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Section 2 Vision for the Don Quijote Group of the Future

  New Store Format for Southeast Asia—DON DON DONKI

Located in a commercial facility in Orchard area shop-
ping district, the DON DON DONKI Orchard Central 
store, our first location in Singapore, opened its doors in 
December 2017. DON DON DONKI is a new store 
format that features made-in-Japan and made-for-Japan 
products based on the concept of a Japan-brand  
specialty store.
 Our second store in Singapore—DON DON DONKI 
100AM—was opened in a business district shopping 
mall in June 2018. This store has enjoyed great suc-
cess thanks to the extreme popularity of Japanese foods 
and products. Moreover, the number of customers it has 
attracted has been well beyond our expectations due to 
its 24-hour-a-day operation and its reasonably priced 
lineup of fresh and safe food products and other  
daily necessities.
 We are planning to establish our first store in Thailand 
in 2019 by opening a DON DON DONKI store in a 
commercial facility located in Bangkok. Going forward, 
we will also continue the cycle of trial openings and 
results verification with the goal of developing a network 
of multiple stores located throughout Southeast Asia.

Pay-by-weight seafood and side dish corner that is 
immensely popular among local customers

Fresh, locally grown vegetables offered at reasonable prices
Rich lineup of fresh vegetables, seasonal fruit, and other items benefiting local customers

“Japan mobile food corner” offering accessible Japanese gourmet treats, including the immensely popular yakiimo (baked sweet potatoes), which sees long lines every day

Singapore

Hawaii

  U.S. Strategy Focused On Hawaii

We welcomed QSI, Inc., which operates a chain of 24 
supermarkets in Hawaii, into the Group in September 
2017. The QSI brand has a long history in this state 
with enduring support from local fans and a network 
consisting of 16 stores on Oahu Island, six stores on 
Kauai Island, and two stores on Maui Island.
 We will seek to improve efficiency by exercising 
synergies between the stores of QSI and our  
previously existing stores in Hawaii in order to win 
support from a wider range of customers.

Scale of Overseas Operations (Fiscal year ended June 30, 2018)

Innovation

Number of Stores

39
Net Sales

¥67.4 billion

Buying Floor Area

72,301m2

Although the Japanese market remains the primary target for the Don Quijote Group, we are 
steadily building foundations for full-fledged expansion overseas. In our overseas forays, we plan 
to take advantage of the strong reputation and increasing demand for Japanese brands outside of 
Japan to compete with our rivals overseas by supplying high-quality Japanese products and safe 
Japanese foods at reasonable prices. We will not utilize the Don Quijote model for the Japanese 
market as it is overseas. Rather, we will tailor our store operation and development practices to 
each country or region as we prepare for full-fledged overseas expansion in the future.

Full-Fledged Overseas Expansion

Times supermarket operated by QSI

 Innovations for Achieving Our Vision for the Future


