


“Joto Curry” is a curry and rice specialty restaurant

born in Osaka, the city of business and gourmet in Japan.

Founded in 1983. It is a representative of Naniwa-style curry rice.
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e that :t starts with a impactful sweetness |
that spreads upon the first bite, and as you continue eating,
a rich umami flavor overwhelms your palate.

After a while, a refreshing spiciness
bursts through with a time-delayed effect,
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carefully selected vegetables and beef are combmed

with a top-secret blend of spices, reached after trial and error,
and processed using a unique cooking method.
This process requires effort, time, and skilled technique.

FrEDLSICESNTLNSED 7
| ew%*bbléitﬂmileliﬁﬁ*nfﬂ

- tﬁ@%—f’

"& P fﬂ;awﬁfew BHOBAZ/REEDY




"What's the user response?"

Since its debut, "Joto Curry" has garnered popularity

from Osaka to Tokyo through word of mouth and social media
among office workers.

It now boasts a strong influence with endorsements

from numerous celebrities including comedians,

prominent producers, male idol groups, renowned violinists,
rock musicians, and others, receiving high acclaim.

Currently, the brand’ s popularity has extended overseas,

J
with stores now in Mongolia, Thailand, and Cambodia. ' —
Additionally, business expansion plans are underway for ﬁ -
South Korea, China, Singapore, Indonesia, the Philippines, and Canada. = O
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"What are the variations?"

In addition to the already popular curry udon and curry ramen in eateries,

there are successful collaborations with curry bread and snack items,

highlighting their high versatility and strong potential as tools in the food business.
Examples of collaborations with Japanese companies such as

[Nissin Foods], [Yamazaki Bread], [Kobe Ya Bread], and [House Foods]
are well-received by people of all ages and genders.
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"What is the scale of expansion?

As of July 2024, we have approximately 50 stores under the Joto Curry brand and 20 stores plus affiliated

outlets under the Tokumasa Curry Udon brand. In terms of revenue, the total annual sales for the group's
stores amount to approximately 2 billion yen.

*k To maintain product quality, all items are handmade at our central kitchen in Osaka. Therefore, we need
to control the scale of expansion, hence the establishment of limits on the number of domestic stores.

*k However, as we expand our overseas operations, we are collaborating with companies that have large-
scale food manufacturing facilities both domestically and internationally.

This collaboration aims to increase supply capacity by lifting restrictions while maintaining high quality.”
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"What are the store styles?

Our stores vary in style: from small establishments with about 15 counter seats,
to office area types with approximately 30 seats combining tables and chairs,
to self-service types with over 60 seats,

suitable for locations such as commercial food courts.”
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"What are the business advantages?”

I.

Unique Character: - Strong core fan base due to distinctive flavors not found elsewhere.
- High visibility due to its newsworthy nature.

Name Value: - Established credibility from over 40 years of experience.
- Recognition through media appearances and endorsements.

Simple Operations: - Simplified cooking and serving procedures reduce kitchen equipment
investments and staff burdens.

High Turnover Capability: - High-speed order-to-service process.
- Improves operational efficiency in terms of time.

Minimal Waste: - Low food loss due to reduced spoilage and deterioration.
- Minimal waste disposal.

Scalability: - Potential for developing original menus at each location.
- Retail options such as curry bread and retort curry sauce available.
- Takeaway options for curry rice menus.

Global Trend: - Japanese curry is thriving in the dining and fast food industries worldwide.
It enjoys high popularity on social media."
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Regarding Overseas Business Expansion:

- Export wholesale of commercial retort curry sauce
% We comply with quarantine regulations of each country (e.qg., excluding livestock ingredients).
- Licensing agreements for design use
* Proposal of store designs (drawings, signs, etc.)
- Guidance on cooking and sales operations, etc.

Additionally, we have achievements in:

- Master franchise agreements by region

- Licensing agreements for products and sales supervised by our company
- Collaborations with existing products and stores

- Joint development of products, etc.
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To the world

In 2024, we have launched “TOKUMASA INTERNATIONAL”
to promote our pro tomers worldwide.
Japanese food culture, highly countries around the globe,
includes a b item: curry.
We are dedicated to introducing thi sation to even more people abroad.
Join us and let our offerings ad elightful spice to your business."
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contact us

TOKUMASA INTERNATIONAL
Nagano Building 3F, 3-2-16 Azuchimachi, Chuo-ku, Osaka-shi, Osaka 541-0052, Japan
TEL: 06 6926 8286 FAX: 06 6926 8287 *Phone support is available in Japanese only
Attn: Kawakami [kawakami@tokumasa.net] & Kato [kato@tokumasa.net]
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