€Ems ITs chances of SUccess are bet-
ter as a going concern than if liqui-
dated.

O proftability. € time, he was
looking forward to the resumption
of a more normal business life for

€f10d of diSTup-
tion, I imagine,” he said, while not-
ing that successful operations will

Foods International Inc. *
B pmitham@biv.com

Daiso: Big buying power
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between one and two new stores per
day in Asia.

In addition to Aberdeen Centre,
he said Daiso and Fairchild have plans
for at least two other Daiso outlets
in the Lower Mainland, with Burn-
aby and downtown Vancouver atop
the list of possible sites.

“We're going to look into expand-
ing throughout Vancouver,” Lui said.

He added that stores similar to
the Aberdeen Centre flagship loca-
tion are on the drawing board for
Toronto, Edmonton and Montreal.
Elsewhere in North America, Lui said
Daiso will initially target Los Angeles,
San Francisco and Nevada.

The total number of outlets
planned for North American has yet
to be determined by the Daiso-
Fairchild partnership, but Lui said:
“Expansion will be very rapid over
the next 18 months.”

The popularity of hyaku yen (100
Yen) stores in Japan’s retail sector is
arecent phenomenon, say observers
of the Asian marketplace.

Jim Storey, a senior research ana-
lyst with the Asia Pacific Founda-
tion of Canada, said up until the late
1980s there were few, if any, of the
dollar-store-style retailers in Japan.

But the country’s economic woes
in the 1990s coupled with the surging
availability of cheap consumer goods
from China and other Asian coun-
tries sparked huge consumer demand
in Japan and shook up what Storey
said had been a highly regimented
Japanese retail environment.

Much of the regimentation still
remains, however.

A 2000 report from the United
States Trade Representative stated
that while Japan has implemented
some deregulation, about 40 per cent
of all economic activity in the coun-

try is still hobbled by “unnecessary,
costly and excessive regulation.”

Storey said that another factor has
helped drive dollar store sales: Bar-
gain hunting has come out of the closet
in Japan, where shopping for cheap
goods was previously frowned upon.

“[When] things were going well
in the Japanese economy ... there
was a sense that you had to have
everything that was new and prod-
uct cycles were fairly short,” said
Storey. “This is the story: Japanese
consumers demanded quality. ButI
think that was just the story.”

As the availability of quality goods
at reasonable prices increased and
some of the retail store laws were
changed, the Japanese responded
like every one else does, added Storey.

“[Dollar stores] have taken off in
the last four to five years. They’re all
over the place and they’re popular.
People look for bargains and are
happy when they find them.”

Storey said Daiso’s success in North
America will depend on the com-
pany’s ability to maintain its supply
chains. He added that Daiso could
also benefit from the Agreement on
Textiles and Clothing, which will
phase out international tariffs and
quotas by 2005 to bring the textile
and garment industry in line with
World Trade Organization rules.

And while some retailers have said
B.C.’s marketplace has reached the
saturation point, with close to 1,000
dollar stores around the province,
some retail analysts disagree.

Blake Hudema of Hudema Con-
sulting Group said there’s room in
the market, especially for Daiso’s larger
department-store style approach.

“It’s sort of like an organized
bizarre or flea market, a very upscale
flea market, and we all love them.
You know that you’re going to go in

there and get the lowestprice on
merchandise,” Hudema said.

“The B.C. consumer isstill ham-
pered by a lack of disposableincome.
Our incomes are risi g butnot that
fast, so we still have a high disposi-
tion towards value shopping.”

According to Lui, Daiso stores offer
upwards of 40,000 different items in
the $2 to $4 price range. Products
include everything from snack foods
to kitchenware and gardening sup-
plies to men’s and women’sclothing.

Daiso’s enormous buying power
gives it considerable leverage with
manufacturers. Lui said the company
orders a minimum of 10 million units
of any given inventory item.

The Aberdeen Daiso store, which
is scheduled to open on December
12, will employ around 100 people.

The Fairchild Group’s holdings
include television and radio sta-
tions, and retail and commercial
properties. L 2
B trenshaw@biv.com

rities rules and that it is based on
independent engineering reports.”

B.C. to grow
2.9 per cent in 2004

British Columbia will emerge from
the doldrums to generate growth of
2.9 per cent in 2004, according to
The Conference Board of Canada’s
Provincial Outlook - Autumn 2003.

The manufacturing sector will
rebound and the impact of provin-
cial government spending cuts will
subside.

Alberta, Saskatchewan and
Ontario will lead economic growth
among Canadian provinces next
year, said the report.

2003 BC Export Awards

Dr. Julia Levy
Leadership Award

Mr. Rene Gauthier

New Exporter Award

SEl Industries Ltd.
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International Business Studies Award

Chilliwack Mountain Log Homes Ltd.

Manufactured Products Award

Municipal Software Corporation
Marketing Innovation Award

c) Group

Western Economic
Diversification Canada de I'Ouest Canada

ACL Services Ltd.

Congratulations to the recipients of the
2003 BC Export Awards

FPI Fireplace Products International Ltd. — Exporter of the Year and Consumer Products Award

Professional & Services Award

Sierra Wireless Inc.

Advancing Technologies Award

Coe Newnes/McGehee

Market Sustainability Award

Canada West Advanced Telecom Group

www.bcexportawards.com
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Creative Partnering Award

Radical Entertainment
New Media and Entertainment Award
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