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Earning Trust Overseas
It was 1976 when, ahead of its competition, Yamato Transport launched a parcel delivery service
aimed at general consumers. The convenience and speed of the service proved immensely popular, and parcel delivery services spread rapidly across Japan from the 1980s. Yamato Transport,
Japan’s largest provider of parcel delivery services, began expanding overseas in 2010, and currently has operations in Singapore, Shanghai, Hong Kong and Malaysia. Toshio Matsubara reports
on how the company is taking a parcel delivery service built up over thirty-six years in Japan and
utilizing it overseas.
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which

utilizes missed delivery slips
and the TA-Q-BIN Collect
cash-on-delivery service.
To train its dual driver
and delivery staff, known as
sales drivers (SDs), Yamato
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sent a handpicked team of
trainers from Japan. Working with trainees on a virtually man-to-man basis, they
instilled in them the crucial
importance of dealing with

Service with a smile: Yamato Transport now provides its delivery service in Shanghai.
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“If we read into this, this indicates that in
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Atsumi also has this to add. “We place a
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Transport managed significant growth in the
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volume of parcels handled in a short time, representing a significant ten-fold improvement

Toshio Matsubara is a freelance writer.
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