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To our shareholders

Financial Highlights

developed a production system that is capable of handling 
various cooking methods. In addition, we are developing 
and producing authentic cuisine menus that can be eaten 
with salads, and proposing ideas for meals tailored to 
different food scenarios in preparation for the upcoming 
Christmas season, including by increasing the number of 
our products and the variety of our product lineup.
We have been making regular visits to producers’ farms for 
many years to check growing and harvesting conditions 
and to exchange opinions and conduct other networking 
activities. As well as this, we have built relationships of 
trust with producers by working with them to increase 
the flavor and freshness of ingredients and to cultivate 
varieties with a scarcity value. Going forward, we will 
continue to respond to customers’ expectations by 
providing healthy, secure and safe value-added products 
using those ingredients, and ensuring consistent quality 
control and hygiene management, from production to 
sales.
We look forward to the continued support, patronage and 
cooperation of all of our shareholders.

Today, in the home-meal replacement and delicatessen 
industry, consumer needs for delicatessen products are 
changing not only in the areas of ease and convenience 
but also in terms of flavor. Delicatessen products are 
becoming indispensable to society as a kind of food 
lifeline, and the market scale is further expanding.
In the first three months of fiscal 2017, we strengthened 
sales of high-value-added products tailored to celebrative 
occasions such as Golden Week and Mother’s Day, and 
seasonal products with strictly selected ingredients and 
cooking methods. We also proposed stock dishes that can 
be eaten the next day or even after, and worked to get our 
customers to purchase one more dish for their daily SOZAI 
(Delicatessen) that are eaten on the day.
As “The Mirai Salad Company,” we have pursued the 
potential of SOZAI through vegetables and salad and 
worked on creating new value in the form of food and health 
with the future of food in Japan in mind. These activities 
have led to support from our customers and enabled us to 
increase both net sales and operating income.
I would like to offer my thanks to our customers and 
shareholders for their continued support.
As part of reinforcing our manufacturing skills, which is our 
main initiative for fiscal 2017, we are actively expanding 
production areas at our factories and investing in cooking 
facilities to achieve the stable production of high-
quality, delicious SOZAI. As well as salads made with 
fresh vegetables, we are also focusing on proposals for 
salads that draw out the inherent “umami” (savoriness) 
and sweetness of vegetables through cooking so that 
consumers can ensure their intake of those vegetables 
that tend to be lacking in our daily lives, and we have November 2017

12,703million yen
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50,000

40,000

30,000

20,000

10,000

0
The42nd
year

（FY 2013）

The43rd
year

（FY 2014）

The44th
year

（FY 2015）

The45th
year

（FY 2016）

The46th
year

（FY 2017）

The42nd
year

（FY 2013）

The43rd
year

（FY 2014）

The44th
year

（FY 2015）

The45th
year

（FY 2016）

The46th
year

（FY 2017）

The42nd
year

（FY 2013）

The43rd
year

（FY 2014）

The44th
year

（FY 2015）

The45th
year

（FY 2016）

The46th
year

（FY 2017）

4,000

3,000

2,000

1,000

0

2,500

2,000

1,500

1,000

500

0

(Millions of yen) (Millions of yen) (Millions of yen)

Net
sales

Operating
income

Net income
attributable to
owners of
the parent

48,956 48,877 49,935 50,720

1,641
1,976

2,548
3,020

935
1,185

1,621

2,084

■ Full year
■■ First three months

■ Full year
■■ First three months

■ Full year
■■ First three months

12,70312,70312,099 11,771 12,073 12,377
384 300 378

518518
208 184 219

468766766637

Representative 
Director and 
Deputy President

Takashi 
Furutsuka,

We worked to strengthen sales of high-value-added products tailored to celebrative occasions such as Golden Week and Mother’s Day, 
and seasonal products with strictly selected ingredients and cooking methods. In addition, we proposed stock dishes that can be eaten 
the next day or even after, and made efforts to get our customers to purchase one more dish for their daily SOZAI.



Special Feature

The Kobe head office and factory, which was completed in 
October 2 0 0 4, was originally a logistics center owned by 
another company, and was renovated by Mr. Ando. Based on 
the concept, “let’s leave the building as is because to destroy it 
is a waste,” we restored the building as an office and factory in 
accordance with environmental considerations, and kept the 
amount of industrial waste generated during construction to a 
minimum by utilizing the structure of the original logistics center. 
Mr. Ando’s design involved the installation of a water garden 
on the 4th floor of the building with the employees’ restaurant 
located next to it. Being able to enjoy healthy meals centered on 
vegetables in a restaurant positioned to provide the best views 
from anywhere in the building contributes to the vitality of the 
staff who work there.
In March 2006, we established the “Healthy Tree Child Day Care 
Center.” The day care center, which we set up so that employees 
who are also raising children can work with peace of mind, is a 
bright space with a glass wall facing the garden 
and an area of lawn on the other side of a 
wooden deck. Here, we are engaged in day 
care that places importance on food education, 
including incorporating the seasonal vegetables 
that the children grow in the vegetable garden 
into the meals they eat. 

The first building of the Shizuoka factory, which was completed in 
May 1991, is Mr. Ando’s first factory design. It was also the first time 
the Company had commissioned Mr. Ando as an architect. For 
the construction of the factory, Mr. Iwata explained his concept 
of wanting to create a worker-friendly factory where employees 
felt healthy, secure and safe. This resulted in the construction of 
a clean, beautiful factory with a museum-like entranceway and 
walkway, equipped with facilities such as an employee restaurant 
filled with bright light where staff can enjoy their meals. In May 
2000, the second building was completed, themed on the value 
of the environment. Based on the concept of “coexisting with 
lush nature,” we greened the site and set up three windmills. We 
developed a water circulation system whereby the waste water 
from the plant was purified using electricity generated by the 
wind, and then further purified by natural forces as it flowed 
through the biotope before being released into the local river. 
Additionally, in June 2001 we opened the “Windmill Hill Child Day 
Care Center.” Here in this rich, green environment 
we are working on food education by cultivating 
vegetables in the day care center’s garden and 
through networking events with local farmers. 
These initiatives were recognized when in 2010 
we received the “Green Plant Award from Japan’s 
Ministry of Economy, Trade and Industry” for our 
remarkable achievement in improving the interior 
and exterior environment of the factory by actively 
promoting the factory’s greening.

Our factories and offices have been planned and designed by the world-famous architect, Tadao Ando. Mr. Ando has been planning and supervising the design of our factories and offices for 

the past 27 years since the first building in the construction of the Shizuoka factory was completed in 1991. Mr. Ando and our Chairman, President and CEO Kozo Iwata first met in 1977, five 

years after the Company was established. At the time, the Company was opening the Gastronomie delicatessen shop in Rose Garden, a commercial building designed by Mr. Ando in a district 

of historical Western-style residences (Ijinkan-gai) in Kitano, Kobe. Mr. Iwata, who paid meticulous attention to design details such as the shop sign and display windows, sometimes clashed 

with Mr. Ando, who was focused on the overall balance and environmental design of the shop, but they developed a rapport during their discussions over their passion for design and this led 

to Mr. Iwata subsequently asking Mr. Ando to design the Company’s factories.

“Design” philosophy and values　through architecture

Kobe head office and factory Shizuoka factory

The Tamagawa factory, which is 
equipped with functions to support 
stores in the Tokyo metropolitan 
area, was completed in November 
2003. The factory was designed 
to resemble a “large refrigerator 
located in the metropolitan area” 
with a hygienic, clean image out 
of respect for the surrounding 
residential environment.

Tadao Ando

Tamagawa factory Kobe Croquette Motomachi store
The first Kobe Croquette store, 
located in Kobe’s Chinatown in 
Motomachi, was renovated and 
reopened in September 2010 on its 
21st anniversary. The design concept 
for the new Kobe Croquettes main 
store was “the future,” and it has 
been reborn as an exceptionally eye-
catching store.

The Company learned the power of 
“design” from Mr. Ando’s architecture. 
Both companies and people grow through 
designs that give consideration to how to 
raise a company for the future.
Embodying philosophy and values in an 
environment that includes buildings has 
become a driving force that nurtures the 
employees who work there.



29 stores

57 stores

RF1

Itohan
Japanese salad Itohan

Kobe Croquettes

Avocado and herb chicken green salad

Japanese whiting with grated radish

Japanese-style salad with domestically 
grown asparagus and crisp vegetables

Kobe Port croquette with roast beef 
and potato

Healthy 30-ingredient greens with raw 
spirulina

Shrimp with chili sauce and refreshing 
tomatoes

● With the theme of food and health, 
we proposed the “low carbohydrate” 
diet, which moderates increases in 
blood glucose levels by maintaining 
appropriate carbohydrate intake. In 
addition, our proposals for salads and 
dishes that were based on the 
keywords, “season,” “special feeling,” 
“with the family,” and “gift-giving,” 
tailored to celebrative occasions, have 
been popular among many of our 
customers.

● We provided a selection of products 
centered on the RF1 brand salads, 
and strengthened sales of the 
Itohan brand and Yugo brand salads 
and dishes.

● With the theme of “this country’s 
people, this country’s food,” we 
proposed new flavors and inventive 
ideas for Japanese cuisine suitable for 
the meals of today. In addition, we 
strengthened sales of products using 
seasonal ingredients that represent 
each season and side dishes that are 
easy to buy in combination.

● We continued to implement 
measures to bolster our lineup 
centered on croquettes and also 
rolled out croquettes replicating 
the flavors from the time of our 
foundation as part of our sales 
promotion measures for the Port of 
Kobe 150th anniversary.

● With the theme of  “KENKO 
support,” we worked to enhance 
easy-to-drink, improved vegetable 
juice products aimed at acquiring 
new customers for our vegetable 
juices.

● With the theme of “whether it’s this 
or that, Yugo is the right choice,” 
and based on the key words of 
vegetables and meat, we promoted 
combined purchases of salads and 
dishes as well as products such as 
dim sum and vegetable dishes that 
contribute to a wider variety of 
meals.

8,259million yenNet sales
（Year-on-year decrease of 0.9%）

2,026million yenNet sales
（Year-on-year increase of 26.4%）

919million yenNet sales
（Year-on-year increase of 0.3%）

716million yenNet sales
（Year-on-year increase of 0.5%）

404million yenNet sales
（Year-on-year decrease of 0.1%）

305million yenNet sales
（Year-on-year increase of 1.5%）

VEGETERIA

Yugo
ASIAN SALAD Yugo

Green gourmet

Composition
ratio of net sales

65.0%

16.0%
Composition
ratio of net sales

7.2%
Composition
ratio of net sales

5.6%
Composition
ratio of net sales

3.2%
Composition
ratio of net sales

2.4%
Composition
ratio of net sales

Net Sales by Brand for the First Three Months of the 46th Term (Consolidated)

157 stores

36 stores

26 stores

11 stores



Connecting the Valuable Music 
Culture of Kobe to the Future
– Kobe International Flute Competition –

July 26 at Kobe City Hall   
Support Executive Committee Chairman 
Masahiko Dohman, President of Oliver Sauce 
Co., Ltd. (left) and Kobe Mayor Kizo 
Hisamoto (right)

The Kobe International Flute Festival – Enjoying the Port of Kobe 150th 
Anniversary with Music – was held in Kobe City for approximately 
three months from March 18 to June 11, 2017.
The Kobe International Flute Competition, the main event in the 
Kobe International Flute Festival, has been held once every four 
years, dating back to 1985, and is a historic competition known as one of 
the world’s three largest flute competitions along with those held in 
Munich and Geneva. Led by the KOBE Cultural Foundation and Kobe 
City, the competition acts both as a gateway to the international world 
of music for promising young flutists and a means of communicating 
“Kobe, the City of Music” to the world, and has been held without fail 
even after the Great Hanshin-Awaji Earthquake of 1995. This year, for the 
9th competition, the Kobe International Flute Competition Support 
Executive Committee was established to further boost the momentum 
to protect and nurture the valuable culture of Kobe, led by Kobe’s 
local business community. The Company’s Chairman, President and 
CEO Kozo Iwata, agreed with the intentions of the Committee and 
decided to offer his support by serving as an executive committee 
member.
At the Kobe International Flute Festival , events were held in 
conjunction with the Port of Kobe 150th Anniversary to enable visitors 
to enjoy music performed by musicians closely associated with Kobe 
at a venue representative of Kobe. These events were attended by a 
great many visitors during the festival.
On the final day of the flute competition, a gala concer t and 
anniversary party were held at the KOBE PORTOPIA HOTEL, with the 
Company as one of the corporate sponsors. Guests were treated to 
performances by the winners of the competition at the gala concert 
and to a course meal using products from corporate sponsors at 
the anniversary party, where the Company provided three types of 
salads from the RF1 brand. The sponsors also invited support for 
the continuation of these events through activities such as a charity 
auction held at the venue.
As a result, on July 26, the Support Executive Committee was able to donate 
10 million yen to the Mayor of Kobe for the next event. The Company 
will maintain its support so that this world-class competition can 
continue to be held in the area of Kobe in the future. 
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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
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Hyogo Prefecture, Japan
Phone number : +81-78-435-2800 (Representative)
Fax number : +81-78-435-2805


