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FUJI Catering/AZUMA USA, Inc.

Strict commitment to the quality of each bento box makes
“FUJI Catering” the “vendor of choice” in New York City
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A s the economic recovery and job
increases continue to be slow,
purchasing lunch daily at a reasonable
price continues to be a difficult task for
businessmen. When Japanese restaurants
in midtown charge an average of $15 ~
$20 (including taxes and tips) for lunch,
a catering service that delivers reason-
ably-priced bento boxes to local Japanese
businesses would surely be considered a
“god-send” to local businessmen.

Compared to restaurants, bento
boxes are relatively low-risk during reces-
sions, but difficult to make profit charging
only $6~$8 per bento box. In this reces-
sion, fewer Japanese are employed at
Japanese American corporations while
cost of acquiring food is rising steadily as
the surrounding economic environment
worsens. While many bento vendors were
driven out-of-business in recent years,
“FU]JI Catering” is rising to success.

FU]JI Catering is managed by CEO
Toru Furukawa, second son to bento
vendor “Azuma Cartering” in Katsushika-
ku, Tokyo, Japan. Furukawa had early
ambitions to work overseas and studied in
Oregon as an exchange student. However,
he was called back to Japan to expand his
family business. When Furukawa finally
expanded the business four years later, he
decided to come to the U.S. after watching
a TV program on “FU]JI Catering.”

Two weeks after he started working
under the Chinese owner at the time,
Furukawa was asked to “take over
management of the business.” Despite his
initial shock in this unexpected proposal,
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Broiled Yellowtail Teriyaki $8.50

Furukawa took over management in 2007
at age 27.

Upon assuming his new position as
CEO, Furukawa’s first undertaking was
to decrease the number of leftover bento
boxes. The “loss rate” of bento boxes left
over was 14~15% at the time, which was
successfully lowered to only 2% today. At
the time, bento vendors showed all selec-
tions of bento boxes available to have
customers select their choice for purchase.
However, FUJI Catering distributed
menus to customers beforehand and
asked them to call in their orders. It took a
year to get most customers to switch over
to their made-to-order system.

During that time, Furukawa made
the difficult decision to turn down orders
after 10:00AM despite the leftover bento
boxes. Also, Furukawa decided, “It’s more
important that each bento box tastes
exceptional than the number of selec-
tions we offer,” and decreased the number
of daily selections from six to four bento
boxes.

Understandably, customers “want to
see the actual bento box before deciding
what to purchase with an option to order
at the last-minute, and the more selections
available, the better.” In return, vendors
want to satisfy customers to sell as many
bento boxes as possible.

However, Furukawa insisted on his
“commitment to the quality of each bento
box” and continued his efforts to decrease
the “loss rate.” Profits made were spent to
further increase the quality of each bento
box. No effort was put into advertising

Kids Bento $5.50

27 Ludlow Street, New York, NY 10002
Tel: 212-219-9955 www.fuji-catering.com
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the business, and the strategy to “focus
efforts on preparing instead of selling,” its
no wonder the business soared to become
the “vendor of choice” among bento
consumers.

FUJI Catering’s concept for their
bento boxes is “To be eaten daily without
tiring, asif prepared by one’s own mother.”
While some of the foods are bought, most
of the foods in the bento are prepared
by hand. Homemade foods such as
hamburger patties can be prepared differ-
ently to keep the flavors new. Grilled,
broiled, and fried foods are balanced with
variety inside the bento boxes, and four
different selections of bento boxes are
offered for two months at a time.

“Our current business strategies are
an extension of what we’ve done in Japan.
I want to expand further into the U.S.
market. In the future, I want to export the
new

‘BENTO’ to be created in New York

Happy Wedding Bento $28/person

in the future to Japan,” said Furukawa
enthusiastically. Without any restric-
tions of the bento box, Furukawa strives
to venture into catering for events and
weddings and every possible opportunity
with flexibility. Furukawa is currently in
preparations for various new projects.

“People are equal in their desire to
create and serve quality food,” said Furu-
kawa, which he learned from experience
since he took over management and strug-
gled to work with, learn the values of, and
establish relationships with workers from
different ages and racial backgrounds.
While Furukawa may continue to face
and overcome new challenges in culi-
nary traditions, he is more committed
than ever to build on his past experi-
ence and his determination to promote
his “BENTO” to consumers worldwide.
His future success is sure to be a draw
attention.

Custom-Made Makunouchi Bento $15 ~
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1. Average Price for Lunch/Dinner per
Person / 7> F - T F— DR Ef
$6.5~7
2. Daily Sales / —H7E_E¥15
N/A
3. Food Cost Percentage (%)
7—R3OXK
Approx 35~40%

4. Alcoholic Beverage Sales
Percentage (%)

Fo EICg57)LI—)LHER
N/A

5. Alcoholic Beverage Sales by Type
FILA—IL5E L (B8R )
N/A

6. Target Customer / B/
70% Businessman
of Japanese Company,
25% Other Asian, 5% American

7. Featured Menu / X=21—D5#
See article

8. Food Supplier / £ A5G
Daiei, Mutual Trading, Showa Marin

9. Number of Staff / ft£E%#
Kitchen 5
(deliveryman does not include it)
10. Number of Seats / Gk
N/A

11. Opening Date / FiI54ER
Furukawa take over April, 2007

12. Varieties of Sake in Store
BOIRWBARBOERL. ThE
N/A
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ﬁi‘ASTE THE DIFFERENCE ONLY
~ " MARUKAN CAN MAKE.

World's Finest Rice Vinegar
Marukan Vinegar is the cultivation of a slow and delicate process
including fermentation, refining and aging,
a special technique handed down over 360 years and in US 35 years.
It is a quality “jun-mai” (pure rice) vinegar, brewed from only the finest
selection of short-grained rice grown in California.

Since @ 1649

Marukan Vinegar (U.S.A.) Inc.

www.marukan-usa.com
7755 E. Monroa Si. Paramount, CA 90723 Tel: 562-630-6060 Fax: 562-630-0330
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