar and Sweeteners: % Value Growth 2021-2026 

 

% constant value growth 
 2021/2022 2021-26 CAGR 2021/26 Total 
 
Sugar and Sweeteners -0.6 -0.5 -2.6 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 
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FRESH FOOD IN JAPAN - INDUSTRY 
OVERVIEW 

 

 

EXECUTIVE SUMMARY 
 

Fresh food in 2021: The big picture 

Fresh food rebounded to growth in Japan in total volume terms in 2021, after seeing a 

significant decline in 2020. In 2020, fresh food experienced a strong decline amidst COVID-19, 

as foodservice and institutional sales largely collapsed at the height of the pandemic. Especially 

during the early stages of the pandemic, when the first state of emergency was announced 

nationwide, foodservice channels were requested to shorten their working hours and limit the 

serving of alcoholic drinks. In addition, all elementary, junior high and high schools nationwide 

were asked to close through to the end of their spring breaks, which typically finish in early April. 

These factors resulted in huge volume declines for foodservice and institutional sales of fresh 

food. On the other hand, retail volume sales experienced a spike in growth in most categories, 

with huge amounts of food consumption shifting towards the home as a result of foodservice 

and school closures. Also, a growing number of firms mandated or recommended remote 

working for staff, overturning Japan’s traditional work culture, which values a physical presence 

and long working hours over productivity and efficiency, which also supported the growth in 

retail sales. Despite the strong growth in retail sales, total volume sales largely collapsed, mainly 

due to the significant decline in the foodservice channel, which generated a large amount of 

food waste. 

In 2021, the performance of each channel was the reverse of that displayed in 2020. Although 

some COVID-19 restrictions remained, foodservice sales recovered slightly, while retail sales 

slightly declined, as consumers were increasingly willing to venture out and resume socialising 

due to pandemic fatigue in 2021. However, the recovery in foodservice was slow in 2021, with 

sales underperforming in comparison with the pre-pandemic level, while retail demand remained 

high, overperforming the pre-pandemic level seen in 2019, as some consumers remained wary 

of public spaces and others were still dealing with the economic effects of the pandemic. They 

stayed close to home to save money even more so than to avoid contagion, limiting the growth 

in total volume sales, which remained lower than the pre-pandemic level. 

 

2021 key trends 

An increasingly erratic environment and a rise in more extreme weather events continued to 

have a huge impact on domestic fresh food production, especially vegetables, fruits and starchy 

roots, which are heavily dependent on domestic production for retail sales, while imports are 

mainly used for industrial purposes. In 2021, the prices of some products in vegetables, fruits 

and starchy roots soared due to a poor harvest caused by a long rainy season followed by 

extreme heat, which limited growth in retail volume terms despite the continuation of home 

seclusion. 

The health and wellness trend also remained strong in 2021, as the emergence of COVID-19 

and the subsequent dramatic change to consumers’ normal routines caused Japanese 

consumers to take a step back and think about their health. This trend continued to benefit 

those fresh food products perceived as healthier, such as azuki beans, which continued to see 

retail volume sales increase in 2021, while most other categories saw declining retail sales in 

2021, as a backlash from the strong increase in 2020. 
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Retailing developments 

Foodservice sales largely collapsed during the height of the pandemic in 2020, while those 

players focusing on delivery, such as burger chains, continued to perform well. Especially during 

the early stages of the pandemic, when the state of emergency was announced nationwide, 

foodservice channels were requested to shorten their working hours and limit the serving of 

alcoholic drinks, which resulted in a huge decline in most foodservice channels, driving huge 

amounts of food consumption towards the home. While nationwide restrictions have already 

been lifted and consumers have been increasingly willing to venture out and resume socialising 

due to pandemic fatigue, foodservice volume sales continued underperforming in 2021 in 

comparison with the pre-pandemic level, as some restrictions remained, as did consumer 

concerns over contracting the virus. 

While the pandemic has accelerated the shift to e-commerce in groceries globally, growth has 

been more limited in Japan, as consumers in the country still prefer to see products in stores 

with their own eyes and select their own products. Thus, supermarkets remained by far the 

largest channel for Japanese consumers for their fresh food grocery shopping even during the 

pandemic. 

 

What next for fresh food? 

Prior to the pandemic, one of the most pertinent factors exerting a negative impact on 

potential volume growth of fresh food was the growing time-saving trend. Greater constraints on 

consumers’ time were generating demand for products that reduce the time and effort required 

for preparation and cooking, such as packaged food, while undermining sales of products that 

place greater demands on consumers, such as the preparation and cooking of fresh foods such 

as vegetables. Increased time at home also stimulated the home cooking trend, with consumers 

having more time to cook more complex meals, leading to less reliance on packaged foods and 

a move towards fresh food in 2020 and 2021. However, retail sales are expected to revert to 

pre-pandemic trends in the forecast period as lifestyles slowly return to normal and vaccines are 

rolled out across the population. 

Fluctuations in price will also continue to have a negative impact on the consumption of fresh 

food over the forecast period. With Japan often experiencing rapid price rises for fresh fruit and 

vegetables due to frequent natural disasters and the unseasonable weather, a further shift to 

frozen fruit and vegetables, which are more convenient and stable in price, is expected over the 

forecast period. 

 

 

MARKET DATA 
 

Table 14 Total Sales of Fresh Food by Category: Total Volume 2016-2021 

 

'000 tonnes 
 2016 2017 2018 2019 2020 2021 
 
Eggs 1,302.0 1,312.4 1,325.3 1,329.7 1,237.2 1,230.3 
Fish and Seafood 1,647.1 1,641.5 1,662.8 1,640.0 1,439.0 1,457.2 
Fruits 3,246.6 3,281.7 3,307.8 3,271.7 2,853.4 2,919.1 
Meat 3,912.0 4,030.4 4,124.3 4,152.6 3,859.3 3,871.3 
Nuts 29.1 29.6 31.2 29.8 25.2 25.4 
Pulses 13.9 16.5 15.1 16.6 13.0 13.4 
Starchy Roots 801.8 858.1 776.2 815.2 720.6 700.2 
Sugar and Sweeteners 966.5 963.8 956.7 924.4 783.3 803.4 
Vegetables 12,460.7 12,534.4 12,510.3 12,606.3 11,170.8 11,388.4 
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Fresh Food 24,379.8 24,668.4 24,709.8 24,786.3 22,101.8 22,408.8 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 15 Total Sales of Fresh Food by Category: % Total Volume Growth 2016-2021 

 

% total volume growth 
 2020/21 2016-21 CAGR 2016/21 Total 
 
Eggs -0.6 -1.1 -5.5 
Fish and Seafood 1.3 -2.4 -11.5 
Fruits 2.3 -2.1 -10.1 
Meat 0.3 -0.2 -1.0 
Nuts 0.9 -2.6 -12.5 
Pulses 2.9 -0.8 -3.9 
Starchy Roots -2.8 -2.7 -12.7 
Sugar and Sweeteners 2.6 -3.6 -16.9 
Vegetables 1.9 -1.8 -8.6 
Fresh Food 1.4 -1.7 -8.1 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 16 Retail Sales of Fresh Food by Category: Volume 2016-2021 

 

'000 tonnes 
 2016 2017 2018 2019 2020 2021 
 
Eggs 785.6 787.9 800.1 802.7 837.1 816.4 
Fish and Seafood 560.9 556.9 564.2 566.3 599.4 580.1 
Fruits 1,436.3 1,455.7 1,469.2 1,448.8 1,457.9 1,471.7 
Meat 1,910.3 1,974.8 2,011.9 2,017.7 2,212.2 2,156.2 
Nuts 9.1 9.3 9.4 8.9 9.4 9.1 
Pulses 1.8 2.1 1.9 1.9 1.8 1.8 
Starchy Roots 317.1 320.8 290.3 307.3 320.7 281.5 
Sugar and Sweeteners 325.5 325.2 319.8 309.0 309.5 311.1 
Vegetables 4,773.9 4,805.6 4,777.1 4,839.0 5,089.8 5,032.6 
Fresh Food 10,120.4 10,238.4 10,244.0 10,301.6 10,837.7 10,660.5 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 17 Retail Sales of Fresh Food by Category: % Volume Growth 2016-2021 

 

% volume growth 
 2020/21 2016-21 CAGR 2016/21 Total 
 
Eggs -2.5 0.8 3.9 
Fish and Seafood -3.2 0.7 3.4 
Fruits 0.9 0.5 2.5 
Meat -2.5 2.5 12.9 
Nuts -3.2 -0.1 -0.6 
Pulses -0.9 0.5 2.3 
Starchy Roots -12.2 -2.4 -11.2 
Sugar and Sweeteners 0.5 -0.9 -4.4 
Vegetables -1.1 1.1 5.4 
Fresh Food -1.6 1.0 5.3 
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Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 18 Retail Sales of Fresh Food by Category: Value 2016-2021 

 

JPY billion 
 2016 2017 2018 2019 2020 2021 
 
Eggs 311.5 315.2 313.3 303.9 323.7 325.6 
Fish and Seafood 1,314.9 1,321.0 1,361.2 1,358.2 1,449.1 1,418.4 
Fruits 849.6 847.7 880.2 857.0 901.7 881.1 
Meat 4,232.1 4,382.3 4,491.7 4,452.2 4,848.5 4,759.1 
Nuts 45.3 45.9 45.9 42.8 45.4 44.1 
Pulses 3.2 3.7 3.3 3.3 3.4 3.4 
Starchy Roots 135.5 134.0 115.1 123.3 144.3 143.6 
Sugar and Sweeteners 84.9 88.3 86.9 84.4 85.3 85.0 
Vegetables 3,762.0 3,710.2 3,833.6 3,712.3 3,998.3 3,877.6 
Fresh Food 10,739.0 10,848.5 11,131.1 10,937.3 11,799.7 11,537.9 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 19 Retail Sales of Fresh Food by Category: % Value Growth 2016-2021 

 

% current value growth 
 2020/21 2016-21 CAGR 2016/21 Total 
 
Eggs 0.6 0.9 4.5 
Fish and Seafood -2.1 1.5 7.9 
Fruits -2.3 0.7 3.7 
Meat -1.8 2.4 12.5 
Nuts -2.9 -0.6 -2.8 
Pulses -1.2 1.1 5.4 
Starchy Roots -0.5 1.2 6.0 
Sugar and Sweeteners -0.4 0.0 0.1 
Vegetables -3.0 0.6 3.1 
Fresh Food -2.2 1.4 7.4 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 20 Retail Sales of Fresh Food by Packaged vs Unpackaged: % Volume 2016-2021 

 

% retail volume 
 2016 2017 2018 2019 2020 2021 
 
Packaged 46.9 47.2 47.7 47.5 48.0 48.0 
Unpackaged 53.1 52.8 52.3 52.5 52.0 52.0 
Total 100.0 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 21 Retail Distribution of Fresh Food by Format: % Volume 2016-2021 

 

% retail volume 
 2016 2017 2018 2019 2020 2021 
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- Store-Based Retailing 95.0 94.8 94.6 94.2 94.1 94.0 
-- Grocery Retailers 75.5 75.3 75.0 74.6 75.4 75.1 
--- Modern Grocery 71.2 71.0 70.9 70.5 71.6 71.2 
    Retailers       
---- Convenience Stores 1.1 1.1 1.1 1.1 0.9 0.9 
---- Discounters - - - - - - 
---- Forecourt Retailers - - - - - - 
---- Hypermarkets - - - - - - 
---- Supermarkets 70.1 69.9 69.8 69.5 70.7 70.3 
--- Traditional Grocery 4.3 4.3 4.1 4.1 3.8 3.8 
    Retailers       
---- Food/drink/tobacco 2.2 2.2 2.2 2.1 2.0 2.0 
    specialists       
---- Independent Small 0.6 0.6 0.6 0.6 0.6 0.6 
    Grocers       
---- Other Grocery 1.5 1.5 1.4 1.3 1.2 1.2 
    Retailers       
-- Non-Grocery 19.5 19.5 19.6 19.6 18.7 18.9 
    Specialists       
--- Health and Beauty 1.0 1.0 1.0 1.0 1.1 1.1 
    Specialist Retailers       
--- Other Foods Non- 18.5 18.5 18.6 18.6 17.7 17.8 
    Grocery Specialists       
-- Mixed Retailers - - - - - - 
- Non-Store Retailing 5.0 5.2 5.4 5.8 5.9 6.0 
-- Vending - - - - - - 
-- Homeshopping 2.9 2.9 3.0 3.0 3.0 3.1 
-- E-Commerce 2.1 2.3 2.5 2.8 2.9 2.9 
-- Direct Selling - - - - - - 
Retail 100.0 100.0 100.0 100.0 100.0 100.0 
Total 100.0 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 22 Forecast Total Sales of Fresh Food by Category: Total Volume 2021-2026 

 

'000 tonnes 
 2021 2022 2023 2024 2025 2026 
 
Eggs 1,230.3 1,254.0 1,278.4 1,301.6 1,323.7 1,344.7 
Fish and Seafood 1,457.2 1,459.4 1,463.2 1,468.1 1,474.0 1,480.7 
Fruits 2,919.1 2,947.1 2,981.8 3,018.4 3,056.3 3,094.9 
Meat 3,871.3 3,947.4 4,026.1 4,100.8 4,172.0 4,239.7 
Nuts 25.4 26.1 26.9 27.6 28.3 28.9 
Pulses 13.4 13.7 14.1 14.5 14.9 15.3 
Starchy Roots 700.2 704.1 709.5 715.3 721.2 727.3 
Sugar and Sweeteners 803.4 810.3 819.7 829.4 839.4 849.6 
Vegetables 11,388.4 11,525.7 11,683.8 11,837.4 11,986.7 12,132.2 
Fresh Food 22,408.8 22,687.9 23,003.5 23,313.1 23,616.5 23,913.3 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 23 Forecast Total Sales of Fresh Food by Category: % Total Volume Growth 2021-
2026 

 

% total volume growth 
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 2021/22 2021-26 CAGR 2021/26 Total 
 
Eggs 1.9 1.8 9.3 
Fish and Seafood 0.2 0.3 1.6 
Fruits 1.0 1.2 6.0 
Meat 2.0 1.8 9.5 
Nuts 2.7 2.6 13.6 
Pulses 2.6 2.6 13.9 
Starchy Roots 0.5 0.8 3.9 
Sugar and Sweeteners 0.9 1.1 5.8 
Vegetables 1.2 1.3 6.5 
Fresh Food 1.2 1.3 6.7 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 24 Forecast Retail Sales of Fresh Food by Category: Volume 2021-2026 

 

'000 tonnes 
 2021 2022 2023 2024 2025 2026 
 
Eggs 816.4 826.8 836.1 844.7 852.5 859.5 
Fish and Seafood 580.1 558.3 539.3 522.9 508.6 496.0 
Fruits 1,471.7 1,454.9 1,441.8 1,432.2 1,425.3 1,420.4 
Meat 2,156.2 2,179.0 2,199.8 2,218.6 2,235.8 2,251.3 
Nuts 9.1 9.2 9.4 9.5 9.6 9.7 
Pulses 1.8 1.8 1.8 1.7 1.7 1.7 
Starchy Roots 281.5 273.3 266.2 259.9 254.4 249.6 
Sugar and Sweeteners 311.1 302.8 295.4 289.0 283.4 278.4 
Vegetables 5,032.6 4,984.1 4,944.8 4,909.7 4,878.4 4,850.4 
Fresh Food 10,660.5 10,590.1 10,534.6 10,488.3 10,449.6 10,417.0 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 25 Forecast Retail Sales of Fresh Food by Category: % Volume Growth 2021-2026 

 

% volume growth 
 2021/22 2021-26 CAGR 2021/26 Total 
 
Eggs 1.3 1.0 5.3 
Fish and Seafood -3.8 -3.1 -14.5 
Fruits -1.1 -0.7 -3.5 
Meat 1.1 0.9 4.4 
Nuts 1.6 1.3 6.9 
Pulses -1.6 -1.3 -6.5 
Starchy Roots -2.9 -2.4 -11.3 
Sugar and Sweeteners -2.7 -2.2 -10.5 
Vegetables -1.0 -0.7 -3.6 
Fresh Food -0.7 -0.5 -2.3 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 26 Forecast Retail Sales of Fresh Food by Category: Value 2021-2026 

 

JPY billion 
 2021 2022 2023 2024 2025 2026 
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Eggs 325.6 333.8 341.4 348.3 354.7 360.6 
Fish and Seafood 1,418.4 1,377.3 1,341.6 1,310.3 1,282.8 1,258.7 
Fruits 881.1 880.8 880.2 881.0 882.9 885.4 
Meat 4,759.1 4,843.6 4,920.6 4,991.0 5,055.4 5,114.0 
Nuts 44.1 44.9 45.7 46.4 47.0 47.6 
Pulses 3.4 3.3 3.3 3.3 3.3 3.2 
Starchy Roots 143.6 141.5 139.6 138.0 136.5 135.3 
Sugar and Sweeteners 85.0 84.4 83.9 83.5 83.1 82.8 
Vegetables 3,877.6 3,864.7 3,854.7 3,845.8 3,837.8 3,830.6 
Fresh Food 11,537.9 11,574.4 11,611.0 11,647.6 11,683.5 11,718.3 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 27 Forecast Retail Sales of Fresh Food by Category: % Value Growth 2021-2026 

 

% constant value growth 
 2021/2022 2021-26 CAGR 2021/26 Total 
 
Eggs 2.5 2.1 10.7 
Fish and Seafood -2.9 -2.4 -11.3 
Fruits 0.0 0.1 0.5 
Meat 1.8 1.4 7.5 
Nuts 1.9 1.5 7.9 
Pulses -1.0 -0.8 -4.0 
Starchy Roots -1.5 -1.2 -5.8 
Sugar and Sweeteners -0.6 -0.5 -2.6 
Vegetables -0.3 -0.2 -1.2 
Fresh Food 0.3 0.3 1.6 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

 

DISCLAIMER 
Forecast closing date: 29 November 2021 

Report closing date: 13 January 2022 

Analysis and data in this report give full consideration to consumer behaviour and market 

performance in 2021 and beyond as of the dates above. For the very latest insight on this 

industry and consumer behaviour, at both global and national level, readers can access 

strategic analysis and updates on www.euromonitor.com and via the Passport system, where 

new content is being added on a systematic basis. 

 

 

SOURCES 
Sources used during the research included the following: 

 

Summary 2 Research Sources 

Official Sources Fisheries Research Agency 

 Food Life Information Service Center 

 Gijysu Kyokai (Lamb) 

 Japan Meat Trading Centre 
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 Kangawa Government 

 Ministry of Agriculture, Forestry & Fisheries 

 Ministry of International Affairs & 

Communications (Statistics Bureau) 

 Nagano Prefecture Govermennt 

 National Food Research Institute 

 Nihon Shokujo Kyokai (Chicken) 

 Statistics Bureau of Japan 

 Trade Statistics of Japan 

 Zen-Noh 

Trade Associations Agriculture & Livestock Industries Corp (ALIC) 

 Almond Board 

 Banana Import Association 

 Chilean Fresh Fruit Association 

 Japan Chain Stores Association 

 Japan Egg Producers Association 

 Japan Fisheries Association 

 Japan Fresh Products Import & Safety 

Association 

 Japan Nuts Association 

 Japan Oysters Association 

 Japan Peanuts Foundation 

 Japan Poultry Association 

 Japan Supermarkets Association 

 Japan Vegetable Importers 

 Japanese External Trade Oraganization 

 Kudamono 

 Nippon Fruiterer's Cooperative Union 

Trade Press Japan Fruit Growers Association 

 Shokuhin Sangyo Shimbunsha 

 THE JAPAN FOOD JOURNAL 

Source: Euromonitor International 
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