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To our shareholders

Looking back at the 45th term
Kozo Iwata, Chairman, President and CEO

Since our establishment, it has been our mission 
to create a fulfilling life through food, and with the 
future of food in Japan in mind, we have pursued 
the potential of SOZAI (Delicatessen) through 
salad, creating new value in the form of food and 
health. Today, as Japan experiences a super aging 
society with a declining birthrate and major lifestyle 
changes, the market size for SOZAI is expanding 
further. In this diversifying market, I feel that the 
acceptance of the value of salad and vegetables 
for healthy eating habits has led our customers to 
support our products.
In this 45th term, we have worked to get our 
cus tomers to purchase one more dish for their 
daily SOZAI, by offering a lineup of products that 
can even be eaten the next day, such as the new 
breakfast vegetable soup product, “Morning Veg.” 
In addition, we have actively introduced high-
value-added products tailored to special occasions 
such as Christmas and seasonal events, and revised 
and removed products in the pursuit of value that 
will win over customers in our standard products as 
well. These activities have led to growth in both net 
sales and operating income.
Among department stores, which are our main 
store locations, I feel that department store 
basements are still appealing and can attract 
customers. As such, I believe that we must make 
full use of our management resources to present 
ideas for meals that will have people thinking 
“This is what I always wanted,” and offer product 
proposals that exceed the expectations of markets 
and our customers. Going forward, I hope that 
further enhancement of the appeal of our stores in 
department store basements will lead to creating 
new business opportunities.
In the 46th term, we will strive to strengthen our 
product development abilities and manufacturing 
skills as we begin to create the future for our 5 0th 
term. In strengthening our ability to develop 
products, we will renovate our planning and 

development office, which is located in the 
Kobe head office and factory, and will develop 
not only fresh vegetables, but also new cooked 
salads and dishes. At the same time, in addition 
to conventional product development, we will 
establish a new test kitchen for production 
development that makes use of our manufacturing 
capabilities, and continue to strengthen the 
development of our cuisine menu, which is the 
strength of our Kobe factory, as well as products 
with long-lasting quality. As we expect to face 
difficulties in acquiring human resources due to the 
declining birthrate, we will make active investments 
such as making greater quality improvements 
through capital investment for energy-saving and 
skillfully combining handmade techniques and 
mechanization in factories, and aiming to improve 
labor productivity in stores.
We look forward to the continued support, 
patronage, and cooperation of all our shareholders.

July 2017
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Financial Highlights

50,720million yen
(Year-on-year increase of 1.6％）

3,020million yen
(Year-on-year increase of 18.5％）

2,084million yen
(Year-on-year increase of 28.6％）
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* The Company executed a two-for-one stock split 
effective May 1, 2016. The dividends figures 
stated for the periods prior to the 44th term have 
been adjusted to take the stock split into account.

We continued efforts to create sales floors that satisfy our customers.

At stores in the metropolis ,  we 
d e v e l o p e d  s a l e s  o f  p a c k a g e d 
p r o d u c t s  b y  p r o m o t i n g  t h e 
introduction of multi-level open 
cases so that customers can shop 
quickly during the evening rush hour.

At stores in the suburbs, in order 
to meet the diverse needs of our 
customers, we continued to change 
several RF1 stores to Green gourmet 
stores, which provide a selection of 
products from RF1, Itohan, Yugo and 
other brands.

We offered a good selection of products to 
meet the needs of our customers appropriate 
to the day of the week and the time of the 
day, as well as high-value-added products for 
Christmas and seasonal events, resulting in 
growth in both net sales and operating income.

At stores located in railway station terminal 
buildings and in shopping areas within railway 
stations, we took advantage of the customer-
drawing power and convenience of railway 
stations by shifting from the conventional sales 
methods focused on selling products by weight 
to methods focused on packaged products.
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End of May to
end of October

End of October
to end of May

One of our key brand values is being able to offer our customers salads made 
with high-quality, fresh seasonal ingredients, which are purchased stably in 
accordance with the amount of salad offered nationwide.
Rock Field has pursued ingredients with delicious taste and freshness by working 
and sharing deep exchange over the years with producers under our contract who 
share the same ideals of wanting to contribute to the bountiful culinary culture 
of Japan with products that use safe and secure ingredients. 
As part of this exchange, we give producers and wholesalers a tour of our factories 
and stores, to provide knowledge about the way our vegetables are processed, 

which products are made, and how they are sold.
Employees from our purchasing sector visit production areas regularly to engage in face-to-face 
communication with producers. In addition, employees from our business development and production 
sectors and stores visit the fields of our contract producers every year to experience the harvest. Since 
afternoon temperatures are high in the summer, employees gain an appreciation of the hardships and 
passion of our producers toward growing vegetables, by participating in tasks such as harvesting and 
transportation, which begins at three o’clock in the morning to preserve vegetable freshness.
Although the vegetable harvest volume varies with the weather conditions, we have built a 
relationship in which producers focus on cultivating high-quality ingredients due to deep 
mutual understanding and relationships of trust.

Bonds with production areas are
the key to fresh, secure and safe salad!
Rock Field salad is produced in the factory every day, and freshly made salad is sold at stores nationwide 
and delivered to our customers’ dining tables.
This time, we would like to talk about lettuce, a leafy vegetable that is essential for such salad.

In search of the best-tasting vegetables

An ongoing three-legged race, bound together
with production areas for more than 15 years

Rock Field changes vegetable production areas according to season, in a process 
known as a “production area relay.” This initiative began with the desire “to 
want our customers to eat the salad vegetables that are the best tasting at a 
specific time.” The relay begins in the high-altitude Yamanashi and Nagano 
Prefectures, Iwate Prefecture and Hokkaido from the end of May to around the 
end of October, and continues to Ibaraki Prefecture, Kyushu and Shizuoka 
Prefecture from the end of October to around the end of May.
The lettuce used for RF1’s 30-ingredient green salad, a popular long-selling 
product, is supplied through such a production area relay.
We spoke with the producers who supply lettuce to be used in products 
currently available at stores.

Fresh vegetables are produced through the commitment and efforts of many producers. Going forward, Rock Field will 
further strengthen the bonds with producers, and continue face-to-face relationships of trust in order to provide fresh, 
secure and safe SOZAI to customers.

Special Feature

We started this initiative about 15 years ago, 
and now cultivate seven varieties of lettuce. 
With the goal of producing good-tasting 
lettuce, rather than easy-to-grow vegetables, 
and in consideration of safety and security, 
we spent more than three years making our 
own compost, to reduce chemical fertilizers 
as much as possible. I am confident because 
these are delicious varieties of lettuce! 
Please try some, by all means! 

We cultivate lettuce every day with the 
utmost care, in order to live up to the trust 
we have developed through years of 
business. Keeping in mind that the lettuce 
we cultivate will “become Rock Field salad,” 
we are committed to making healthy soil 
and reducing chemical fertilizers through 
the use of organic fertilizer application 
techniques. Please try our fresh, high-quality 
lettuce, which is directly delivered to the factory.Yamanashi Prefecture

Mr. Asakawa
Iwate Prefecture

Mr. Nakajima
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RF1

Itohan
Japanese salad Itohan

Kobe Croquettes

34,149million yen

6,828million yen

3,778million yen

2,859million yen

1,546million yen

1,219million yen

Net 
sales

Net 
sales

Net 
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Net 
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(Year-on-year decrease of 0.6％）

(Year-on-year increase of 16.6％）

(Year-on-year decrease of 1.1％）

(Year-on-year increase of 2.1％）

(Year-on-year decrease of 0.4％）

(Year-on-year increase of 7.5％）

160 stores

30 stores

37 stores

30-ingredient green salad
with β-carotene

Full-of-seafood salad

Japanese-style salad
with grilled Kyoto bamboo shoots

Kumamoto salt onion croquette

Healthy 30-ingredient greens
with lactobacillus

Fresh spring rolls with coriander

● We proposed healthy diets and healthy eating 
habits centered on salad, with the theme of food 
and health, by widely disseminating health-
related information, including by publishing a 
magazine called Healthy Magazine.

● At the time when vegetable prices soared, 
our 30-ingredient green salad and other 
mainstay products were popular among 
many of our customers.

● Efforts towards strengthening ideas for a 
freshly baked menu using ovens and 
salads, as well as offering a product 
selection aimed at creating fresh demand, 
such as  for  breakfast ,  led to the 
revitalization of sales floors.

● We provided a selection of products 
centered on the RF1 brand salads, and 
regularly promoted sales through 
Itohan Fair and Yugo Fair to differentiate 
the stores from other single-brand 
stores. These initiatives led to increases 
in the number of customers and per-
customer spending.

● We continued to propose ideas for meals 
incorporating a modern version of “one 
soup and three dishes” in the form of “one 
soup, two dishes plus Japanese-style salad,” 
and offered a lineup of products that allows 
customers to appreciate seasonal 
ingredients, such as Kyoto bamboo shoots, 
rapeseed and wild Japanese amberjack 
from the sea of Nagasaki.

● We took on the challenge of offering a 
Japanese-style salad with a new taste, 
using white asparagus and watercress.

● To bolster our lineup centered on 
croquettes, we rolled out high-value-
added products, including croquettes 
using Kobe beef and lobster, as well as 
p r o d u c t s  u s i n g  f r e s h  s e a s o n a l 
ingredients such as “salted onions,” 
lotus root from Tokushima Prefecture, 
and spring cabbage.

● With the theme of “KENKO service and 
the vegetable lifestyle,” we rolled out new 
juice products featuring the additions of 
Shield Lactobacillus® to our mainstay 
juice products, and worked to enhance 
our juice products which harness the 
power of seasonal vegetables.

● We also actively bolstered sales of 
products that can be enjoyed the next 
day or  even after ,  such as  soups 
containing the recommended daily 
intake of vegetables and green potage 
with 10 types of vegetables.

● We continued working on dissemination 
of information on Asian cuisine and its 
health benefits,  including menus 
evoking the seasonings, herbs and 
spices, unique to Asian cuisine. Among 
these, sales of products containing 
ingredients and flavors reminiscent of 
Southeast Asia, such as coriander, ong 
choy, and tandoori chicken, performed 
well throughout the year.

VEGETERIA

Yugo
ASIAN SALAD Yugo

26 stores

11 stores

Net Sales by Brand for the 45th Term (Consolidated)

Green gourmet
54 stores



End of May to
end of October

End of October
to end of May

One of our key brand values is being able to offer our customers salads made 
with high-quality, fresh seasonal ingredients, which are purchased stably in 
accordance with the amount of salad offered nationwide.
Rock Field has pursued ingredients with delicious taste and freshness by working 
and sharing deep exchange over the years with producers under our contract who 
share the same ideals of wanting to contribute to the bountiful culinary culture 
of Japan with products that use safe and secure ingredients. 
As part of this exchange, we give producers and wholesalers a tour of our factories 
and stores, to provide knowledge about the way our vegetables are processed, 

which products are made, and how they are sold.
Employees from our purchasing sector visit production areas regularly to engage in face-to-face 
communication with producers. In addition, employees from our business development and production 
sectors and stores visit the fields of our contract producers every year to experience the harvest. Since 
afternoon temperatures are high in the summer, employees gain an appreciation of the hardships and 
passion of our producers toward growing vegetables, by participating in tasks such as harvesting and 
transportation, which begins at three o’clock in the morning to preserve vegetable freshness.
Although the vegetable harvest volume varies with the weather conditions, we have built a 
relationship in which producers focus on cultivating high-quality ingredients due to deep 
mutual understanding and relationships of trust.

Bonds with production areas are
the key to fresh, secure and safe salad!
Rock Field salad is produced in the factory every day, and freshly made salad is sold at stores nationwide 
and delivered to our customers’ dining tables.
This time, we would like to talk about lettuce, a leafy vegetable that is essential for such salad.

In search of the best-tasting vegetables

An ongoing three-legged race, bound together
with production areas for more than 15 years

Rock Field changes vegetable production areas according to season, in a process 
known as a “production area relay.” This initiative began with the desire “to 
want our customers to eat the salad vegetables that are the best tasting at a 
specific time.” The relay begins in the high-altitude Yamanashi and Nagano 
Prefectures, Iwate Prefecture and Hokkaido from the end of May to around the 
end of October, and continues to Ibaraki Prefecture, Kyushu and Shizuoka 
Prefecture from the end of October to around the end of May.
The lettuce used for RF1’s 30-ingredient green salad, a popular long-selling 
product, is supplied through such a production area relay.
We spoke with the producers who supply lettuce to be used in products 
currently available at stores.

Fresh vegetables are produced through the commitment and efforts of many producers. Going forward, Rock Field will 
further strengthen the bonds with producers, and continue face-to-face relationships of trust in order to provide fresh, 
secure and safe SOZAI to customers.

Special Feature

We started this initiative about 15 years ago, 
and now cultivate seven varieties of lettuce. 
With the goal of producing good-tasting 
lettuce, rather than easy-to-grow vegetables, 
and in consideration of safety and security, 
we spent more than three years making our 
own compost, to reduce chemical fertilizers 
as much as possible. I am confident because 
these are delicious varieties of lettuce! 
Please try some, by all means! 

We cultivate lettuce every day with the 
utmost care, in order to live up to the trust 
we have developed through years of 
business. Keeping in mind that the lettuce 
we cultivate will “become Rock Field salad,” 
we are committed to making healthy soil 
and reducing chemical fertilizers through 
the use of organic fertilizer application 
techniques. Please try our fresh, high-quality 
lettuce, which is directly delivered to the factory.Yamanashi Prefecture

Mr. Asakawa
Iwate Prefecture

Mr. Nakajima
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Cooking curry begins by simmering beef bones to make bouillon. However, rather than using commercially available 
bouillon, we spend a long time making our own special bouillon from scratch each time before making the curry.
We place the bones of Japanese beef in a pot, carefully remove the scum by hand, and simmer the bones for four hours 
together with pot herbs. The secret of achieving good taste lies in spending a long time preparing the bouillon, which 
is difficult to imitate at home. 
The golden bouillon, which is prepared without compromise to take advantage of the taste of the ingredients, has an 
aroma unique to freshly made broth.

Bouillon ‒ condensed “umami”
(savoriness) from meat

Product lineup of

CURRY
GANNEN

* The product lineup varies
   according to stores.

Place beef bones Simmer for four hours

Simmer beef Simmered beef

Bouillon is ready

On April 15 (Saturday), a tour of the Kobe head office and factory was held for shareholders. We would like 
to introduce our passion for creating a product, a topic that was presented to the shareholders who 
participated in the tour and received a favorable reception.
We have closely followed the manufacturing process for “Beef Curry,” which is especially recommended 
during hot periods. Since its launch in 1991, “Beef Curry” has been passed down to remain a popular 
long-selling product with “freshly made deliciousness.” Our commitments to beef curry are…

Special
Feature

Introducing
our commitment
to beef curry

Commitment No. 1

We carefully make the curry roux in small portions by frying a carefully selected original blend of spices in an iron pot, followed by 
simmering. A combination of roughly 25 types of ingredients and spices creates a highly aromatic, deep and complex “umami.”
The most important elements in making curry roux are heating time and temperature. Curry is prepared based on a recipe 
that specifies the exact cooking time and temperature. Due to our pursuit of research regarding the optimal cooking process 
through repeated modification, and passing down that information, this product has been a favorite since its launch.
Furthermore, by using different spices depending on the product, our cooking method brings out the maximum 
“umami” from the ingredients.

Handmade curryCommitment No. 3

Japanese beef shank, which is the main 
ingredient of beef curry, is first seared on its 
surface to seal in the juices, and then simmered 
in our specially made bouillon. The “umami” of 
beef is then extracted through the further 
simmering of the shank in bouillon prepared 
thoroughly over a long time, so that the beef 
becomes so soft that it melts in the mouth. In 
addition, adding bouillon with beef to curry 
roux also deepens the flavor. 

Thoroughly simmered beefCommitment No. 2

We are also committed to packaging our product to preserve the taste and aroma 
of our freshly made curry which has been cooked with commitment, until the 
moment it is eaten by the customer.
The prepared curry and ingredients are poured into a special container. Due to 
heat sterilization at a low temperature, it gains long-lasting quality, and customers 
can use it as a gift or stock at home.
However, since our curry is not retort-packed, it needs to be stored in a refrigerator 
and cannot be kept for too long. Although sterilization at a high temperature 
enables the product to be kept for a long time, this process uniformly heats the ingredients. In contract, heating at 
a low temperature creates curry possessing an optimal texture that varies according to its ingredients.

Packaging that preserves
the freshly made tasteCommitment No. 4

Fry the spices to prepare the roux Simmer in bouillon Sauce is ready

Our curry, which is made with 
particular attention to “making the 
most of the ingredients,” is filled with 
the hope of having our customers 
taste our delicious freshly made curry.
With many long-time fans, CURRY 
GANNEN offers a rich variety of 
products other than beef curry.
Please try our products.

1 2 3 4 5甘 辛

※写真はイメージです

10℃以下で保存してください

要 冷 蔵
6
以上

Season’s
Special

Beef curry
864 yen (including tax)

per package

Vegetable curry
648 yen (including tax)

per package

Eggplant and
minced meat curry

648 yen (including tax)
per package

Seafood curry
810 yen (including tax)

per package

Kobe beef curry
1,620 yen (including tax)

per package

Keema curry
756yen (including tax)

per package
5 6



On May 19 (Friday), we attended a ceremony held at the Hyogo Prefectural Museum of Art, and received a 
certificate of appreciation from the governor of Hyogo Prefecture for the donation of Mikaeru.
Mikaeru, an iconic object at the Hyogo Prefectural Museum of Art, was created by the Dutch artist Florentijn 
Hofman in 2011 as a symbol of the cultural reconstruction that followed the Great Hanshin-Awaji Earthquake. 
The frog, or kaeru in Japanese, has long been considered an auspicious animal, as indicated by the Japanese 
play on words, “bujikaeru,” which means “safe return.” Accordingly, this “kaeru” object is beloved by locals as 
a symbol of resurrection and hope. Made from a very large piece of tent fabric measuring roughly 10 meters 
wide and 8 meters high, the object had lost its vitality and taken on a deflated, shrunken appearance with more 

than five years having passed since its creation in addition to 
exposure to wind and rain. After consulting with the Museum’s 
curator, we decided to cooperate in the restoration of Mikaeru 
as an expression of our desire to contribute as a local company 
to regional revitalization through culture and art.
On the day the restored Mikaeru was publicly displayed, the 
neighboring residents were seen taking photos. Some of these 
residents remarked that, “Mikaeru is back in shape” and “I’m 
glad to see that Mikaeru has returned to good condition.”
It is our hope that the reenergized Mikaeru will be loved 
more than ever by the local people and customers who visit 
the Museum. 

Donation of “Mikaeru” to the Hyogo 
Prefectural Museum of Art

~Contributing to regional revitalization through art~

Please contact your securities firm for such inquiries as changes 
of name or address, procedures relating to requests to sell 
or additionally purchase fractional shares, and requests for 
documentation required for procedures. Please contact the 
stock transfer agent (concurrently serving as the account 
management institution for special accounts) listed above, for 
inquiries relating to shares managed in a special account, etc.

Stock Information

■Major Shareholders

■Distribution of Shareholders by Type

■Corporate Profile ■ Directors and Audit & Supervisory Board Members

Information for Shareholders

Corporate Information

(as of April 30, 2017)

(as of April 30, 2017) (As of July 27, 2017)

Name Number of 
shares

IWATA Co., Ltd. 2,300,000
Meiji Yasuda Life Insurance 
Company 1,312,600
Rock Field Trading-Partner 
Shareholding Association 1,253,880

The Shikoku Bank, Ltd. 1,242,920
Kozo Iwata 784,200
Rock Field Employee
Shareholding Association 549,594
Mitsubishi UFJ Lease &
Finance Company Limited 482,064
Japan Trustee Services 
Bank, Ltd. (Trust account) 464,900
The Minato Bank, Ltd. 413,120
Tokio Marine & Nichido 
Fire Insurance Co., Ltd. 412,368

Fiscal year From May 1 of each year through 
April 30 of the following year

Ordinary general meeting 
of shareholders 

July

Record date of 
dividends from 
surplus

Year-end Dividends: April 30
Interim Dividends: October 31

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

Stock listings Tokyo Stock Exchange
Public notices Public notices shall be made 

electronically. (URL: http://www. 
rockfield.co.jp/) If electronic notice 
cannot be made due to accidents or 
other unavoidable reasons, the 
notice shall appear in The Nikkei.

Company name Rock Field Co., Ltd.
Established June 8, 1972
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

Capital stock 5,544 million yen
Number of employees 1,524
Subsidiaries Kobe Delicatessen Co., Ltd.

Iwata (Shanghai) Restaurant Management Co., Ltd.

Chairman, President and CEO Kozo Iwata
Representative Director and Deputy President Takashi Furutsuka
Senior Managing Director Toshihiro Hosomi
Director Osamu Izawa
Director Hiroshi Endo
Outside Director Atsushi Horiba
Outside Director Chiyono Terada
Audit & Supervisory Board Member (Full-time) Goro Oka
Outside Audit & Supervisory Board Member Minoru Okuda
Outside Audit & Supervisory Board Member Takao Ishimura

Total number of shares 
authorized for issuance
Total number of 
issued shares
Number of shares 
constituting one share unit
Number of shareholders

40,000,000 shares

26,788,748 shares

100 shares
 15,566

Number of
Shareholders
Total: 15,566

Foreign
corporations, etc.

135　0.87％

Treasury stock
1　0.01％

Individuals and
others shares

15,245
97.94％

Financial
institutions
28　0.18％

Securities firms
21　0.13％

General corporations
136　0.87％

Treasury stock
228,699 shares

0.85％

Individuals
and others

11,970,922
shares

44.69％

Financial
institutions

6,708,744 shares
25.04％

Securities
firms
142,450
shares
0.53％

General
corporations
4,931,301
shares
18.41％

Foreign corporations, etc.
2,806,632 shares
10.48％

Number of
shares owned

Total:
26,788,748

shares

To p i c s




