R~

Current Situation

~Aging of farmers~
Recently, the decreasing number of farming successors
along with an aging population are becoming serious
problems for rice production.

* The proportion aged over 60
Rice farmers All farmers

VS

MAFF CRoOBEER FEEOREOFRICOWT 2024.2(325_]

= Do you have a plan for a successor?"=1.075705
70% of farmers have no clear plan for a
successor.

30% of them have a plan for a successor.

Whaole Japan

38%

30%

(MAFF B 24 o H22020)

-Securing Successors-
* The profits of rice farmers
+ Average annual income of rice
farmers is only ¥ 97,000 .

x20 bigger! - Difference of ¥ 2 million
between rice and
other crops.
Other crops

Qg One of the reasons is
(MAFF BEEEGHEREREREEOBENS2000) LOW I ncome-

Main Cause of Low Income

1.Detail of income 2.Amounts of

Others operational costs
0 ¥3,938,000
20% Operational Vi TR
cost *
2021 2022 . 2023

(MAFF =3 (MAFF BEEEHI BEREEES

TR 2022,2023 i y ; DEEEINE 20212022 2023)
1. 80% of income is paid as operational costs.

2. Operational costs are gradually increasing.

High Operational Cost

About JA

JA is an organization that supports farmers work safely by
Sales : doing collection and sales of agricultural on behalf of farmers

Expenses : reducing costs by group purchase for fertilizer or machinery
Finance :financial services like savings and loan through JA Bank
Insurance : providing some services about life or disaster

Guidance : supporting agricultural guidance %)

(B BREsAC0XZEHEET 2023%) H}

References

Rice at Risk

~Low Income and Fewer Future Farmers~

. "
JUNIOR & SENIDR HIGH BCHOOL

Intemational Course 1stGrade Honoka Matsumori,Mei Masuda,Kazuma Shimada

The major components of operating expenses are paying for

workers, machinery, fertilizer and middleman costs.

We researched some existing cases that have taken place to

reduce the last three costs.

Case 1: Machinery

1. Aninitiative to jointly purchase combines through NFAC.
= A price reduction of 15% to 18% e

2. A smart agriculture project to share new technology &
Machinery by JA.
= The discount achieved was 26%

3. An attempt to lower the price of tractors by JA.
= A price reduction of 20% to 30%

Case 2: Fertilizers
1. To decrease the amount of brands for mass production.
= A price decrease of 10% to 30%
2. To analyze the soil and adjust phosphate fertilizers.
= A price reduction achieved 22%

[+

All cases were successful.
It has become clear that there is alot of room to improve

and lower the expenditure of machinery and fertilizer.

Case 3 : Middleman costs

In sales on JA, there is a tendency for profits to decrease

instead of stabilizing because there are up to 5 layers of
intermediaries until retail.
= Where money goes:

Produce Distribution&Retail

64% 6%
Farmers selling rice through JA earn 40%Iess compared
to direct sales.

Ex. Thereis a difference of 7000 yen per 60kg

High Middleman Cost!

New online platform

"COMMECT"

1.Direct sales online
Farmers can get income without middleman costs.

®) Farmer's profit will increase more than selling through JA.
2.Selling rice with added value

COMMECT will introduce the background and appeal that rice has.
3.Make a contract between customers and farmers

Customers will not have to worry about losing rice and farmers
will not have to worry about demand.
It can deliver income and stability.

4.Connect farmers with successors
COMMECT will detail the farmers who are having a frouble with

successors and will connect them to young people who want to
be rice famers.

It can solve the main problem of securing a successor.

(ABEMA Prime 2025}

“Recent Trends in Rice Consumption and Production (2024) "Ministry of Agriculture, Forestry and Fisheries, Bureau of Agriculture 2024

“Agricultural and Forestry Census (2020)"Ministry of Agriculture, Forestry and Fisheries 2020

“Agricultural Management Statistics Survey: Opearating Income and Expenditure of Agricultural Manage ment Entities (2023 2024)" Ministry of Agriculture, Forestry and Fisheries 2024
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FRT— . Rice at Risk ~Low Income and fewer future farmers~
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AMEE. BARDGHIEEREZEZ ZDKEECHNTERZNET D EhRERE] & &bl O
BRICEB L. ZORKNRADEBRARERERRNIDCEZBHET D,

IRTE. KERDHW O BIN'60 MM ETHD., 7 BCERED VR, COBRICIE, BIEMELER L
TEULLENRENBDI DD, FEDBR. KEXDEABSORADERE. HIADK 8 BlESD)
280 MEEE] THDICENHIBBLIE, HEADERARICDNWTIIHEBAZORFOIRDEHT
BIBID'TREIZAN JA FZEREBIDIED PEIR H ] DRROMNBMEASTIEZR > TUD.
ZCTAMRTIE, PEADIR FZEHRL. BROWRGHEZERD LSBT YSAIY TSy FD=%
—/\ TCOMMECTJ ZigETI D, AT —ERIE PREDIRX FEIFIC K DFWEERDE EICIIZ. KD
EDMUNMEDIBIT. FHERFTENICIDINADZEILEZHND, =5IC. BMEZRIRRERRZ
BIEIEBEVYFUIIDIMEERZDCLET, BRAEBNWFREOTWRIEN SXKBEDFHY
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HREXBE (355 200 words 12E)

Rice is a key part of Japanese culture, but rice farming faces a serious problem of
decreasing successors. Most rice farmers are over 60 years old, and many do not have
anyone to take over their farms. Through our research, we found that the main reason
for this is low income caused by high operational costs.

Operational costs, such as machinery, fertilizer, and middleman fees, take up about 80%
of a farmer’s total income. While there are already efforts to reduce the costs of machinery
and fertilizer, middleman fees remain a big problem. When farmers sell rice through
organizations like JA, their profits are about 40% lower than through direct sales.

To solve this, we propose a new online platform called "COMMECT.” This platform
focuses on direct sales to remove middleman costs and increase farmers’ profits. It has
three main features. First, it shares the story behind the rice to increase its value. Second,
it uses sales contracts to provide a stable income for farmers and a steady supply for
customers. Third, it connects older farmers looking for successors with young people who
want to start farming. By using COMMECT, we can improve farmers’ lives and protect

Japan’ s traditional rice culture for the future.

ARICHTDIF-—T—F10 (REE

1. rice production 6. middleman




2. successors

7. profit

3. aging

8. income

4. operating

O, stabilizing

B, fertilizers

10. contract




"A New Plan for

KYOTO UNIVERSITY of ADVANCED SCIENCE
JUNIOR & SENIOR HIGH SCHOOL

Introduction

Azuki is one of the most traditional and familiar
ingredients in Japan. Azukihas been loved in Japan for a
very long time. It is eaten in foods such as sekihan and
many Japanese sweets, and Itis used in celebrations
and special events.

Details of Research

Other regions 6% In 2023, the total harvest of
azuki in Japan was 30,900 tons,
and Hokkaido alone produced
29,100 tons. We realized that
azuki production

is concentrated in Hokkaido. If
this situation continues, Japan's
azuki production will remain at
high risk of damage to external

2023 Azuki Harvest(Japan) shocks.

httpe/ fwvew mraffgo jn/itokei/kekkaganyonfrokursi sakamohyirs/swikaky mamealindsy hem

Problem

These graphs show that global warming is progressing.
As global warming advances, natural disasters such as
typhoons occur, hindering azuki production.

Ex: Azuki shock 2023

94% from
Hokkaido

20

[T Wncresse ot 16c
v ;m;m 5 Waters arou n (Annual | R - | 1=
10 - . K
05 . {14 bz_
| i 05 o A1 5< - ——
| P EPLYE S o O vl
. Lemperstures | 20

e ————————— e U L R L

year

Difference (The average value over the 30-year

period from 1981 to 2010) from the standard value
data Jok go pdsar s ik Aol kNS bl

Dt

AT
Sea Surface Temperature Anomaly{4°C)
Ll Jevis g g los ey shi

bt s & FPOT50 i)l

AT
If these issues continue there are three big risks
Supply Chain Risk :

A poor harvest in Hokkaido could cause price spikes, and
Wagashi could vanish from our tables.
Biodiversity Risk :

Relying on specific varieties makes our crops vulnerable
to new diseases and climate change
Cultural Heritage Risk :

Our proud Wagashi culture is in danger of becoming a
castle built on sand.

Ryoma Nagai
Takuya Yoshida
Yuma Uesawa
Haruka Ubata

Main Risk

The Anko Shock refers to the risk that reduced
harvests in Hokkaido due to climate change could
trigger a nationwide shortage of azuki and a surge in
prices. This is causing serious concern throughout the
entire supply chain and for Japan's traditional
Wagashi confectionery culture.

Suggestion

Tohoku can become a secondary
production area

Farming area by prefecture

Yamagata Aomori

If Yamagata, Aomori and
Iwate produce azuki,
FLULIER This makes it possible to
cover 10% of Hokkaido's
production.

lwate

In order to persuade...

"Azuki can sell for a higher price thanrice, and
you don't need to buy expensive machines, so
you can make more profit froms small farms"

"Minaminokaori"
Wheat Production Growth
+ Problem: Only made in Hokkaido [2004% 52[2,?1203& -
and too many imports.
= Action: Started growing wheat in
Kyushu.
* Result: Kyushuis now the seconc
producerin Japan.
= Goal: Moving to new areas makes
our food supply safe. Kot Dlans

bte pe/ Fanans mndf g i

References
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BADIGIRHNSENXIEZXR Z DINGDEECDNT, IRRERBICDNWTHRZIToIC, RE. BHE
INQDH 94%NILBE TIESNTHRD. COROICIRREIIHIEE TIFRICALZETHD. TFEDR
BILICKDIERERRIE. B DFICTEZIBRMECBMBSRESITEI L. [BACY 3 v D] EHIEN
2o TN THTSAF =) MEMBHRE) TIERE] D 3 DORTARSRBREELCSLT
ND, CNBEDJRDERTDICH. RIS (BFx « &F « WE) ZHEEENRET D, £E
HDDBULZERET D, UAIISILBEICRE > TOZ/NVARINED, NINRBD&EE = /DA ]
DREFECKDDEEICRIIUEHZESEICINE TH D, RIDKURICE > IEREZTRV. BNEE
D 10%ZBS5—JF7 1 =R FEfF2CET, BLEDSIREND > TENEFLETND.
Bt DERZBE1EY.

HREXBE (355 200 words 12E)

About the production of azuki, we research issues and current situations. Today, about
94% of azuki production is in Hokkaido. This situation is unstable for supply. Recently
many years saw severe crop failures and price hikes, which were dubbed the anko shock
by global warming. This anko shock possibility to cause 3 big risks, which are the supply
chain risk, biodiversity risk and cultural heritage risk. To avoid these problems, we suggest
expanding the production area in the Tohoku region such as Aomori, lwate and
Yamagata. Japan used to depend on Hokkaido for wheat for bread. Later, Kyushu made
its own wheat variety called Minaminokaori, and this helped spread production to other
regions. We should do the same by choosing azuki that grows well in Tohoku. If Tohoku
produces 10% of Japan’ s azuki, we can protect our wagashi culture even in

emergencies and keep a stable and sustainable supply.

ARICHTDIF—T—F10 (REE

1. Hokkaido produce Azuki 94% of the total 6. anko shock

2. production 7. supply chain risk
3. climate change 8. biodiversity risk
4. secondary production area 9. cultural heritage risk

5. harvest 10. Tohoku region
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Shikitowaz P

<. Project Purpose

Target: Health-conscious people

- Reason: We want connect environ-
mental issues with health-consicus

- Goal: Increase awareness of
hydroponic vegetables %

consistent quality.

» Grown without pesticides.
¢ Grown unaffected by seasons.
« Factory conditions ensure year-reduction time.

% Eco-friendly, safe and healthy.

* Grown using less water, no soil, reduce
of environmental impact, fewer
insects, no

_;_Ia Can be grown in urban areas,
reducing food mileage.

* Factories can be set up in a cities , supply
fresh vegetables locally, reducing reliance,
on long-distance transport and cutting emissions
in a manior way

+ = Findings

 Create a recognizable brand name
“Shikitowaz 9%

* Easy to remember and distinguish
our veggies from others.

* Gives existing factory-grown veggies
a fresh, new image.

Current Situation

* Healthy, high-quality products exist,
but they are selling well.

» Consumers are unawaire; are recognized
as being eco-friendly.

* Plastics packaging: Factory-like product
appearance, and unfamiliar.

¢ ~ Solution

* Create a recognizable brand name
“Shikitowaz $%

* Easy to remember and —
distinguish our veggies 73
from others. Shikitowaz

« Gives existing factory-
grown veggies a fresh,
new image.

Findings

* Learned the importance of improving
awareness to increase sales.

* Think about how to convince customers
to choose our products.

* Try various media loops to reach

environmentally and health-conscious
consumers.
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RXRBE (BAFE 400 FR2E) :

AARTIE, TBREFEICXITD TBRANDARZ] [CEB L. ZORHEOBRBICONTRBEZToZ, T
BBROMNRE LT RRICEESNFTHEORIEDZEL TNDCE. BEDEBAIDREE
ThdCE, BRETBELBARNCENETSND, T2, BHEFCLEE CIICHRMBARL,
J—EYA U —IDRIBICEDRNS. LN UIRIKTIE. THBHFEEFTDICEBASNTREN., 2D
RREUT ITH] EVWDBMDBRABBREOA X—IEEGN T BHONMEHDICINRDDDES
Al2. ZCTREBE. IBBFRENDIEMERD. UFERDTX EVWDHEBRTSY REREL
2. AMRZBE LT, BROBHELZD%H LSO, REERBEREETIZR/UDIIIEREZF A
=

RREBE (H5E 200 words 12E)

In this study, we focused on worries about the taste of factory-grown vegetables and
researched their advantages and problems.Factory-grown vegetables have several
benefits. They are not affected by the weather, so their price and supply are stable. They
also use fewer pesticides and are grown in clean indoor environments, which makes them
safe to eat. In addition, they are high quality and last longer. Because they can be
produced in urban areas, transportation time is shorter, which helps reduce food mileage
and is better for the environmentHowever, factory-grown vegetables are not widely
purchased. One major reason is that the word “factory” gives a negative image and
does not match the natural image of vegetables. To solve this problem, we proposed a
new brand name, “Shiki Towaz.” Through this study, we learned how important it is to
clearly communicate product value and connect environmental care with consumer

behavior.

ARICHTDF—T—F10 (&

1. factory-grown vegetables 6. high quality

2. taste concerns 7. food mileage

3. stable supply 8. environmental care
4. food safety 9. brand image

5. pesticide reduction 10. consumer behavior




We Tried Being Eco Together!

1-10 Yoshioka, Okuda, Tani, Nishimura, Yamamoto

Purpose ’ a

« People feel that environmental problems « To encourage people -
do not affect their daily lives very much. to consciously choose

eco-friendly products.

= Eco-friendly actions are often seen as
“troublesome” or “costly.” « To help people think of environmental

. i problems as their own issues.
« It is hard to continue because the effects

are not seen immediately. = To reduce environmentl damage and
= 3l prevent serious problems in the future.

- -
..

) Specific Actions (1) Specific Actions (2)

« Use short videos on TikTok and YouTube « Create advertisements for eco-friendly
to explain the issues clearly in a short time. products sold at Seven-Eleven.

problems have become worse, to show how buy eco-friendly products.

» Show videos of a future where environmental » Make ads that encourage people to .
serious they are. %

» Share them not only on social media,
a n but also on TV and stores. Y,
) Expected Results

« Watch short videos and learn the importance of environmental
issues.

&) Expecte d Results ¥ Watch advertisements and learn about Seven-Eleven'’s products

4
e Watch advertisements and learn about Seven-Eleven's products

1
Buy the products \
Posts with #WeTriedBeingEco increase and spread to many people

ﬂ“g. OF\Q ¢
R T8 L= “&
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REEE (HAFE 400 FREE) :

=B 1L, BB CEE T AR CDBRBERREICOWVWT, 2L DODAN BRZFE LI DD > TV B,
BANEFCIIH T YGRSV, CRE. TRV DV TWRWAICRELTR R, £/ BE
ICECE L 7= 1TE0IE TEEL TRREACEE0 0D 5, LW A A=V EHENRT L, T SITITEDOK
BT CICRAICKWIZ YL, BELICKWERICR > TWB £ A, 22T, BEMELZESY D
YU LTHRAITENDE >N T 52 ESL 22BN LERYBAZRET 5, BEAMICIE, TikTok X
YouTube ¥ a— rEE%LZEA L. REMEORRG Y 5T 5178, 2B /YR T R4
5, . ETUALITOTREIN TV IREBEEEELOLEEZHEL. BEICRVW LW A
FTh<, BOTRULLKLRIBAEGEAZIITLEREITI. STNLOMYMBAEZRAL T, BENEWY
X SNS W\ - HiERIGES 5. EER CBRIRICEE L TE3 AN > TV 2L BT,

REREBEE (FZE 200 words 2E) :

We focused on the problem that many people know environmental issues such as global
warming and ocean waste are serious, but do not take action. Many people feel that these
problems are not closely connected to their daily lives. In addition, eco-friendly actions are
often seen as troublesome, expensive, or time-consuming. Another reason is that the results
of these actions are hard to see in a short time.In this presentation, we propose a project to
help people think about environmental problems as their own issue and to encourage action.
First, we use short videos on TikTok and YouTube to explain future environmental problems
and simple actions people can take now in an easy way. Second, we create advertisements
for eco-friendly products sold at Seven-Eleven. These ads show not only that the products
are good for the environment, but also that they are attractive and easy to choose. Through

these activities, we aim to spread eco-friendly actions in daily life.

RE2IIBITSX—7—F 1| 0 (#:E)

|. Environment 6. Behavior

2. Globalwarming 7. Ecofriendly
3. Pollution 8. Shopping
4. Awareness 9. Socialmedia
5. Action | 0. Future




ﬂ Eco Guardians

——
)\/F ™

Project Purpose

« Help people learn about eco-friendly
products in an easy way.

« Let more people know that small
actions can help the environment.

Target Audience .
e o
Everyone who visits Seven-Eleven —
from children to adults.

We want many people to notice
eco-friendly products
and feel happy choosing them.

" Pl ]

Project Duration

From now on.
You can start anytime.

. Even today, we can choose eco-friendly
products little by little. @

Ve
= (;: - h?‘ Mﬁ

Expected Outcomes

- More people become interested in
environmental issues

Eco-frlendly products are chosen more
often o

~ People start thmkmg, TR
“What can I do for the Earth?" g

[ o
[T =
“"‘*&,

Let's Sharer -

Our Eco Project “

= ‘E“"\d‘? ;

e

We believe that even
small choices can make &
a big difference. .

By sharing information, we want to
encourage everyone to care about
the Earth together.

Project Details

Make the eco mark bigger

© Add simple explanations in Japanese
Place the mark where it is easy to see
Use larger and clearer letters.

New Design Idea

e P B

I'-"l'l"’ﬂ

.Ill...t%

20p "

EAXME wAL-BA

In Conclusion

' .Right now, many eco-friendly products

are not noticed.

We think the problem is the design of
the mark. A

By changing the design, more people will

notice it, choose eco-friendly products,

and think about the environment in their”
daily lives. <

Der4LIY
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REREBEE (FZE 200 words 2E) :

We are the Eco Guardians, and we focused on the problem that eco-friendly products are
not well known and are not bought continuously.

Although environmental issues are important and close to our daily lives, many people do not
take action.So, we planned this project to help people not only know about eco-friendly
products, but also choose and buy them naturally as a habit.Our target is all Seven-Eleven
customers, from children to elderly people.In this project, we focused on the mark of eco-
friendly products.We propose making the mark bigger, adding Japanese words, and placing
it where it is easy to see.By renewing the design, we aim to make eco-friendly products more
noticeable and easier to understand.As a result, we expect people’ s environmental
awareness to increase and eco-friendly products to be chosen more often in everyday

shopping.

RE2IIBITSX—7—F 1| 0 (#:E)

| . Eco-friendly products 6. Product mark / label

2. Environmental awareness 7. Visibility

3. Daily shopping 8. Design renewal

4. Habitual buying 9. Sustainable consumption
5. Customers of all ages I 0. Behavior change




A disordered environment leads
to disordered friendships.

Members: Kojima, Sakoda, Suzuki, Seino, Takei

&
. Students, or people who used to be
a close-knit group of fourbut ended up
‘ falling out

Afteé school

{ ﬁ| « Eating together with a large group of Purpose

i rther st h . 3
i nescan further strengthen youe bondi Many people learn about environmentally

‘L gg, 7 = ¢ |
".. ‘ g \’ __.,"

! » Having four or more people makes it . friendly products.
| easier for the product to be recognized

When four or more friends

as environmentally friendly.

5 : 5 T thé come to the store, = &# ) a
® mce' it targets students, s farlng enviconmentallyficich} 9 . "é

store's best features on social . = el =

media boosts its popularity. —, products are half price. .

4

T

Let's cherish both the environment
and our friendly relationships.
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RXRBE (BAFE 400 FR2E) :

1 HFEZI—XTRE, DVEITRRICOSUNWBREE > TESDICEEDTNIRENND ZF
—VICERBBFEERCE2C, BRDTIV—TIL, FERSRFEIEFIN. REICHNERICDNT
89 DBIC. RIBMRIDINELNIEL. EVNDBRRND'S, IFED, PRULESZAN MPICIE>T
LEolEAEB] 25 —T v FEU 4 AMETHRIETNIE, RIBICEREUCERAFEEICED. &
WORZITBH UL, AABTENDCET, SHICHPORSEFZDHDICENTETDRDO, 1 AD2
AEDE 4 AMEICTRTET, REICRVBERENDBBFDDLADOTNR, PEEY—T v I
LTWBIZH. SNS TIVEZDRIBERERDRNEDERE T DR BEFSNDIHRREL
TETGND.

HREES (&5FB 200 words 12ED) :

We conducted an inquiry activity on the theme of how to encourage people to buy
environmentally friendly products at convenience stores.

Our group thought that if it were half price, conversation might start, and while talking
about environmentally friendly products, friendships might deepen. So, We proposed a
plan targeting “people who used to be close but have fallen out,” offering half-price
environmentally conscious products when four or more people visit together. Eating
together in large groups can further strengthen bonds among participants. Having four
or more people instead of just one or two makes it easier to spread awareness that the
product is environmentally friendly. Since students are the target audience, they can share
the positive aspects of the convenience store’'s eco-friendly products on social media.

These are the expected outcomes.

ARICHTDF—T—F10 (&REE

1. Environmentally friendly 6. Group (four or more people)
2. Convenience store 7. Awareness

3. Half price 8. Students

4. Conversation 9. Social media

5. Friendships 10. Sustainable consumption




Adding a Touch of Magic
to the Shelves Project

Why We Planned This Project

The products displayed in the store are not
catching enough attention.

<5 Objective

To catch the eye of convenience store customers with products that

entice them to pick them up impulsively, differentiating them from other
items and boosting their sales.

Our aim is to make the products on the shelves stand out more in the store,
making them appealing as quick personal treats or easy gifts based on the
packaging, price, or other appealing factors.

<0 Target

A wide range of ages who want quick and easy treats.

= | Scheduling 24
1.Create unique POP displays 2

Add lights and animation, change the shape of the POPs

2.Easy-to-grab shelf displays , -
Show available stock clearly and update numbers easily | .:-:-:-_-:.

3. Create a simple trick experience

Add fun, magical tricks that catch attention “
and entice people to interact. " - —
==
Expected Outcomes =) B

» Visual, clear results
- Showcasing a more appealing presentation of the products

e Increased sales
- More customers picking up products
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REREBEE (FZE 200 words 12E) :

This presentation introduces a project called “Putting a Little Magic on the Shelf.” The
purpose of this project is to attract convenience store customers and make them want to
pick up products. At convenience stores, customers choose items in a very short time, so first
impressions and easy-to-understand features are important. For this reason, we focused on
three ideas: creating unique POP displays, showing how many items were sold, and using
handwritten POP signs. These methods help products stand out and feel more friendly and
trustworthy. We did not limit our target to a specific age group, but focused on a wide range
of customers, especially busy people who want quick and light meals. Through this project,

we expect increased sales, more repeat customers, and an improved image of the store.
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| . consumers 6. promotion
2. attraction 7. display
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