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Discussion topics

1. Introduction
2. Promoting and Branding
3. Summary
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Ramen

Have you noticed the difference
between ramen by region ?
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Ramen = Aussie Wine ?
Ramen has regional characteristics.

Wine has regional characteristics like Margaret River,
Yarra Valley and Hunter Valley.

¥

Ramen = regional characteristics = Wine

¥
Ramen = Wine
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Introducing
Wakayama
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Where 1s Wakayama®?

Wakayama
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Challenges of Wakayama
D ecreas hg popu lation
1,087,206 n 1985 — 972,123

A ge ng popu latn over 65
289,076 28.6%)

-

M antan populton and support their Ive lhood
Promote bcal c¢haracter

e.g. tourism and produce
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Promoting
&
Branding
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Ume-shu

(Japanese plum wine)



|~
Online Shopping Mall website

* Even small farms can sell their products
all around Japan.

* People can easily purchase Wakayama
produce.
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Antenna Shop
 Established by local governments
» Located in big cities like Tokyo

 Selling local specialties
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Why do we have Antenna Shops?
* To promote Wakayama specialties
— Let people know about our area

* To provide companies and farmers with a place to
test their products in a wider marketplace

— Catch the needs and develop new things

-

Promote our regional brand effect
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Official recommendations
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Premiere Wakayama
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Why ‘Premiere Wakayama’?
 Certify Wakayama products
 Establish Wakayama brand as high-value
» Spread the word about Wakayama products
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Wakayama Produce Branding

Healthy
Energising
Beautiful
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Nutritional Food

Tell people how good Wakayama food is for health

i.e. Ume has citric acid which is good for fighting fatigue when you are
tired and run down.

Cherry tomato has lycopene which is good for beauty.
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Summary
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Why LGs try to promote their
products?

* Develop regional brands
* Enhance regional attractiveness
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What we expect




