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*The numbers for the first three months of the 41st term are our non-consolidated 
results, because consolidated financial statements have not been compiled.

Today’s Japan is described as a developed nation facing new challenges, which is expected to 
see further increases in low childbirth, an aging population and a working population decline. 
Amid this environment, maintaining human resources for our stores and production sites is a 
major issue for the Company. In order to deal with such a challenge, we are working to enhance 
our welfare programs and improve the loyalty of our employees through the opening of on-
site child day care centers, that are also involved food education initiatives, at our Shizuoka 
factory in 2001 followed by our Kobe head office and factory in 2006, as well as the provision 
of delicious, healthy meals at our employee restaurants. We work on these initiatives based on 
our belief that “employee satisfaction leads to customer satisfaction.” With regard to capital 
investments in our production sector, we are moving forward with the mechanization and 
automation to reduce the burden on our workers, and are improving the working environment 
where our employees can work safely and securely. By improving our employees’ level of 
satisfaction, they become more committed to making a contribution to society. We believe that 
this leads to the production of better SOZAI, which in turn increases our customers' satisfaction.

And in terms of initiatives to enhance flavor and quality, we are constantly improving our 
production processes to maintain freshness. For example, with our raw materials the consist 
of vegetables, we collaborate with producers in taking great care of lettuce and other leafy 
vegetables through consistent temperature management from the time of harvest; we alter 
the method of cleaning vegetables at the factory depending on the vegetable variety; and we 
undertake in-house washing and peeling of root vegetables, such as burdocks and potatoes, 
without affecting their flavor. We will spare no effort in continuing research and development 
of optimal cooking technologies for each ingredient and proprietary equipment in order to 
leverage the power of the ingredients that are nature’s blessings, and will strive to further 
enhance our competitiveness by constantly evolving as a company.

We look forward to the even greater support of all our shareholders.

At stores located in railway station terminal buildings and in shopping 
areas within railway stations, we are continuing our sales methods focused 
on packaged products; at stores in the metropolis, we are working to 
increase customer satisfaction through initiatives such as reinforcing 
sales of packaged products by introducing multi-level open cases so that 
customers can shop quickly even during the evening rush hour.

We proposed products and product lineups 
appropriate to the day of the week, the time of 
the day or event, and actively introduced high 
value-added products with carefully chosen 
ingredients and cooking methods. This resulted 
in the growth of net sales and operating income. 

November 2016

Initiatives to Enhance
the production system
Aiming to Make Better SOZAI (Delicatessen)

12,377million yen
(Year-on-year increase of 2.5％)

637million yen
(Year-on-year increase of 68.7％)
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174 208 184 219

(Year-on-year increase of 113.3％)

Takashi Furutsuka,
Senior Managing Director



RF1

Itohan
Japanese salad Itohan

Kobe Croquettes

8,332million yen

1,603million yen

916million yen

713million yen

404million yen

300million yen

Net sales

Net sales

Net sales

Net sales

Net sales

Net sales

(Year-on-year decrease of 0.3％)

（Year-on-year increase of 20.6％)

（Year-on-year decrease of 5.4％)

169 stores

31 stores

38 stores

Salad with charcoal-grilled bonito 
from Yaizu Port

Seared tuna and avocado salad

Japanese-style salad with fresh 
burdock cooked three ways

Tofu and Japanese yam croquette 
with edamame

β-rich carrot in 15-vegetable mix

Pike conger and round eggplant in 
sweet soy sauce

● We proposed healthy diets and healthy eating 
habits centered on salad, with the theme of 
food and health, by distributing leaflets 
educating consumers about the intake of 350 
grams of vegetables daily and widely 
communicating health-related information.

● We presented ideas for meals that give a sense of 
the season or feelings of gratitude, including 
seasonal products using early summer vegetables 
such as new burdock and okra, bonito, scallops 
and other ingredients, as well as gorgeous and 
extravagant product displays coinciding with 
events like Mother’s Day and Father’s Day. 

● We gave a selection of products 
centered on the salads of each brand 
and actively rolled out the products 
of Yugo and Itohan via select shops 
that combine RF1, Itohan, Yugo, and 
other brands, thereby creating sales 
floors that match our customers’ 
needs.

●  We presented ideas for meals involving 
“one soup, two dishes plus Japanese-
style salad” that allows customers to 
enjoy seasonal ingredients, the bounty 
of the sea and the fruits of the 
mountains incorporating a modern 
version of “one soup and three dishes.” 
These ideas included proposals for 
products using delicious soup stock 
flavors and early summer vegetables, 
such as new burdock.

● To bolster our lineup centered on 
croquettes, we rolled out high value-
added products including croquettes 
using Kobe beef, as well as croquettes 
and breaded cutlets using fresh 
seasonal ingredients such as a variety 
called “salted onions” and new burdock. 

● As a new initiative, we offered 
croquettes using tofu based on the 
theme of food and health. 

● With the theme of supporting our 
customers’ health, we worked to 
enhance our juice products, taking 
a d v a n t a g e  o f  t h e  p o w e r  o f 
vegetables in order to eliminate the 
lack of vegetables in customers’ diets 
a n d  re a d i l y  s u p p l y  ve ge t a b l e 
nutrition.

● With the theme of “let’s get healthy 
w i t h  A s i a ,” w e  c o n t i n u e d  t o 
distribute leaflets providing product 
information and information on 
Asian cuisine and its health benefits.

● We rolled out products using fresh 
seasonal vegetables and ingredients, 
and used the seasonings, spices and 
herbs characteristic of Asian cuisine. 

VEGETERIA

Yugo
ASIAN SALAD　Yugo

26 stores

11 stores

Net Sales by Brand for the First Three Months of the 45th Term  (Consolidated)

Green gourmet
48 stores

Composition
ratio of net sales

67.3%

Composition
ratio of net sales

12.9%

Composition
ratio of net sales

7.4%

Composition
ratio of net sales

5.8%

Composition
ratio of net sales

3.3%

Composition
ratio of net sales

2.4%

（Year-on-year increase of 7.7％)

（Year-on-year increase of 1.1％)

（Year-on-year increase of 17.8％)



September is the season for new 
potatoes. What is the cycle of 

security and trust that has 
been cultivated for over 

20 years?

Special Feature

Tannocho, Kitami City, Hokkaido
(Danshaku potato ‒ Tannocho Potato Promotion Board)

Rock Field has walked a three-legged race, one step at a time, bound together with producers 
who share the same ideals of wanting to deliver safe, secure and delicious products, wanting to 
witness the joy and excitement among people the moment they consume the products, and 
wanting to contribute to the bountiful culinary culture of Japan through SOZAI (Delicatessen).
With regard to some of our top ingredients, we would like to introduce the initiatives we have 
embarked upon with producers in production areas. 

The encounter with Rock Field dates back to 1990. Rock Field 
arrived here in the search for delicious potatoes for Kobe 
Croquettes. At the time, the main focus of producers was how 
to increase their harvest volume, and it was only natural for 
them to assume that their work was over once they had taken 
their harvests to the agricultural cooperatives. 

Our president, Kozo Iwata, visited Hokkaido every year and 
talked directly with producers as to what constitutes “a given” 
in order to steadfastly pursue security, safety and delicious 
flavor. In 1996, as a result of his dedication, some producers 
agreed to try a production method using foliage treatment 
machines (donated by Rock Field). Pre-harvest foliar treatment 
conventionally involved the use of withering agents 
(herbicides), and any method that did not use chemicals 
required time and effort, and raised concerns over crop 
damage due to insects or blight. 

As expected, some of the potatoes turned green as a result of 
exposure to sunlight prior to harvesting, and losses increased 
in some instances too. Even so, the producers who were 
sympathetic to our philosophy patiently and persistently 
changed their way of thinking. The reason for this was that up 
until then, producers were not able to see the processes that 
followed once they had delivered their produce to the 
agricultural cooperatives. By dealing with us, however, they 
were able to follow the distribution process and this led to a 
great deal of interest amongst producers as to who are actually 
eating the potatoes they produced. 

From that time, ever y year we worked to spread the 
understanding of our philosophy and values through informal 
discussions and networking events with producers. Producers 
visited our stores to see the actual products for themselves and 
were touched after seeing the smiling faces of our customers, and 
they also came to the potato processing line at our Shizuoka 
factory to undergo training. The producers who saw the sprout 

removal process carried out manually at the factory and who 
saw the information on production areas and potatoes 
introduced through store POP and leaflets started to believe 
that they had to change their concept of what was “a given.”

Subsequent efforts saw the number of producers who 
collaborate with us increase every year, and the volume of 
Danshak u p o t a to e s  r o s e  mor e  than 10 - fol d  f r om 
approximately 100 tons initially to over 1,000 tons. The 
number of foliar treatment machines, which started off as just 
a few, increased to 29 and the number of producers who 
individually purchased and used the machines also increased 
to a large number. Chemical spraying has not been reduced 
to zero but, as a result of these efforts, producers themselves 
are working to reduce the use of agrochemicals to as close to 
zero as possible. 

The initiatives seen at Tannomachi also spread to Taishocho, 
Obihiro City, which is a production area for the May Queen 
variety of potatoes.

Rock Field and the producers of Tannomachi, who say 
that changes to the production area and producers made 

them who they are, are 
bound by s trong bonds 
and relationships of trust 
a n d  w i l l  c o n t i n u e  t o  
provide our cus tomer s 
with security, safety and 
delicious flavor.

Fresh oysters from Miyagi Prefecture once 
again arrived from mid-October this year. The 
oysters, which are not frozen at any time after 
they are caught, bring out the “umami” of the 
changing seasons. We have spent more than 20 
years in a so-called three-legged race with 
producers, working on all the processes up to 
that moment where customers put the oysters 
in their mouth, including selection of the 
optimum size to make deep-fried oysters and 
the delivery methods to protect freshness. We 
hope you will enjoy the rich “umami” of the 
oysters that made it through the earthquake. 

Fukuroi City, Shizuoka Prefecture
(Lettuce ‒ sano-farm. Corporation)

Every year we commission the cultivation of five varieties of 
leafy vegetables, mainly lettuce, from November until the end 
of April. During cold periods, the vegetables are cultivated in 
plastic tunnel houses. 

Efforts began with our orders for Romaine lettuce in 1999. Since 
then, we have continued initiatives that included sending new 
company recruits from the Shizuoka factory to help with the 
harvesting during the winter season as part of their training. 
These efforts have contributed toward understanding the 
dif ficulties of vegetable cultivation and the benefits of 
cultivating crops close to the factory. 

We commission sano-farm. 
Cor p orat ion to  cul t ivate  
arugula as well as various 
varieties of lettuce throughout 
the year. During the summer 
months, they provide us with 
mainly fruits and vegetables 
such as cucumbers, zucchini 
and tomatoes.
 
Refrigerators donated by 
R o c k  F i e l d  h a v e  b e e n  
installed, and we are working 
with producers to ensure 
stringent temperature control 
after harvesting in our effort 
to improve quality. 

Fields in Tannomachi and
the foliage treatment process

Exhibit at the Tanno Agricultural Festival

The bonds and relationships
of trust with producers
in production areas
are the key to creating
delicious SOZAI (Delicatessen)

Potato sprout removal training
at the Shizuoka factory

The Danshaku
potato

from Tannocho, Kitami City,
Hokkaido

Oysters
from Ishinomaki City,

Miyagi Prefecture

Lettuce
from Fukuroi City,

Shizuoka Prefecture

The fishing grounds along the 
Sanriku coastal areas, which were 

once devastated by the Great East 
Japan Earthquake, are back to 

bring fresh oysters again 
this year!

The lettuce is cultivated in a production 
area which is approximately 10 minutes 

by car from our Shizuoka factory. 
What are our initiatives in local 

p r o du c t i o n f o r  l o c al  
consumption?

Ishinomaki City, Miyagi Prefecture
(Oysters ‒ Kaiko Co., Ltd.)



240 persimmon trees were planted at the Shizuoka factory in 1993 to 
express our wishes for the growth of the Company and its employees. 
The trees, which are the same number as our employees when they 
were planted, are starting to bear fruit once again this year. Initially, the 
only variety was the jirokaki but last year we began working to improve 
it through grafting and other methods, and now the trees have started 
bearing the seedless variety called “aishuho” that is larger and sweeter 
than the jirokaki variety. 

Persimmon trees take time to bear fruit, requiring eight years compared 
with three years for peach and chestnut trees, but the trees were carefully 
nurtured from the outset by our employees. With the help of professional 
persimmon growers among the local farmers, the trees bear fruit every 
year thanks to diligent efforts in the time-consuming care involving soil 
improvement, grafting, fertilization, disinfection, pruning, de-budding and 
fruit thinning.

Every year we distribute the fruit to our employees so that they maintain 
their sense of “a nurturing heart,” a concept which goes back to the time 
when the factory started its operation. 

For our company, our people and our products, we will value this 
nurturing heart as we continue to make efforts in our conduct of business.

Our Christmas Products
Christmas comes but once a year. Our stores offer a number of products that can only be enjoyed at this 
time of year, including salads, main dishes and set menus that bring a festive atmosphere to your meals.
Some of our products are available by order only and numbers are limited so be sure to order ahead of time. 

For details of our Christmas menu, please refer to the enclosed pamphlet or check our home page.

We have prepared a selection of 7 popular RF1 
salads. These fun, combination sets are perfect 
for parties. 

Christmas salad selection

Aishuho

Topics
Diligently working with a nurturing heart

Jirokaki at 6-7 cm growth

¥3,456 per pack (tax inclusive) ¥1,091 each (tax inclusive)

The perfect main dish for your Xmas meal. 
Cooked until tender and juicy through far-
infrared heating by lava rocks

Sakurajima chicken thigh roast

Stock transfer agent
Account management institution 
for special accounts:

Mitsubishi UFJ Trust and Banking Corporation

Administrative office of stock 
transfer agent

Zip code: 541-8502
3-6-3, Fushimimachi, Chuo-ku, Osaka-shi
Mitsubishi UFJ Trust and Banking Corporation
Osaka Securities Agent Department
Telephone (Toll-free phone): 0120-094-777

Publisher Rock Field Co., Ltd.

Kobe
Head Office

Zip code: 658-0024
15-2 Uozakihamamachi, Higashinada-ku, Kobe-shi, 
Hyogo Prefecture, Japan
Phone number: +81-78-435-2800 (Representative)
Fax number: +81-78-435-2805


