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next September — the code will apply
to parents and teachers too.

The Richmond school board
passed a motion Monday to consider
implementing a district-wide dress
code that would apply to everyone
entering schools.

“We’re not talking about a uniform
or a prescribed code of dress, just
suitable clothing for the environ-

JAV) Ny L y .
quite excited by it. I think it’s great for
our schools to engage in this discus-
sion.”

Asked if she feels some teachers
dress too casually for class, McKitrick
replied that teachers usually dress
appropriately for the occasion, wear-
ing shorts and T-shirts for school
sporting events and more formal
clothes for more formal occasions

ter tops with spaghetti straps, students
wearing hats in school and T-shirts
with obscene words or offensive
images.

Neil Worboys, president of the B.C.
Teachers’ Federation, said he was sur-
prised to hear the proposed dress code
will include teachers and parents.

See DRESS CODE Al7

and her partner, Derek Mutch, 32, since Prince
Rupert’s only natural-gas pipeline was severed by
a major landslide early last Friday at the Khyex
River, 55 kilometres to the east.

The good news is that Ward’s landlord switched
the basement water tank from natural gas to elec-
tric power, allowing her family to take showers.

But with pipeline repairs not expected to be fin-

See PRINCE RUPERT Al7

Japanese mega-retailer brings two-dollar store to B.C.

One of Japan’s largest and
most successful retailers is
making its North American
debut Dec. 12 at the newly
expanded $135-million
Aberdeen Centre shopping
complex.

The Richmond facility will be
a launching pad for expansion

to other parts of North Ameri-
ca.
Daiso-Sangyo Co., which
operates more than 2,500 stores
in Asia, with annual sales top-
ping $6.3 billion, is opening a
two-storey, 2,500-square-metre
(26,900 square feet) outlet, in a
joint venture with Aberdeen’s

developer and owner, Vancou-
ver-based Fairchild Group.
Fairchild will be responsible
for North American expansion.
In Japan, Daiso-Sangyo’s
founder and CEOQ, billionaire
Hirotake Yano, runs outlets
called “Hyaku Yen” (100 Yen),
offering household items and

cosmetics for the uniform price
of 100 Yen (about $1.20). In the
Richmond store, prices will be
set at $2 for everything,.

Daiso-Sangyo is a more rec-
ognizable name in parts of Asia
than Sony or Toyota.

Story, D3

Down Payment
(O Monthly Pmts.




BUSINESS

THE VANCOUVER SUN, W

Japanese version of dollar
store opens on Dec. 12

RETAIL | Daiso-Sangyo Co. wooed into new Aberdeen Centre, expansion deal with Fairchild Group

BY WYNG CHOW
VANCOUVER SUN

ne of Japan's largest and

most successful retailers is

making its North American

debut Dec. 12 at the new
upscale $135-million Aberdeen Cen-
tre shopping centre, using the Rich-
mond facility as a launching pad for
quick expansion to other parts of
Canada and the U.S.

Daiso-Sangyo Co., which operates
more than 2,500 stores in Asia, with
annual sales topping $6.3 billion, is
opening a two-storey, 2,500-square-
metre (26,900 square feet) outlet,ina
joint-venture with Aberdeen’s devel-
oper and owner, Vancouver-based
Fairchild Group.

Privately held by Japanese billion-
aire Hirotake Yano, Daiso-Sangyo's
some 2,400 outlets in Japan are called
“Hyaku Yen” (100 Yen) stores, offer-
ing about 100,000 different high-qual-
ity items for sale at the uniform price
of 100 yen, about $1.20 Cdn.

Products include kitchenware, toi-
letries, cosmetics, stationery and oth-
er daily household goods. About 700
new items are added each month.

At its Aberdeen store, at Hazel-
bridge and Cambie Road, 45,000
items will initially be sold at $2 Cdn
each. These are to include cosmetics,
gardening tools, household goods,
soft drinks, snack food and stationery.

“A public survey in Japan showed
Daiso-Sangyo as being the second
most recognizable brand-name retail-
er after Disney World in Tokyo,”
Fairchild chairman and CEO Thomas
Fung said Tuesday. “They ranked
ahead of famous brands such as
Coca-Cola, McDonald’s, Sony, Toyota
and Starbucks.”

Fung, who negotiated his joint ven-
ture agreement directly with Yano,
said Daiso-Sangyo — founded about
25 years ago and based in Higashi-
Hiroshima City — now opens “more
than one [new] shop every day” in
Japan.

“Even the most rich and famous
celebrities in Japan shop at Daiso-
Sangyo stores.”

Over the years, the chain has
expanded to other parts of Asia,
opening about 100 outlets in Hong
Kong, Singapore, Taiwan, South
Korea and Thailand.

A joint venture by Thomas Fung (left), CEO of Fairchild Group, and
Hirotake Yano, CEO of Daiso-Sangyo Co., will bring Japan's Hyaku Yen
chain of stores into Canada and the U.S. with the first opening Dec. 12
in Richmond’s refurbished Aberdeen Centre.

During that time, Fung said, Yano
hasn’t bothered to return calls or
arrange meetings with some 100 top
companies in Europe and the U.S,, all
seeking to establish business part-
nerships with him.

“Mr. Yano is an icon, a role model
and legend in Japan,” Fung said.
“Everybody knows him. I feel kind of
fortunate to get into a joint-venture
arrangement with Daiso-Sangyo.

“I think there was some synergy
between the two principals.”

Fung said his introduction to Yano
earlier this year was arranged by a
Los Angeles-based Japanese business
consultant who has been linking
North American enterprises with
their counterparts in Japan for 30
years.

“I met him in Vancouver. He con-
ducted a thorough check of my com-
pany,” said Fung, whose Fairchild
holdings include various residential
and commercial properties around
the Lower Mainland, as well as own-

ership of Chinese-language TV and
radio stations in Vancouver, Calgary
and Toronto.

During his several visits to Japan
over the past year, Fung recalled that
merchant bankers kept asking him to
persuade Yano to take his private
company public, but he refuses to do
s0.
“He’s very huge and successful.
He’s doing so well.”

Fung said Daiso-Sangyo's success
is based on several factors, including:

» The chain buys in huge volumes,
with a minimum order consisting of
10 million units. “Any supplier or
manufacturer would be happy to
offer him favourable payment terms,
30 [Yano] doesn’t have to pay up-
front.”

* Daiso-Sangyo has proven to be a
huge draw to any shopping mall,
prompting many landlords to “almost
beg” the chain to open an outlet at
their location, with offers of free ren-
ovations and rent based solely on
percentage of gross revenues.

“He [Yano] doesn't have to putup a
penny, no rent up front,” Fung noted.
“But at the same time, he receives
cash [flow] from customers. So his
stores are really a cash cow.”

Fung said his agreement with Yano
requires Fairchild to take responsi-
bility for future Daiso-Sangyo expan-
sion across North America.

Other potential Canadian locations
include downtown Vancouver and
Burnaby, as well as Edmonton,
Toronto and Montreal, while U.S.
sites being considered are Los Ange-
les, San Francisco and Nevada.

So far, Fung said 120 people have
been hired to staff Daiso-Sangyo’s
Aberdeen store, with about another
30 people needed.

Fairchild first opened Aberdeen
Centre in the early 1990s, but Fung
decided to demolish and rebuild
about two years ago, and is spending
a total of $135 million to triple the size
of the original mall to 35,302 square
metres (380,000 square feet), as well
as constructing a new 170-room hotel
adjacent to the mall.

So far, about 75 per cent of
Aberdeen’s 260 retail units have been
leased, with anchor tenants including
HSBC Bank Canada, Science World,
BMW, Fishermen’s Terrace Seafood
Restaurant and Cell City, along with
high-end, name-brand international
retailers from various parts of Asia.

As a grand opening promotion,
Fung said 12 lucky customers will be
chosen between Dec. 12 and 23 to win
a 12-minute free shopping spree Dec.
23 at the Daiso-Sangyo store.

“Whatever they can pick up and
carry away,” he said.
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