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What is ISO22000?
ISO22000: 2005 is the international standard on Food 
Safety Management Systems—Requirements for Any 
Organization in the Food Chain published by the In-
ternational Organization for Standardization (ISO) in 
September 2005. The aim of the standard is to harmo-
nize on a global level the requirements for food safety 
management of businesses within the food chain. It 
is an auditable standard that can be used for internal 
audits, self-certification, or third-party certification. 
ISO22000 can be applied independently of other man-
agement system standards (e.g., ISO9001, ISO14001). 
Its implementation can be aligned or integrated with 
existing related management system requirements.

Why is ISO22000 needed?
To minimize food safety risks, many organizations in 
the food chain require that their suppliers establish and 
maintain hazard and critical control point (HACCP) 
programs. In 1997, the Codex Alimentarius Commission published an inter-
national standard that defined the steps and principles of HACCP. HACCP 
continues to evolve. Advances in the quality management field allowed food-
processing enterprises to develop complete food safety management systems 
(FSMS). Australia, Denmark, Germany, Ireland, the Netherlands, and the USA 
have developed national FSMS standards. In addition, several organizations 
developed third-party audit programs for sanitation and HACCP programs. 
Examples include: CIES by the Food Business Forum and the Global Food 
Safety Initiative; Food Marketing Institute and SQF program; and British 
Retail Consortium and the BRC Global Standard. All previous standards and 
audit programs were similar but differed slightly. After years of international 
efforts to harmonize the standards into a single, international one, ISO22000 
was published.

ISO22000 implementation in APO member countries
ISO22000 is applicable to all organizations, regardless of size, that are in-
volved in any aspect of the food chain. This includes organizations directly or 
indirectly involved in one or more steps of the food chain. In the recent APO 
seminar on ISO22000 for Improving Food Safety (see page 1) participants 
from Japan, the Republic of Korea, Republic of China, Singapore, Thailand, 
Philippines, Indonesia, Vietnam, and Malaysia concurred that approximately 
100 organizations had already achieved ISO22000: 2005 certification in the 
APO membership. Japan leads the way with at least 20 ISO22000-certified 
organizations.

Significance of ISO22000 for the APO region
Concern over food safety in the Asia-Pacific is obviously significant due to its 
huge population (and thus rate of consumption) and because most food proc-
essors are SMEs. It is expected that the number of organizations implementing 
ISO22000 and seeking certification will double every year. Organizations do-
ing so will be confronting one or more of the following reasons:
• Realization: that ISO22000 can be used as a “tool” for improvement

Explaining ISO22000
• Legal and liability: to meet regulatory compliance/

avoid litigation
• Customer driven: requirements by potential/existing 

customers
• Market focus: reputation/image of enterprise
• Pressure: directives from head office/main markets

How food industry SMEs can benefit from 
ISO22000 
ISO22000 provides a number of advantages to SMEs 
wanting to improve their FSMS. The standard ensures 
that the FSMS uses a “continual improvement” and 
“system approach.” Typical benefits for SMEs include: 
1) Reduced cost of sales, since ISO22000 compliance 
immediately establishes an SME’s credibility and com-
mitment to food safety. Demonstrating the effectiveness 
of an FSMS is straightforward and takes less time to 
earn customer trust. 2) Lower risk of liability, since 
by implementing ISO22000, SMEs take responsibility 

for consumer safety and lower the risk of insurance payments and legal costs. 
3) Improved overall performance, since a lean management system promotes 
continuous improvement in food products and processes, creating fewer errors, 
returns, and customer complaints. This generates improved relationships with 
customers and suppliers, providing a competitive advantage in the marketplace.

The way forward
SMEs must be motivated to establish FSMS and acquire ISO22000 certifica-
tion. Government authorities, SME associations, and NPOs should take the 
lead in:
• Developing introductory and educational materials on the standard targeting 

SMEs;
• Offering guidance in using self-assessment tools to help SMEs devise their 

own plans;
• Developing a database of consultants with expertise in establishing FSMS;
• Listing possible sources of funding for FSMS initiatives;
• Disseminating successful examples of SMEs implementing ISO22000;
• Encouraging SMEs to pursue best practices in ISO22000, including group 

visits to observe FSMS in action;
• Forming networks of interested SMEs to share information on effective ap-

proaches and the use of mentors to address common FSMS issues; and
• Establishing an award program to recognize organizations and individuals 

enabling good FSMS outcomes.

The challenge for SMEs in the food-processing sector is to regard ISO22000 
as a tool for improvement that will enable them to provide consistently safe 
food for customers and consumers.

Contributed by Managing Director Yong Kok Seng, QMC Resource Centre, 
Penang, Malaysia, and resource person for the APO seminar on ISO22000.

Yong (center, standing)
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COMMON SENSE 
TALK

“It is important that students bring a certain 
ragamuffin, barefoot irreverence to their studies. 
They are not here to worship what is known, but 
to question it.”

Jacob Chanowski

“I arise in the morning torn between a desire to 
save the world and a desire to savor the world. 
That makes it hard to plan the day.”

E.B. White

“There is nothing so desperately monotonous as 
the sea, and I no longer wonder at the cruelty of 
pirates.”

James Russel Lowell

“Principles have no real force except when one 
is well fed.”

Mark Twain

“A society in which consumption has to be ar-
tificially stimulated in order to keep production 
going is a society founded on trash and waste. 
Such a society is a house built upon sand.”

Dorothy L. Sayers

“In many developing countries, water companies 
supply the rich with subsidized water but often 
don’t reach poor people at all. With around 5,000 
children dying every day because they drink 
dirty water, we must do more.”

United Nations Development Program

“The instability of human knowledge is one of 
our few certainties. Almost everything we know, 
we know incompletely at best. And almost noth-
ing we are told remains the same when retold.”

Janet Malcolm

“Writing is easy. All you do is stare at a blank 
sheet of paper until drops of blood form on your 
forehead.”

Gene Fowler

“Aristotle maintained that women have fewer 
teeth than men. Although he was twice married, 
it never occurred to him to verify this statement 
by examining his wives’ mouths.”

Bertrand Russel
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Dai-ichi Seimei Bldg. 2F, 1-2-10 Hirakawa-cho, Chiyoda-ku, Tokyo 102-0093, Japan. Phone number: (81-3) 5226-3920, 
Fax: (81-3) 5226-3950, e-Mail: apo@apo-tokyo.org

New APO publication

Brand management has a long history. The initial thrust to penetrate the global market by Japanese companies 
was based on price competitiveness through the mass production of goods and services. As standards of living 
improved and consumers became more sophisticated, however, there was a strategic shift to producing quality 
goods and services. “Made in Japan” became synonymous with quality and reliability. Brand management has 
since made great strides worldwide, and was the theme of the Top Management Forum held in Kyoto, Japan, 
in March 2006. This publication is a compilation of eight presentations made at that forum by distinguished 
speakers from Japan on how to manage brands to add value to business and offer quality to customers.

In the introduction to this book, then Director of the Research and Planning Department of the APO Secre-
tariat Takuki Murayama, says “a strong brand will give a corporation the cutting edge it needs to survive” 
and “managing a corporate brand is not simply about projecting the visual identity of a corporation through 
a logo or slogan. It is about winning a battle, an arduous and challenging one to be sure, especially with the 
brand itself serving a dual and seemingly contradictory purpose as an ultimate weapon, and at the same time 
as the most precious but fragile possession.…”

The publication provides readers with an opportunity to share the experiences of Japanese corporations in 
managing corporate brands and gain insights on how they have made efforts in establishing and managing 
those brands. The presentations included in this publication are: 

• Improving Corporate Value and Brand Power, by Shinji Fukukawa, Chairman, TEPIA, Machine Industry 
Memorial Foundation

• Disclosure of Information on Intellectual Property: Current Situation and Issues, by Yoshiko Shibasaka, 
Manager, Intellectual Property Services Office, KPMG AZSA & Co.

• New Value Creation through Dreams and Aspirations, by Takeo Fukui, President and CEO, Honda Motor 
Co., Ltd.

• The Wacoal Brand Sets Out to Expand Globally, by Tadashi Yamamoto, Corporate Officer/General Man-
ager, International Operations, Wacoal Corp.

• The Matsushita Electric Global Brand Strategy, by Shinichi Takano, General Manager, Brand Management 
Office, Matsushita Electric Industrial Co., Ltd.

• The Social Role of Life Insurance, by Katsutoshi Saito, President, Dai-ichi Mutual Life Insurance Company
• Tokyo Disney Resort’s Brand Strategy, by Yasushi Tamaru, Officer, Theme Park Business Supervision, Ori-

ental Land Co., Ltd.
• Learning from Émile Gallé’s Art, by Hiroshi Suda, Adviser, Central Japan Railway Company

This publication is available both in hard copy and in e-edition on the APO’s Web site.  

CORPORATE BRAND
MANAGEMENT

APO   85 pp. February  2007 
ISBN: 92-833-2372-6 (hard copy)
ISBN: 92-833-7055-4 (e-edition)


