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To our shareholders

At the 46th Ordinary General Meeting of Shareholders held 
at the Kobe head office on July 26, 2018, I was appointed 
Representative Director and President by the Board of Directors, 
and for this I would like to express my sincere gratitude to all 
shareholders. Going forward, Chairperson and CEO, Kozo Iwata, 
and I will undertake management of the Company in tandem, 
with Mr. Iwata managing new market development and product 
planning and development in SOZAI (Delicatessen), while I lead 
the further evolution of the Company’s production technology 
and quality improvements as a manufacturer. We will do our 
utmost to contribute to the creation of a fulfilling life through 
SOZAI in accordance with the Company’s philosophy. I look 
forward to working with you all. 
During the first six months of the 47th term, we experienced 
a temporary decrease in sales, partly due to a trend among 
consumers to stay at home as the result of a series of natural 
disasters that included Northern Osaka Prefecture Earthquake in 
June and The Heavy Rain Event in Western Japan in July, as well 
as record-breaking heat waves with the highest temperatures 
ever recorded throughout Japan. Operating income also fell 
below the figure for the previous year, partly due to an increase 
in personnel expenses resulting from human resources system 
reforms aimed at dealing with the growing severity of labor 
shortages and ways of securing and retaining human resources. 
Going forward, the business environment surrounding the 
Group is expected to remain severe, as evidenced by abnormal 
weather conditions, strengthened sales of delicatessen by our 
competitors in the home-meal replacement market, and new 
entrants to the market from other industries. Therefore, we 
believe that we must reinforce our competitiveness by effectively 
utilizing our management resources to harness the power of the 
entire Company. To this end, the Company has taken a phased 
approach during this fiscal year to extending the retirement 
age to 65 and increasing the upper age limit for post-retirement 
reemployment to 75 through human resources system reforms, 
and has established systems capable of responding to diverse 
working styles. We believe that by creating an environment 
where each individual employee can continue to work with a 
sense of security while also maintaining a sense of fulfillment 
and accomplishment amid changes in their lifestyles due to 
life events such as childbirth, child raising, and nursing care, 

the number of employees who feel a bond with the Company 
will increase and this will lead to the revitalization of human 
resources. 
Currently, as a proposal for well-balanced, healthy eating 
habits, we are strengthening our product lineup using 
cooked vegetables to make it easier for people to consume 
the recommended daily vegetable intake of 350 g set by 
the Ministry of Health, Labor and Welfare. At the “Vegetable 
Laboratory” established at the Shizuoka factory, we are engaged 
in a number of research projects to maximize the delicious 
flavors of vegetables, including cooking techniques to maintain 
the freshness and beautiful colors of fresh vegetables until such 
time that they are consumed by customers; heating methods 
that bring out the flavor and sweetness of vegetables; new and 
novel ways of cutting vegetables; and optimum storage and 
cooking methods in response to the way vegetables change 
throughout the seasons. In addition, the RF1 online store that 
we launched in 2017 is offering products that are also suitable as 
gifts, including charcuterie products such as ham and sausages 
and limited products that change on a monthly basis, as well as 
items such as stewed dishes and croquettes that can be stocked 
in home freezers for easy consumption, and I believe that 
customer awareness and support has been increasing gradually. 
Up to now, the Company has been expanding the possibilities 
for salads as a new form of SOZAI for Japan, and produced a 
wide variety of salads as a result. But even taking that one word, 
“salad,” the role of “salads” in meals varies, whether it is a salad 
to be served as a side dish for a daily meal, a salad that is served 
as a main dish featuring plenty of roast beef or seafood, or a 
salad that is a snack to go with alcohol, and the dishes that are 
paired with the salads also vary. By utilizing “Creation Lab,” 
a creative development base that was completed at the end 
of last year, to create an appealing product lineup that meets 
diversifying needs, we aim to further strengthen our planning 
and development capabilities so that customers can enjoy 
selecting combinations of salads and dishes. We also value 
our communication with customers who visit our stores, and 
will strive to provide fulfilling and enjoyable meals through 
provision of high-quality products. 
We look forward to the continued support, patronage and 
cooperation of all our shareholders.

November 2018

Representative Director and President
Takashi Furutsuka,

Since joining the Company in April 1 9 8 8, Takashi Furutsuka has worked in production division as 
Factory Manager of the Kobe factory and the Shizuoka factory, and has been involved in the completion 
of all the Company’s factories as General Manager of the Production Division. He was appointed Director 
in 2011, and subsequently appointed Representative Director and President in 2014. In 2016, in view 
of changes in the business environment that included intensifying market competition, he focused on 
strengthening the management base in production, procurement and quality assurance divisions in his 
role as Senior Managing Director. After assuming roles as Senior Managing Director and Deputy President, 
he was appointed Representative Director and President in July 2018.
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Net Sales by Brand for the First Three Months of the 47th Term

Financial Highlights
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2,039million yen
（Year-on-year increase of 0.7%）

Green gourmet

880million yen
（Year-on-year decrease of 4.2%）

Itohan

713million yen
（Year-on-year decrease of 0.4%）

Kobe Croquettes

381million yen
（Year-on-year decrease of 5.6%）

VEGETERIA

303million yen
（Year-on-year decrease of 0.8%）

Yugo

12,531million yen
（Year-on-year decrease of 1.4％） （Year-on-year decrease of 35.8％） （Year-on-year decrease of 36.9％）

492million yen 326million yen

As “The Mirai Salad Company,” we have pursued the potential of SOZAI through “salad,” and have strengthened sales 
of high value-added products tailored to celebrative occasions and seasonal products with strictly selected ingredients 
and cooking methods. However, we experienced a temporary decrease in sales, partly due to Northern Osaka Prefecture 
Earthquake in June, as well as The Heavy Rain Event in Western Japan in July, typhoons and heat waves nationwide.

Net 
sales

Net 
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Net 
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8,099million yen
（Year-on-year decrease of 1.9%）

RF1

152
stores

59
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31
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11
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26
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37
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By sending the message of “Let’s start 
being healthy, beginning with salad. Salad 
First,” which proposes healthy food 
through salads, we advocated the nutrition 
of vegetables and healthy eating habits by 
refining our mainstay products, including 
our “30-ingredient green salad.” 

With the theme of “aiming to be a croquettes store 
like no other in the world,” we proposed the 
development of high value-added croquettes and 
fulfilling meals centered on croquettes. In line with 
this, we started selling a new croquettes series, Great 
Voyage croquettes that are made from ingredients 
we found in countries throughout the world. 

With the theme of “KENKO support,” we 
proposed juices that easily enable the 
intake of vegetables and fruit that tend 
to be subject to seasonal shortages. To 
commemorate the 1 5th anniversary of 
VEGETERIA, we started selling seasonal 
selected soups every month. 

For the purpose of further advancing 
Asian salads, we proposed “healing salad” 
that brings peace to the mind and body, 
and “main dish salad” utilizing a cooking 
technique that brings out the best of the 
ingredients. 

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. Due to the effect of the 
change of brand category that started in the 
43rd term, 32 million yen in net sales were 
transferred from RF1 to Green gourmet.

With the theme of “proposals for combination 
purchases based on health awareness,” we proposed 
products with the necessary nutrients for the season, 
such as when ultraviolet rays are stronger ; products 
that enable Japanese to absorb the nutrients they 
tend to lack; and salads featuring seasonal 
ingredients such as asparagus, corn and eggplant.

Young ginger and ruby grapefruit

Net 
sales

Operating 
income

Net income 
attributable 
to owners of 
the parent

More nutrients for your health! 
30-ingredient healthy green salad

Salad with roasted aitchbone beef and 
shimofuri hiratake oyster mushrooms

Japanese-style salad with seared octopus from 
Hokkaido and mizunasu eggplant from Senshu

Refreshing summer vegetable salad 
with spear squid and jellyfish

Great Voyage croquette: 
French butter and roast beef

Net 
sales

Net 
sales



1980

1979

1973Itami factory completed

A Gastronomie delicatessen shop 
opened in Mikage Garden City in Kobe

A factory completed 
in Motomachi in Kobe

1977

1978

［ Early period ］

The first Gastronomie 
delicatessen shop opened
The first Gastronomie delicatessen shop 
opened in Rose Garden – a commercial 
building in Kitano in Kobe, designed by 
world famous architect, Mr. Tadao Ando

1970

A fortuitous encounter 
with delicatessen during 
a study tour to Europe
Decision to start a delicatessen 
business in Japan

First Gastronomie delicatessen shop 
opened in the Tokyo metropolitan area

1972

Rock Field Co., Ltd. 
established
The first Restaurant HOOK delicatessen 
shop opened
Kitchen (factory) completed in
 Sakaemachi, Motomachi in Kobe

1965
Restaurant HOOK, renowned for its Kobe 
beef steaks and hamburger patties, opened 
by Founding President Kozo Iwata when he 
was 25, in Kobe’s Chinatown

The forerunner of the Company is a European restaurant 
called Restaurant HOOK that founder Kozo Iwata (present 
Chairman) founded in December 1965 by refurbishing his 
home in Motomachi, Kobe. At that time, ships from various 
countries would anchor in the Port of Kobe and Iwata had 
the opportunity to visit the ships’ kitchens at the invitation of 
sailors who dined at Restaurant HOOK. As he started learning 
about the different cuisines of these countries, he began to 
want to see Western food culture for himself. 

In November 1970, Iwata embarked on a solo study trip to 
Europe. Setting aside any concerns over the language barrier, 
he visited kitchens and learned first-class customer service 
at the restaurants, relying on the local restaurant staff by 
communicating with gestures. Traveling throughout Germany, 
Italy and France, he came into contact with the rich food 
cultures of each country and found that what appealed to 
him the most were the way the delicatessen stores with their 
expansive array of traditional local dishes were an integral part 
of people’s daily lives, and the sight of the locals making their 
way to the delicatessens to buy the products. This sparked 
Iwata’s interest in the culture of delicatessen and he turned all 
his attention to purchasing authentic dishes such as smoked 
salmon and pork pate, which he took back to his hotel and ate 
with wine, overwhelmed by an experience that left him weak 
at the knees from the delicious flavors that were as good as a 
restaurant’s and the incredible sense of satisfaction that the 

dishes gave him. Iwata was impressed by this fulfilling lifestyle 
that was yet to be seen in Japan, and was confident that the 
delicious flavors of Western delicatessen would be accepted in 
his home country. 

After his study trip to Europe, Iwata found himself 
enthusiastically explaining the appeal of Western delicatessen 
to a manager of the food sales floor at Daimaru Department 
Store in Kobe who often dined at Restaurant HOOK. The 
outcome of the conversation was that the manager suggested 
that Iwata open a shop within Daimaru Department Store. As 
a result, Iwata established Rock Field Co., Ltd. in June 1972 
for the purpose of manufacturing and marketing delicatessen, 
and opened “Restaurant HOOK”, the first delicatessen selling 
escargot, beef stew, hamburgers and more. Although the 
delicatessen made a strong impression with its concept of 
“enjoying restaurant flavors at home,” most of the items 
sold were daily dishes that customers were already familiar 
with, and sales were less than satisfactory. However, as the 
Company actively launched new products, the number of 
repeat customers increased and the Company received a 
steady stream of requests to open shops in other department 
stores in the Kansai region. 

In March 1977, the first shop dedicated to the authentic 
delicatessen brand, Gastronomie, a French word meaning 
“gourmet,” was opened in Rose Garden, a commercial building 
in Kitano in Kobe. Even though Restaurant HOOK, which was 
popular for its daily SOZAI, was recording an increase in sales, 

what Iwata really wanted to create in Japan was a genuinely 
European style delicatessen.

Gastronomie recreated the same atmosphere of a delicatessen 
that Iwata saw on his study trip to Europe, featuring a selection 
of pates, terrines, wines and cheeses representing the food 
culture of Europe, and for this reason was visited by many 
department store food managers. In 1979, the first shop 
dedicated to the Gastronomie brand in a department store 
was opened in Takashimaya Department Store, Kyoto. At 
the same time, the Company also received a request to open 
its first store in the Tokyo metropolitan area. Kobe was our 
sole manufacturing base at the time, and entering the Tokyo 
metropolitan area was a challenge that greatly influenced 
our subsequent business strategy. With no room for failure, 
we faced this challenge backed by the resolve of the entire 
Company, and opened our first Tokyo metropolitan area shop 
in Takashimaya Department Store, Yokohama in March 
1980. Although we had prepared about twice the volume of 
merchandise as was stocked in the large-scale stores in the 
Kyoto, Osaka and Kobe area for opening day, the items flew 
off the shelves from the minute we opened, and what we had 
assumed would be two days’ worth of stock was completely 
sold out by around 3:00 p.m. on an extremely successful first 
day. At that time, daily sales at stores in the Kyoto, Osaka and 
Kobe area amounted to 200,000 yen - 300,000 yen but the 
Takashimaya Yokohama shop recorded sales of 1 million yen 
in a single day, showing us the size of the Tokyo metropolitan 
market and the enthusiastic support of customers. We went 
on to open shops in the Takashimaya Department Store, 
Nihonbashi and Takashimaya Department Store, Tamagawa, 
and this entry into the Tokyo metropolitan area proved to be a 
huge opportunity for us to accelerate our business expansion.

The establishment of Rock Field and the 
opening of shops in department stores

A fortuitous encounter with delicatessen

Opening of Gastronomie and entry into the 
Tokyo metropolitan area

The first Restaurant HOOK delicatessen shop opened 
in Daimaru Department Store in Kobe

The interior of PECK, an Italian delicatessen that Iwata 
visited during his study tour in Europe

The exterior 
of PECK

An array of items at Gastronomie

Gastronomie in 
Takashimaya 
Department 
Store, Kyoto

The rich food culture of Europe that Kozo Iwata 
developed a yearning for on his study trip to Europe 
was gradually adopted in Japan during the high 
growth period, and resulted in the Company’s 
entry into the Tokyo metropolitan area and the 
development of the Company’s business. 
Next time, we will cover the post-1980s growth 
that was heightened by the dramatically expanding 
gift culture, and a major incident that threatened 
the Company’s survival during that period.

The 1970s in Japan, when the Company was founded, was an era that deeply reflected the nation’s desire for the lifestyles of the United 
States and Europe. The culture of home-meal replacements, which today we take for granted, had not yet taken hold, and it was understood 
that “SOZAI (Delicatessen) was something that was made at home.” To explain why the Company pursued the path of SOZAI, and how it 
established the SOZAI culture in Japan in the midst of such social environment, we will divide the evolution of Rock Field into four periods. 

The possibilities for take-out SOZAI, 
a step ahead of the times

Early period
1965 – 1981

Growth period
1982 – 1991

Reform period
1992 – 2000

Future creative period
2001 – the present

A History of Challenges and Change
Special Feature

Next time

HISTORY
OF

A Gastronomie delicatessen shop opened in 
Takashimaya Department Store, Yokohama 
– a first for the Tokyo metropolitan area
Construction of the first factory completed at the 
Kobe factory site in Higashinada Ward in Kobe



Relationships of trust with 
producers built on a sense of 
security and safety

JA Obihiro Taisho held a commemorative ceremony on June 
16, 2018 to mark its 70th anniversary, to which the Company 
was invited as a guest. The Company’s many years of 
introducing JA Obihiro Taisho’s vegetables to the market by 
using its May Queen potatoes, Japanese radishes, Chinese 
yams and other vegetables mainly in our salads was 
recognized for having contributed to the promotion of 
agriculture and the economic development of the region, 
and at the ceremony we were the sole SOZAI manufacturer 
to receive a certificate of appreciation.
We began buying from JA Obihiro Taisho in 1991 and the 
relationship is now entering its 28th year. In 1991 we 
completed the first building of the Shizuoka factory 
equipped with an environment where potatoes with soil still 
attached could be pre-treated within the factory to maintain 
and improve their freshness. Establishing a food factory 
where we could manually undertake the peeling and removal 
of potato eyes from the outset strengthened our resolve to 
search for even more delicious ingredients. Meanwhile, JA 
Obihiro Taisho was considering how they could cultivate 
potatoes in a way that would set themselves apart from other 
regions. What brought us together in our shared concept for 
the security and safety of ingredients, was “foliage treatment 
by leaf chopper,” which we had been promoting as an 
environmentally friendly cultivation method that reduces the 
use of chemicals to as great an extent as possible. The most 
common method up to then had been to dig up the potatoes 
after the stems and leaves had been destroyed by chemicals, 
whereas foliage treatment by machine to reduce the use of 
chemicals is both time- and labor-intensive. However, 
knowing our determination to create even more delicious, 
high-quality SOZAI with ingredients that are secure and safe, 
JA Obihiro Taisho brought in 69 foliage treatment machines, 
enabling all the producers to start working together to 

produce secure and safe potatoes. 
These past 28 years of working in tandem with producers 
have helped create the relationship of trust that we now 
share. The Company manufactures and processes salads, 
croquettes and other dishes in-house made from raw 
ingredients, and we believe that it is precisely because we can 
ensure a stable supply of May Queen potatoes from 
September until May the following year that we are able to 
provide our customers with delicious SOZAI. To convey our 
appreciation to the producers, we are continuing initiatives 
every year whereby Chairman Kozo Iwata visits the 
producing areas in Hokkaido during the potato harvesting 
season to exchange information about harvesting conditions 
and other matters, and the producers visit our factories and 
stores and see for themselves the manufacturing processes 
that the potatoes they grew themselves go through until they 
become SOZAI, and can also see the sales promotions and 
the sales activities at the stores where we showcase our 
dedication to the ingredients. This has led to the long-
standing relationship of trust.  
We will continue to maintain a strong relationship of trust 
with producers, and provide our customers with secure and 
safe SOZAI that makes the most of the flavors of the 
ingredients.
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