CHINA NEWS

11May2001  CHINA: CHINESE BEVERAGES LESS POPULAR THAN FOREIGN BRANDS - SURVEY. 

BEIJING, May 11, Asia Pulse - Chinese brand soft drinks have a significantly less favourable image than foreign brands on the market, according to a survey of 1,925 people in six Chinese cities.

The survey asked consumers in Beijing, Shanghai, Guangzhou, Wuhan, Shenyang and Xi'an to rate 23 different brands of soft drink.

A comprehensive comparison shows that Coca Cola, Pepsi Cola and Sprite are dominating the markets in either brand value or consumer opinion. Other brands, such as Fanta, Nongfu Mountain Spring, Kangshifu, Guangming, Lulu, Wahaha, Jianlibao, Yeshu, Minolta and Robust, also hold some market share.

The survey found that people feel differently about different brands of soft drinks. Coca Cola, as one of the earliest brands entering into China, has won full approval of the people for its long history, colorful background, peculiar characteristics and dominating social image, and so has Pepsi Cola.

Jianlibao, Dole, Xurisheng and Nestles also have certain degree of approval of consumers. As for the extension of brand value, Coca Cola, Pepsi Cola and Sprite have a far-reaching influence.

(XIC).

(c) 2001 Asia Pulse Pte Limited

11May2001  USA: MARKET - ASIA PACIFIC - CONSUMER MARKET INSIGHTS - CHINESE DAIRY PLAYERS TIE UP FARMERS. 

Foreign dairy producers, including France's Danone, Switzerland's Nestle, Italy's Parmalat, and Kraft of the U.S., are all now heavily involved in the Chinese market. But, reports China Daily Business Weekly, their weakness is that these companies have too few direct contacts with China's milk producers, while domestic companies have strong ties to local government and milk production groups to ensure increasing supplies. For example, the Inner Mongolia-based Yili Group has established direct milk supplies in that autonomous region and in provincial areas around Beijing to tap direct supplies from farms.

The newspaper said this is not something the foreign companies can rectify overnight. It takes three years from establishing a farm and assembling a herd before milk production reaches its full capacity.

Moreover, many provinces simply will not allow foreign companies to buy or lease farmland. The growing demand for milk is such that prices paid to farmers in Inner Mongolia have risen over a year the equivalent of one U.S. cent a kilogram, or about four percent.

SOURCES: China Daily Business Weekly, Beijing (6 March 2001)
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Sources: ASIA INTELLIGENCE WIRE , MARKET NEWSLETTER:  ASIA PACIFIC 05/2001 

14May2001  CHINA: China Resources brews up strong beer arm. 

by Beijing Mark O'Neill in Beijing.

A unit of Hong Kong-based China Resources Group has, through a process of rapid acquisition, become the third-largest beer producer in China and plans to continue this expansion strategy.

China Resources Beer Group has spent three billion yuan (about HK$2.81 billion) to buy 13 breweries with a combined annual capacity of nearly two million tonnes of beer - ranking it third after the top two, Tsingtao Beer and Yanjing Beer - the 21st Century Economic News reported.

The three companies are competing to buy breweries around the country in a rapid consolidation of the market.

China has about 500 breweries, of which 80 per cent produce less than 50,000 tonnes a year. Last year, the mainland produced 22.31 million tonnes, putting it second in the world after the United States, with the top three brewers accounting for nearly 20 per cent of output.

That proportion is expected to increase this year.

China Resources' plants are run in partnership with South African Breweries.

Its biggest concentration is in the three provinces of the northeast, with breweries in Shenyang, Dalian and Jilin and 800,000 tonnes of capacity. Its latest acquisition was the second-best known brand in the northeast city of Harbin, New Three Star.

It also has plants in Tianjin, Chengdu and Anhui, with 100 per cent ownership.

It has been attacking the market just as many foreign brewers who invested in the 1990s have pulled out. The brewers have departed because they could not compete with local producers due to high costs for personnel and advertising and thin margins in a competitive market with strong protectionism. Foreign brands account for about 1 per cent of the national market.

The rapid emergence of China Resources has caused much comment in the press, taken by surprise that a company with no background in beer-making and no national brand has rapidly risen to third place.

"Is it a repeat of the China Strategic phenomenon?" asked the China Business Times, referring to the Hong Kong company which between 1992 and 1994 spent 3.3 billion yuan to acquire a majority holding of more than 100 state companies, including several breweries.

It used these assets for a listing in the United States, which raised a large amount of money for investment in the mainland, and then disposed of most of the companies it had acquired.

This aroused bitter debate in China, with many arguing that it was pure speculation. 

Sources: SOUTH CHINA MORNING POST 14/05/2001 

MARKET NEWS

10May2001  VIETNAM: A Sketch of the Local Drinks Market. 

Vietnam's mineral and purified water market will experience itshighest growth during the 2000-2010 period, while the golden age offruit juices will be from 2005 to 2020, forecast economists.

Tonics and vitamin-containing drinks are now the most preferred onthe market and will thrive until 2010, as are dairy products. The demandfor higher-class drinks like ginseng tea and botanical drinks is also onthe rise.

The soft drink market grew at 20% annually during 1993 and 2000.But demand has yet to put pressure on producers as the consumption rateper head only stands at 9.5 liters a year. Plants are still runningbelow their capacity.

Most of available drink production establishments (55% are locatedin the South) produce carbonated soft drinks, and mineral and purifiedwater. Foreign-invested enterprises (numbered at 10) account for 71% ofcarbonated drink market. They recorded sales of 320 million liters lastyear.

150 state-owned enterprises nationwide, with a combined capacity of663.5 million liters a year, are operating at 60% of the output andproduce different kinds of soft drinks. Private and joint-stockproducers (numbered at about 120) hold a stake of 11% and have a totalcapacity of 130 million liters a year. The best known local privatefirms are Tribeco and Festi.

Fruit juices have yet to record high sales because their prices arehigh compared to those of fresh fruits. The fruit juice industry reports60 enterprises capable of processing 150,000 tons of produce, equivalentto 5-7% of the country's fruit output. Most of the plants were builtover 30 years ago and use outdated technology and equipment, resultingin the high cost of 20-25% of input material.

Some investors have set up fruit juice plants to tap the country'sample fruit supply and prepare for a demand increase. These investorsinclude the 8 million-liter-a-year Dona Newtower (Taiwan), the 6million-liter-a-year Delta Joint-venture, and the 5,000 ton-a-year plantof Tien Giang Province Fruit & Vegetable Company in the South. Otherplants in cities and provinces of Hanoi, Hai Phong, Kien Giang, HaiDuong, Bac Giang and Hoa Binh are in the pipeline.

(c)2001 Toan Viet Limited Company. 

Sources: VIETNAM NEWS BRIEF SERVICE 10/05/2001 

11May2001  SRI LANKA: MARKET - ASIA PACIFIC - TRENDWATCH - SOFT DRINKS. 

The soft drinks industry in India has one of the lowest per capita consumption levels in the world, reports Food Chain Asia. Coke and Pepsi, realizing this at the beginning of the 1990s, set out to capture what was a huge opportunity. But the magazine said the market is still far from reaching its potential.

Look at the figures. In the Philippines, per capita consumption each year is about 150 bottles of soft drink a year; in Thailand, it is 38 bottles. Even in comparable markets, such as Pakistan and Sri Lanka, it is 30 and 23 bottles respectively. And in India? Just five bottles a year.

Food Chain Asia points to a number of problems.

One is the proliferation of fake brands in places like Goa, Mumbai, and New Delhi. It is possible to start up such an operation for as little as US$100, and many large retailers will supply these operators with empty bottles; in return they get their "Coke" or "Pepsi" at prices far below buying the real thing.

Another problem-and this applies to most product lines-is that 80 percent of India's population lives in one of 500,000 villages, many with poor road connections. It is a very price-sensitive market, and the transport outlays can amount to 10 percent of the cost of carbonated drinks. Add to that the monsoon season that disrupts road transport in many parts of the country.

Another factor that applies to a far wider range of products than just soft drinks is that this is a country with vast regional differences and 18 major languages, and tastes are different. For example, Mumbai people like milk-based beverages, while in the south the preference is for very sweet drinks.

Soft drinks are still seen as a luxury. And state governments often levy taxes on them; in West Bengal, one of the more militantly left-wing states in India, the authorities have created a tax regime aimed at preventing Coca-Cola from expanding its operations.
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Sources: ASIA INTELLIGENCE WIRE , MARKET NEWSLETTER:  ASIA PACIFIC 05/2001 

12May2001  INDIA: Beer sales soar during summer. 

By Panchalee Thakur.

BANGALORE: As sweat trickles down your brow and your throat gets parched in the summer sun, you wish it would cool down. But you know the heat is here to stay for sometime. And for many a sure way of beating the heat is by gulping down some chilled beer.

Beer manufacturers, pub owners and beer retailers say it's that time of the year again when their sales figures touch the sky. The summer high started mid-April and is likely to continue till June-end. Chilled beer is the hot favourite in the summer months, followed by vodka. Except for loyal rum or whisky drinkers, not many go for hard drinks in summer. It's only when the monsoon starts that the spirit of a beer drinker dampens.

In all, Bangalore has 2,771 outlets where alcohol is being sold. Of these, 892 are retail outlets and the rest - 1,879 - are pubs, restaurants and hotels. In fact, silicon city contributes to 45 per cent of the total beer consumption in the state.

In any popular, crowded pub in the city on a Saturday night in summer, as many as eight to 12 kegs of tap beer is consumed. This is besides the amount of bottled beer consumed - anything between seven to 10 cases. One case contains 12 bottles of 330 or 750 ml each. All put together, on a single night in a popular bar, as much as 400-600 litres of beer is consumed. If you consider the number of bars and pubs that there are in the city, the figure would be astounding.

And don't forget the amount of beer consumed by people at their own houses. Any retail outlet in a busy area like Commercial Street or M G Road sells 30-50 bottles of beer on a hot summer day. Interior areas sell 10-15 bottles a day.

Pradeep Nair, branch manager, United Breweries, said, "In a summer month in Karnataka, the entire beer industry sells eight lakh cases. Of these, 45 per cent would be sold in Bangalore itself." He added that for beer manufacturers the seasonal sales upswing begins mid-April and continues till mid-June. It peaks in May.

Sushil S John, partner, Urban Edge, said he has been selling eight to 12 kegs of tap beer on Saturday nights now. He also sells some 10 cases of bottled beer. In a month he sells 160-200 kegs of tap beer.

"On Fridays we sell six to eight kegs of tap beer and some five cases of bottled beer. Thursdays we do three-four kegs and two-three cases. Surprisingly, Wednesdays is higher with some four kegs. Moreover, we do much better during the first fortnight of the month when people's pockets are heavier," John added.

Kulsum Nassur, partner, Mars 2211, said, "On a typical hot summer weekend, we do some 150-200 bottles of beer. This is one and a half times higher than the rest of the year."

(c) 2001 The Times of India Group. 

11May2001  MALAYSIA: Italian food growing in popularity. 

By Jothi Jeyasingam.

ITALIAN cuisine is gaining in popularity in this part of the world. A testament to this is the variety of Italian food available in local supermarkets. From instant pastas to the various sauces, the list is immense. Here are some sites to widen your taste experience.

* I Love Pasta

http://www.ilovepasta.org/recipes

To date, the most comprehensive pasta network on the Net.

With so many sizes and shapes of pasta available, and so many great recipes, you can serve pasta every day for a year, and never make it the same way twice! Whether you want something elegant or casual, for two or 20, the site has it all.

Courtesy of the National Pasta Association, it is dedicated to providing good-tasting, convenient, accurate recipes that was professionally tested and tastes great!

* La Cucina Eoliana Siciliana

http://www.eolianasiciliana.com

It should not be forgotten that Italian and Sicilian cuisine share similarities by virtue of its culture and people. Many favourite gourmet delights originated from the exotic isles off Sicily. This site gives you a fair idea of such origins.

Named for Aeolus, the Eolian archipelago is located off the northeast coast of Sicily in the Tyrrhenian Sea. Called the Aeolian or Lipari Islands, it comprises Alicudi, Filicudi, Lipari, Panarea, Salina, and Stromboli, which are popular food names.

* Cucina Italiana Magazine

http://www.piacere.com/

This is truly the site for thoroughbreds of Italian cuisine. From its food forums and Memory Pantry where new recipes are featured, to its glossary where A to Z, of over 150 Italian culinary terms are explained in depth, together with historic and regional references, you do not have to look any further.

It also features a guide to baking your own bread at home, and recipes to test your skills. By the time you have absorbed the wealth of information the site has to offer, you will be able to cook up an international gastronomic fair.

Asparagus, anyone? enjoy this original vegetable in elegant preparations and savoury snacks you would never have thought of before. Wonder just how much fish you can cook in a frying pan? Log on for more of these exquisite culinary wonders.

* Home Arts

http://homearts.com/

If you think pasta means spaghetti and tomato sauce, this site shows you more - from tortellini and lasagna to egg noodles, spaetzle, pierogi, and Chinese dumplings. Even a report on the best cheese grater in town.

Ever wondered what is the best way to store pasta? A clear glass or plastic container on an open shelf or counter may look attractive, but it exposes pasta to light. To keep it fresh, store pasta in an opaque container or in the cupboard.

Dried pasta is made with semolina, a flour milled from durum wheat. Semolina is high in gluten, which gives it the strength to withstand the mechanical pasta-making process and hold its shape when cooked. Homemade isn't necessarily better but if you love pasta and have the time, it's fun to make it yourself. For the rest of the recipes, log on.

jothi@nstp.com.my.

(c) 2001 New Straits Times Press (Malaysia) Berhad. 

11May2001  JAPAN: MARKET - EUROPE - MARKET FOCUS - MAJOR SHIFTS IN FOOD CONSUMPTION. 

After Japan, Europe is arguably the world's most demanding food market. Not only are basic considerations like taste and price important, but a host of political and social issues have come into play. For example, European nations have taken some of the strongest stands in opposition to the consumption of genetically modified (GM) foods. Animal rights advocates have also managed to set livestock production standards that are prohibitively strict for many developing nations.

Even though some headway has been made in recent years, Europe still remains a relatively closed market to agricultural imports. Excessive agricultural subsidies and a host of restrictions make it difficult for producers of basic food crops in developing nations to gain a foothold in the market. A number of developing nations have rightfully accused European nations of using environmental and animal rights issues to erect barriers of disguised protectionism.
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REUTERS Business Briefing , 15-5-2001

08May2001  INDIA: Juices threaten to take fizz out of aerated drinks. 

P. T. Jyothi Datta

THE threat of imported fruit-based juices notwithstanding, this summer, carbonated soft drinks are having to contend with fruit-based thirst-quenchers taking a slice out of the total market of parched throats.

Retailers admit that consumers are increasingly reaching out for fruit-based drinks and non-carbonated soft drinks, sometimes even at the expense of a cola or any other brand of carbonated soft drink (CSD).

Though juices make up only five per cent of the estimated Rs 5,300-crore soft drink segment, choices in this category are plentiful. They include Real from Dabur, Tropicana from the Pepsi stable and Frooti, the much-hyped Digen Verma's chosen drink from Parle Agro. Also, in the non-CSD segment, there is Maaza from Coca Cola India (CCI) and Slice, from Pepsi Foods Ltd.

Dabur has seen a growth of between 35 and 40 per cent in its Real brand of fruit juices, a company official told Business Line. And while growth percentages of the sort are a tough act to follow, the juices category had seen similar growth last year too. Real, recently relaunched in a contemporary pack, currently exists in five flavours - orange, mango, pineapple, mixed fruit and tomato.

"Growth in the juices category has always been higher. Maaza, for instance, had seen a whopping growth of 70 per cent in 2000, over its comparative figure in the previous year," according to CCI's spokesperson. "And while the total soft drink segment grew at about eight per cent last year, Maaza grew at 14 per cent," he adds.

Similarly, while CCI saw a 12 per cent growth across its basket of thirst-quenchers in the first quarter, Maaza alone clocked a growth of 45 per cent, he said.

"Growth in the juices segment is not at the expense of the colas or other carbonated soft drinks. Though it is true that more people are going in for the fruit-based products, there is little cannibalisation taking place. It is just that the total market is expanding. A market like India, with per capita consumption as low as six bottles, offers a huge potential to expand," he adds. Quite understandably, Maaza plans to launch in two more flavours by the end of this month.

Retailers observe that consumers are increasingly taking to fruit-based drinks "because of a perceived image of them being good for health".

Not surprisingly, Tropicana has aggressively positioned itself on the health platform. However, it has had to contend with the price barrier of a 1-litre Tropicana vis-a-vis a CSD of similar capacity. The juice was recently launched in 200 ml cartons to make it more competitive on the price front, even as it grapples with the logistics of proper handling at the retail level. Despite this, Tropicana has shown satisfactory growth, company officials say.

Naturally, Tropicana Beverages Co. plans to add more to its existing portfolio comprising orange, apple, sweet orange, pineapple and grape. Two new flavours, tomato and mixed fruit, are slated for launch later this year.

(c) The Hindu Business Line. 

BUSINESS NEWS

12May2001  MALAYSIA: PPB GROUP AIMS TO REDUCE DEPENDENCY ON FOOD BUSINESS. 

By June Teh

juneteh@thesundaily.com

Kuala Lumpur: PPB Group Bhd aims to reduce its dependency on the food business in the next five years by stepping up its manufacturing and services activities.

Its chairman and managing director Ong Ie Cheong told reporters after the company's AGM yesterday that PPB is targeting a 50-50 balance between the food and non-food segments.

"In five years, the contribution from food activities to profit should drop to 50% from the current 80% and the other half would come from our other activities," he said.

He explained that the company aims to reduce its dependence on the food business in view of the impending Asean Free Trade Area (Afta).

"When Afta kicks in, the food business will become very competitive. Food is cyclical and prices are controlled by the government," Ong said.

"Prices of flour and sugar, for example, are controlled by the government and it will be harder to compete when the market opens up to foreign competition as there will be too many players in the market," he added.

The company is currently bidding for three water treatment jobs in the country and is also approaching the state governments of Penang and Ipoh for household waste management, and transportation projects.

"We should know the result of our bids within this year," he said.

Ong was unable to comment on the value of the projects that are being tendered and declined to give their location.

However, he said the company will most likely team up with a foreign party, depending on the projects awarded.

At the moment, the company has in hand a privatisation project in Sungei Semenyih that is for a period of 30 years.

"We have invested RM25 million in the project and expect the payback period to be between five and six years," Ong said.

The project is undertaken by a consortium involving PPB subsidiary Chemical Waste Management Sdn Bhd, the Selangor state government and a Bumiputra company.

The consortium has taken over the operations and maintenance of the Sungei Semenyih dam and is in the process of refurbishing and replacing the plant's assets.

The company is also expanding its chicken and egg layer farm at Trong, Perak via its 53.8% subsidiary FFM Bhd.

Phase One of the three-phase project, which carries a total cost of RM46.2 million, has been completed.

Ong said three million table eggs per annum are being produced under phase one and "we expect to reach seven million by July."

"We expect to be producing at full capacity by the second half of 2002," he said.

In a statement to the KLSE yesterday, PPB Group said it turned in a net profit of RM32.66 million for the first quarter ended March 31, 2001, up substantially from RM14.82 million in the last corresponding quarter.

Ong is confident that the company's performance for the current year will be comparable to last year's on the operating level.

"However, we will be hard pressed to match last year's results in view of falling commodity prices and the slowdown in the economy," he said.

For the financial year ended Dec 31, 2000, the company showed a 25% improvement in its net profit of RM244.4 million on the back of a RM5 billion turnover against RM192.8 million in 1999.

Earnings per share stood at 66.4 sen for financial year 2000 compared to 52.4 sen in 1999.

"Phase one is currently working at three million table eggs per annum and we expect to reach seven million by July," Ong said.

(c) 2001 Sun Media Group Sdn Bhd. 

11May2001  MALAYSIA: APOLLO FOOD TO INVEST RM112 MLN. 

JOHOR BAHARU, May 11 (Bernama) - In an effort to strengthen its position as one of the top five confectionery producers in the region, Apollo Food Holdings Bhd (Apollo) wil l be investing RM112 million for the next three years.

Its managing director Liang Chiang Heng said that this included the construction of two new plants in Plentong, near here, which will commence in July and due for completion in June 2003.

He said that of the RM112 million, some RM60 million will be used to upgrade and install furnishings and machinery at the new and existing factories.

The Plentong factories will produce new products such as soft biscuits, bread in wrappers with fil lings such as "ikan bilis", pineapple, mango, mini pizza and dry roasted crispy snacks," he told reporters after the company's extraordinary general meeting (EGM) here today.

Liang said that with the completion of the new factories, the company would be able to increase its annual production capacity from 17,000 tonnes at present to around 70,000 tonnes.

"By then, Apollo would have 80 types of products from its current 50, and stands to become the only confectionery maker in Malaysia with suc h a wide range of products to choose from," he said.

Liang said the investment was more than necessary for the company in view of the intense competition from local and regional confectionery makers and the fierce competition expected following the implementation of Asean Free Trade Area (AFTA) in 2003.

Although Apollo controls about 50 percent of the country's confectionery sector, many other players including the small and medium sized companies, were also in the process of expansion. Apollo is aiming at wider markets in the region, especially in China with its huge population, Thailand, Cambodia, Indonesia and Vietnam.

Liang said Apollo has appointed an agent in China to handle and boost its products in that country.

At the EGM, shareholders approved bonus issues of 20 million shares of one for every two existing shares and rights issues of 20 million at RM1.25 per share.

Proceeds from the rights issues totalling RM25 million would be used to part finance the new fa ctories, while the remaining RM27.7 million would come from internal funding. - BERNAMA

MNY MKO FR.

(c) 2001 Bernama - Malaysian National News Agency. 

14May2001  INDIA: Pure Drinks family spat gets clammier. 

Our Corporate Bureau NEW DELHI

The woes of the promoters' of Pure Drinks Ltd are only growing.

After the dispute over ownership of the company between the two brothers, Ajit Singh and Satwant Singh, and several legal feuds over the `Campa' softdrink business etc, the siblings have now decided to squabble over the sale of immobile assets for repaying debt.

Though the promoter family has finally agreed to sell 8 acre of prime Mount Road plot to ITC for a hotel, another 17 acre is yet to be sold. The 8 acre plot is being sold at the direction of the Supreme Court under the Reserve Bank's NPA scheme. ITC is paying around Rs 70 crore for the land.

According to sources close the family, the elder brother Ajit Singh and his aunt - the wife of late Charanjeet Singh, Harjeet Kaur - are in favour of putting the entire 25 acre on the block, since it will not only enable them to pay off large amounts of debt to various institutions but also help procure certain benefits from the creditors who have been waiting for long.

On the other hand, the younger brother Satwant is in favour of commercial development of real estate (of the remaining 17 acre) instead of a direct sale.

He told Business Standard that the group was planning to invest in real estate business.

However, his claims are disputed by others close to the family. According to them, Harjeet Kaur is the majority shareholder in the group with about 37 per cent stake. Satwant insists he is the largest shareholder instead.

He also claims that he is the adopted son of late Charanjeet Singh, making him the rightful chairman of the group. This matter itself is in court, making things more complicated. Despite repeated attempts, Kaur and Ajit Singh were not available for comments. They are already contesting the case in courts as well as in the Company Law Board (CLB).

The Supreme Court had issued a notice stating that the 25 acre Mount Road, Chennai, land, owned by Pure Drink Calcutta Ltd, be either sold off entirely or in part under the NPA scheme of the reserve bank.

(c)2001 Business Standard Ltd. 

RETAIL NEWS

02May2001  JAPAN: MAINICHI DAILY NEWS - Fast food outlets beef up sales by cost cutting. 

By SATOSHI TAKAGI, MAINICHI SHIMBUN.

Recent competition between fast-food chains has sent prices plummeting, but the rivalry has been avoided by some businesses that see a danger in dropping their prices.

Last September, major gyudon chains Yoshinoya D&C Co. and Zensho Inc.

reduced the prices of their gyudon dishes - bowls of rice topped with beef - to 250 yen. Their move was followed this month by Matsuya Foods Co., which lowered its curry rice to 290 yen.

Each of the chains says the quality of their dishes remains unaffected by the price drops.

"We get people asking half-jokingly if we're bringing in foot-and-mouth infected beef from Europe, but of course the beef and rice we're using is the same as what we had before the price cuts," said a spokesman for Zensho, which operates "Sukiya" restaurants. The company says its purchase of a smaller chain has enabled it to buy larger quantities of beef for less. It has also implemented a number of cost-cutting measures at its outlets, such as the removal of dishes that are expensive to make.

Other chains also stress the quality of their menus. "We haven't switched over to cheap ingredients or cut personnel expenses," said a spokesman for the Kobe Lamptei chain, which began offering 290-yen dishes from March 1.

For most companies, the lowering of prices seems to have proven beneficial.

Matsuya Foods says it has launched several campaigns from the first half of last year to increase sales, but the most effective one was the dropping of prices. After the price cuts, its customer numbers shot rose 30 percent, and sales climbed 10 percent.

Other chains, however, have not been so lucky. Sales at Yoshinoya base of existing stores fell by 10 percent in March - when Sukiya and Lamptei cut their prices - sending a warning to other chains in the food business. Yoshinoya says it does not intend to continually participate in price wars with other companies, while another company, Nakau Co., says it does not intend to reduce prices at all.

But analysts say the competition is likely to remain.

"It was McDonalds that sparked price competition in the food-service industry, and this has moved to gyudon," one analyst said. "Competition is likely to become more severe and expand to encompass boxed lunches sold at convenience stores."
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14May2001  JAPAN: Mos Food to Cut FY 2000 Dividend to 10 Yen 

Tokyo, May 14 (Jiji Press) - Mos Food Services Inc.  said Monday it plans to cut annual dividend payments for fiscal 2000 to 10 yen per share from the preceding term's 28 yen.

For the year ended March 31, the hamburger store chain operator reported an unconsolidated net profit of 784 million yen, down 41.5 pct.

It also announced a consolidated net profit of 1,017 million yen for the year, down 48.8 pct from a year before.

In the current business year to March 2002, the company estimates a group net profit of 1.2 billion yen, up 18.0 pct from the previous year. It plans to pay annual dividend of 16 yen per share.

Details of Mos Food Services' consolidated results for the year ended March 2001 and estimates for the year to March 2002 are as follows.

SALES     RECURRING    NET     EPS

MARCH '01              70,819      2,973      1,017   32.25

MARCH '00              71,554      4,416      1,987   61.00

MARCH '02 (EST)        71,000      3,300      1,200   38.02

(Sales and profits are in millions of yen, earnings per share in yen.) 

Sources: JIJI PRESS NEWSWIRE 14/05/2001 

INVESTMENT NEWS

13May2001  INDIA: 13 food parks proposed. 

Our Bureau

THE Ministry of Food Processing has sanctioned 13 food parks in different parts of the country of which the Kerala Industrial Infrastructural Development Corporation (Kinfra) at Kozhikode will be the first modern food park in the country.

This was stated by Mr Chaoba Singh, Minister of State for Food Processing Industries, at a presentation on "Kinfra Food Processing Park" organised jointly by CIFTI, UNIDO and Kinfra on the subject "Advantage Kerala: Avenues in Food Processing".

Mr Singh said that as part of the strategy to develop food processing infrastructure, a policy decision has been taken to vigorously pursue food processing parks in different parts of the country incorporating common facilities such as cold storage, warehouse, quality control lab, effluent treatment plant and packaging.

This could be used by small and medium industries which find it difficult to invest in capital-intensive activities. Using these high capital-intensive common facilities, downstream secondary processors can manufacture high-value products with lesser investment thereby becoming cost competitive, the Minister said.

Mr Singh hoped industries would come forward and establish units in these parks, which would help food processing industries grow at a fast pace. To achieve the desired results in food processing, a strong partnership is required among R&D institutions, academic institutions, industry business houses, community and the Government, Mr Singh said.

Further, UNIDO is extending technical assistance to the project, which aims at building in quality and environment management. One of the major areas of assistance will be establishing internationally acceptable quality systems in the industrial units coming up in the park.

(c) The Hindu Business Line. 

14May2001  MALAYSIA: BORNEO BULLETIN - Brunei - Canned food from Sabli. 

By AZLAN OTHMAN & ACHONG TANJONG.

The recent move by the Ministry of Religious Affairs to reduce the importation of canned food containing meat which is considered 'dubious' has led to a local company stepping forward to produce locally-made canned products.

The Sabli Food Canning Factory was set up at the Serambangun Light Industrial Area in the Tutong district about two years ago with a $1 million investment. It is equipped with hi-tech equipment from the US, Sweden and Malaysia.

The factory is now producing some 3,000 cans of chicken and meat products. They include kurma, curry, ketchup as well as rendang chicken and meat. The canned products are now available in the local market.

According to Manager, Azizi Ladis: "At first, we went to several places in the country including restaurants, houses and the army camp to allow the customers to test our products. After about five consecutive food samplings, we came up with a recipe that captured everyone's hearts and taste buds."

With a workforce of 15, mostly locals, the factory is now aiming to produce some 10,000 canned products per day. There are also plans to expand the menu to 20 types of products including beans and curries packed in fancy aluminium packages.

Azizi said that besides Good Management Practice (GMP), the factory emphasised upon three major criteria namely, cleanliness, Halal products and health. The canned products are free from any preservatives, fat and chicken skin. The chicken is brought fresh from local farms.

The staff is required to practice proper hygiene by wearing masks, aprons and caps. Before entering the production premises, they are totally disinfected.

In an effort to capture the foreign market, Sabli Food Industry will take part in the Jeddah Food exhibition in July to showcase their products.

Sabli started its activities in 1984 with the production of 'rempah' or spices. It then expanded its business to other fields including the production of chilli sauce, ketchup (produced in Malaysia) drinks, bread, restaurants and travel agency.
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14May2001  THAILAND: THAI PRESS - Govt To Liberalize Beer, Liquor Production. 

BANGKOK - (Dow Jones)-The Thai government will allow individuals and small companies to produce alcoholic beverages as part of the nationwide effort to boost entrepreneurship and community businesses, the Nation reports Monday, quoting a source at the finance ministry.

The source said Finance Minister Somkid Jatusripitak is expected to submit to the Cabinet soon a draft bill to lift all restrictions on small distilleries.

If approved, it would liberalize production of spirits and beer, which is currently monopolized by a few big producers. Farmers and small businesses in particular would benefit.

- By Suttinee Yuvejwattana, Dow Jones Newswires; 662-266-0744; suttinee.yuvejwattana@dowjones.com.

(Copyright (c) 2001, Dow Jones & Company, Inc.). 

12May2001  MALAYSIA: Penang FA ban bottled drinks. 

By Lee Keng Fatt.

PENANG FA have enforced a blanket ban on the usage of plastic bottled drinks at Batu Kawan Stadium in a move to check crowd violence in the Premier One League.

Also not allowed into the stadium are umbrellas, flag-poles and crash helmets.

Ice cubes, which can be tightly packed in plastic bags, will also not be sold at the stadium's terraces.

There will be an additional deployment of security and police personnel at the 40,000-capacity stadium, particularly after the match as precautionary measures to check any untoward incidents.

If that is not enough, FA secretary Mohd Junid Mohd Noor said yesterday he would make himself available at the stadium's main entrance at the end of a match to allow the fans to vent their anger on him for the team's poor showing.

"I am prepared to do that and will accept their criticism in a gentleman's manner.

"Please scold or shout at me for all you want but do not throw objects into the pitch or onto the terrace," said Mohd Junid.

Mohd Junid said he had no qualms of being the target of abuse by the fans `if this can make the fans feel better.'

He was commenting on the RM3,000 fine which the FA had to pay after being found guilty by the FA of Malaysia's disciplinary board on Thursday.

The DB had found Penang guilty for the unruly behaviour of their fans in the match against Terengganu on May 1. Current League leaders Terengganu won the match 1-0.

Mohd Junid said the RM3,000 fine was a burden to the FA's coffers.

But then, the passionate Penang's fans have been known to have the tendency of being unruly for years.

In the past, it was common to see them turn violent against the referees, linesmen, visiting teams and even the home team at the island's ageing City Stadium.

Having scores of Federal Reserve Unit personnel manning the stadium's main gate at the end of each match was also a common sight.

Needless to say, Penang FA have been at the mercy of their fans for years.

"We need every sen that we collect from home matches to spend on the team.

"And now we have to fork out RM3,000 to pay for the fine through no fault of the association. We appeal to the fans to stop throwing missiles.

"Support the team by cheering and giving moral as well as financial support."

Engaging in unruly behaviour will only make things worse.

"We will step up security and ensure that bottled drinks will not be taken into Batu Kawan stadium," he said.

kengfatt@nstp.com.my.

(c) 2001 New Straits Times Press (Malaysia) Berhad. 

11May2001  BANGLADESH: Sub-standard food items on sale, THE INDEPENDENT. 

Sub-standard food items are being prepared and sold in most of the restaurants of the district town and the uapzila towns of the district.

It is gathered that the rules of general health and hygiene are not being maintained by the owners of the restaurants. As a result people taking their meals in these restaurants are suffering from various intestinal diseases. A large number of restaurants have sprung up in different parts of the district, including the district town, in recent times. But most of the restaurants are without license.

The owners of these restaurants use low quality items for preparation of various food and serve the same to the customers. According to sources, dishes and glasses of the restaurants are not cleaned properly.

Most of these restaurants use river, pond and direct supply water from roadside which is full of germs of different water borne diseases.

It is alleged that food items are displayed and prepared openly exposing these to dusts and flies. People who take food from the local restaurants said, rotten fishes and low quality meats are being cooked for sale by mixing flour and soda. Dr. Iqbal, a general physician of the town, disclosed that about 80 per cent of the people who take food from these restaurants are suffering from various intestinal diseases.

Town-dwellers said, the Pourasabha authorities are also ignoring the problem. Recently some small restaurants have sprung up around bus terminal area, New Market area, Baro Bazar and Mangalbaria where adulterated food items are being sold at random. Stringent measures should be taken against the owners of such restaurants in the greater interest of public health.

Copyright 2001 THE INDEPENDENT all rights reserved as distributed by WorldSources, Inc.

10May2001  MALAYSIA: Cheaper food, non-alcoholic drinks and tobacco products for pub patrons. 

Pub patrons can enjoy cheaper food, non-alcoholic beverages and tobacco products when the Service Tax (Amendment) Act 2001 comes into effect on Tuesday.

Winding up the debate on the bill, Deputy Finance Minister Datuk Chan Kong Choy said the 5% service tax on such items will be exempted from that day.

However, the tax still applies for alcoholic beverages.

Later, he told reporters at the parliament lobby the new ruling will apply only to "public houses Classes II and III, and beer houses Class II".

Chan explained that these houses are outlets licensed to sell liquor for use inside the premises.

Class II houses operate from 10am to 10pm, and Class III houses from 10am to 9pm.

"Normally these houses are small coffeeshops in rural areas," he said.

rs of the trouble," he said.

Similarly, food, non-alcohol drinks and tobacco products sold in restaurants licensed to sell liquor will also be exempted from the service tax.

However, it does not apply to restaurants with an annual turnover of RM500,000.

According to Chan, the tax will still be imposed on Public Houses Class I and Beer Houses Class I, which are outlets operating from 10am to 12 midnight and are normally located in the city.

(c) 2001 Sun Media Group Sdn Bhd. 

09May2001  THAILAND: BEVERAGES - Soymilk exports pushed. 

Green Spot seeks to establish brand Sukanya Jitpleecheep Green Spot (Thailand) Co, the bottler of Green Spot and Vitamilk, will step up exports this year in an attempt to establish the brand abroad.

The company introduced its new strategy after meeting the HACCP (Hazard Analysis Critical Control Point) international hygiene standard.

"Consumers around the world recognise HACCP," said Thammasak Jittimaporn, general manager for sales and marketing of Green Spot (Thailand).

The company, owned largely by Chote Sophonpanich of Bangkok Bank, wants to make Vitamilk a synonym for soy-related products worldwide.

Last year, Green Spot began exporting Vitamilk To Go and 250-millilitre UHT products to the United States, Japan, Laos and Cambodia. The packaging of the exported products will be improved to provide more information, including a nutrition table, in several languages.

This year, the company will focus on expanding Vitamilk sales in the United States, which is its fastest growing market. Soymilk consumption in the United States is growing by 100-150% a year. As well, the price of soymilk in the US is 20-25% higher than for cow's milk, unlike in Thailand where soymilk is cheaper.

The company will improve its distribution network in the United States while looking for a partner to distribute its products in Europe and expanding exports to Asia, the largest market for soymilk.

Although the Asian market had little room for growth, there was huge potential if the company's products could replace soymilk sold through traditional outlets such as vendors' carts, Mr Thammasak said. Exports would likely contribute 5% of the company's total sales revenue over the next three years.

As well, the company will resume dormant promotion of Green Spot soft drinks abroad.

Talks had been held with the trademark owner in the US about exporting the products in some Asian countries this year, he said. Canned orange-flavoured drinks have been shipped to Hong Kong.

The company will continue to focus on the domestic market for soymilk, as demand had grown faster than for soft drinks and cow's milk. Soymilk consumption in Thailand jumped by 25% in the first two months of this year.

However, the company expected sales revenue from Green Spot and Vitamilk to grow only 3% this year because of the sluggish economy. 

Sources: BANGKOK POST 09/05/2001 P2 

