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38 Policy 3  Promotion of DiversityThe Morinaga Group traces its roots back to the commitment of its founder Taichiro Morinaga to deliver highly 
nutritious and delicious Western confections to the people of Japan. Beginning with caramel, which he 
learned about in the United States, it was his vision to bring foods from Japan to the world and create food 
culture beyond borders. His commitment has been passed down over the years, regardless of changes in the 
times and business environment, becoming a driving force behind the Morinaga Group’s growth.

Cautionary Statement about Forward-looking Statements
This report contains forward-looking statements on such matters as the Morinaga Group’s plans, strategies, and business performance. These statements are based on judgments made using 
information obtainable at present. Consequently, actual performance could vary greatly from forecasts because it is subject to various risks and uncertainties. Elements affecting forward-looking 
statements include the economic environment surrounding the Morinaga Group’s business domains, competitive pressures, relevant laws and regulations, changes in the development status of 
products, and fluctuations in foreign exchange rates. However, elements affecting future forecasts are not limited to these. Furthermore, the Company applied the Accounting Standard on Revenue 
Recognition (ASBJ Statement No. 29; March 31, 2020) from the beginning of the fiscal year ending March 31, 2022. Monetary amounts and indicators appearing in this report are based on this 
accounting standard.

The Morinaga Group’s Corporate Philosophy is composed of Our Mission, Our Visions, and Our Commitments. 

Our Mission states how the Group will contribute to society, and Our Visions comprise the five visions that we will pursue toward 

the future. Our Commitments represent the values that we have developed during the more than 100-year history since the founding 

of the Group and will continue to uphold as our firm belief for many more years to come. To describe the essence of our Corporate 

Philosophy in one expression, it is “Delicious, Fun, and Healthy.”

The Morinaga Group will continue to create healthy foods that 

can be enjoyed beyond generations, thereby bringing smiles to the faces of people 

around the world now and in the future.

Delicious, Fun, and Healthy

Give first priority to customers 

Be a pioneer

Have an indomitable spirit

Value ties between people 

Align our business imperatives with social challenges

The Morinaga Group’s Corporate Philosophy

A
ltruism

Good quality
Pursue quality with integrity

Only-one value
Create new value and inspiration

Act globally
Expand the scope and 
possibilities of activities

Link together
Strengthen relations of 
trust with stakeholders

Sustainable society
Contribute to a sustainable society
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The Morinaga Group has been consistently providing customers with new value and inspiration, while 

responding to changes of the times and those in the lifestyles of customers. Through continuing to make 

food that helps to keep people’s mind and body healthy, from today to tomorrow and from one generation 

to the next, we will continue to bring smiles to the faces of people around the world.
Net sales
(Billion yen)
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*Product names and images as of October 2021.

* Consolidated net sales from FY1978/3

1913

Milk Caramel
1919

Milk Cocoa 
1923

Marie
1957

Morinaga Hotcake Mix
1967

Choco Ball
1973

Morinaga 
Ramune

1974

Morinaga 
Amazake (canned)

1972

Choco Monaka Jumbo
1971

Koeda
1975

HI-CHEW
1982

Ottotto
1989

Ice Box
1993

DARS
2006

Morinaga 
Collagen Drink

2009

in Bar
1994

in Jelly
2003

Carré de chocolat

History of the Morinaga Group’s Value Creation

History

Brands more than a century old Brands more than 50 years old Brands more than 10 years oldBrands more than                                30 years old

1899
 Founded as Morinaga’s  
Western Confectionery Shop

1904
 First in the industry to require 
employees to wear uniforms to 
enhance hygiene

1905
 Registered our first symbolic trademark

1912
 Company name is changed to Morinaga & Co., Ltd.

1918
 Releases the first domestically produced 
milk chocolate in Japan

1919
 The first in the industry to introduce  
an eight-hour work day

1915
 Begins manufacturing biscuits

1928
 Develops Morinaga Belt Line Store 
(sales network)

1937
 Holds the first Morinaga Mother’s Day Meeting 
to popularize Mother’s Day in Japan 

1956
 Commences frozen desserts business

1961
 Establishes Taiwan Seika Co., Ltd. 
(currently Taiwan Morinaga Co., Ltd.)

1983
 Commences the health business

1995
 Introduces Morinaga HACCP

2000
 Morinaga’s four factories in Japan obtain ISO 14001 certification

2003
 Establishes Morinaga (Shanghai) Co., Ltd., 
(currently Shanghai Morinaga Co., Ltd.)

2004
 Commences direct marketing business

2008
 Establishes Morinaga 
America, Inc.
 Launches the “One Chocolate 
for One Smile” campaign

2010
 Establishes Morinaga Food 
(Zhejiang) Co., Ltd.

2017
 Obtains Platinum Kurumin 
certification, a symbol of 
a company supporting 
childcare.

2018
 Morinaga’s factories in 
Japan and production 
subsidiaries obtain FSSC 
22000 certification
 Morinaga is recognized 
as a Certified Health & 
Productivity Management 
Outstanding Organization 
(Large Enterprise Category 
[White 500])

2019
 Establishes Morinaga  
Asia Pacific Co., Ltd.

2020
 Releases sustainable 
raw materials 
procurement policy  
and medium-term 
targets

2011
 Establishes Takasaki 
Morinaga Co., Ltd. as 
flagship factory

1971
 Establishes Consumer Room  
(customer service departments)

Paving the way for the modernization of 
Japan’s confectionery industry
Our founder Taichiro Morinaga, who spent 11 
years in the United States learning about 
confectionery manufacturing technology, 
founded Morinaga’s Western Confectionery 
Shop with the commitment to deliver highly 
nutritious and delicious confections to the 
people of Japan. With the aim of modernizing 
Japan’s confectionery industry, the company 
created a foundation for the confectionery 
business in Japan such as mass production 
with machinery and mass sales by 
establishment of sales networks and advertising, spreading Western 
confections nationwide in the process. 

Delivering deliciousness and smiles to people 
around the world
In 1961, we established Taiwan Seika Co., Ltd. (currently Taiwan Morinaga 
Co., Ltd.) as a joint venture company. In 2003, we established Morinaga 
(Shanghai) Co., Ltd., (currently Shanghai Morinaga Co., 
Ltd.) with an eye toward expanding our overseas 
business focused on HI-CHEW, and in 2010 we 
established Morinaga Food (Zhejiang) Co., Ltd. Our 
inroads into the United States market began in 2008 
with the establishment of Morinaga America, Inc., 
followed by Morinaga America Foods Inc. in 2013 
marking the start of production and acceleration of 
business growth. Continuing our efforts to deliver 
value to people around the world, in 2019, we 
established Morinaga Asia Pacific Co., Ltd.

Generating new value pivoting  
around technology
Morinaga has continuously refined its manufacturing technologies for 
confectioneries and foods and expanded its sales with the aim of 
bringing a richer diet to the people of Japan, starting from caramel, 
chocolate and cocoa during its founding. We entered the frozen 
desserts business in 1956 and the health business in 1983.

From these businesses, we created a number of new mainstay 
products that have become hits today including HI-CHEW from our 
manufacturing technology for Milk Caramel, Choco Monaka Jumbo using 
our technologies for baked confections and chocolates, and in Jelly 
utilizing our expertise in training and nutrition.

1920 19801899 19601910 1930 19901940 20001950 2010 20201970
Meiji (1868-1912) Heisei (1989-2019) Reiwa (2019 to present)Taisho (1912-1926) Showa (1926-1989)

Morinaga’s Main Brands

2013
 Establishes Morinaga America 
Foods, Inc.
 Develops proprietary health 
ingredient called PassienolTM 
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At a Glance

Reporting 
segments

Strategic Business Categories
Business Overview/ Strengths

Net Sales/ Operating Income Main Products

In the domestic confectionery and foodstuffs business, we are 
constantly creating new and delicious food solutions pivoting around 
our long-selling brands such as Morinaga Biscuits, Choco Ball,  
HI-CHEW, and Morinaga Cocoa.

Commanding our proprietary food processing technologies 
combining innovations with our traditions of more than 120 years in 
business, we are working on value creation that contributes to people’s 
healthy and vibrant lifestyles including high cacao chocolate, cocoa 
drink, and amazake drink blending deliciousness and health functions.

We deliver products with unique texture and taste based on our 
long-standing technologies cultivated in our domestic business to 
customers around the world together with the Morinaga Brand and 
our Corporate Message of “Delicious, Fun, and Healthy.” Currently, we 
have operations in the United States, China, Taiwan, and Thailand, and 
we are looking to further expand our business footprint.

We continue to deliver value and inspiration to customers through 
products made with our proprietary technologies and the Group’s 
unique confectionery and foodstuffs technologies showcased in our 
top brands of Choco Monaka Jumbo and Ita Choco Ice ice cream bars, 
and we have seen their net sales increase 20 years running. Our 
marketing, which concentrates management resources on mainstay 
brands, has also enabled us to build businesses with high profit 
margins.

We are working to create new value aimed at “health of mind and 
body” through foods. in Jelly, which replenishes nutrition anywhere 
and anytime based on sports science theory, has maintained its top 
share in the jelly drinks market for 26 years. Our product initiatives 
in the “in-” brand are meeting the health needs of various lifestyles in 
modern society.

We support customers’ wellness life by directly bringing products 
with both function and deliciousness to consumers. Morinaga Collagen 
Drink, which is sold exclusively in the direct marketing channel, has 
sold more than 200 million units to date*1, making it the best-selling 
collagen drink in Japan*2.

*1. For existing products, as of April 2019 (survey by Morinaga & Co., Ltd.)
*2. Source: H.B. Foods Marketing Handbook 2021 No. 1, Fuji Keizai (beauty 

effect/ collagen category/ 2019 results), for the Morinaga Collagen Drink 
series, including products before and after updating.

In the food merchandise business, we develop and market 
commercial-use food ingredients. In the real estate and services 
business, we own real estate properties and manage golf courses. In 
the other services business, we research, develop, manufacture, and 
market food allergen test kits and other products.

The Morinaga Group engages in the food manufacturing, food merchandise, and real estate and services 

businesses. The food manufacturing business, which accounts for 96% of the Group’s net sales, includes 

three business divisions forming the core of the Group’s business activities. 

HI-CHEW

HI-CHEW

Choco Monaka Jumbo

Ita Choco Ice  
ice cream bars

Morinaga Biscuits 
(Marie)

in Jelly

Morinaga Collagen Drink

Couverture Chocolate

Food allergen 
test kits

in Bar

The Morinaga Group Today

Reach of the Morinaga Group (As of June 30, 2021)*
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(Billion yen)

(Billion yen)

(Billion yen)

(FY)

(FY)

(FY)

(FY)

(Billion yen)

Net Sales Operating Income

 Confectionery and  
Foodstuffs 

54.4%

 Frozen Desserts 

23.5%

 Health Products 

18.0%

 Others 
(Food Merchandise, Real Estate  
and Services, Other Services) 

4.1%

 Confectionery and  
Foodstuffs 

31.9%

 Frozen Desserts 

35.3%

 Health Products 

26.5%

 Others 
(Food Merchandise, Real Estate  
and Services, Other Services) 

6.3%

 

Morinaga America Foods, Inc.

Morinaga America, Inc.

Taiwan Morinaga  
Co., Ltd.

Shanghai Morinaga Co., Ltd.

Morinaga (Zhejiang) Co., Ltd.

Morinaga Bioscience (Thailand) Co., Ltd.

Morinaga Asia Pacific Co., Ltd.

Morinaga Group

19 companies

Employees: 2,911

North America

Group companies: 2
Employees: 157

Asia (excluding Japan)

Group companies: 5
Employees: 373

Japan
[Morinaga & Co., Ltd.]

Business locations: 1research center,  

4 factories, and 2 supervising branches

Employees: 1,493
[Group companies]

11  

Employees: 888

Morinaga Group

Net Sales and Operating Income (FY2021/3)

Net Sales

199.9 billion yen

Operating Income

19.1 billion yen

* Listed consolidated companies and non-consolidated companies accounted for  
using the equity method. Employees represent total for consolidated companies.
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Financial and Non-Financial Highlights
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Financial Highlights

Non-Financial Highlights

Net Sales

*1. Figures are non-consolidated for Morinaga & Co., Ltd. as of April 1 of each fiscal year 
*2. Frequency of occupational accidents indicates the number of injuries/ fatalities (not including sick or injured due to non-lost work time accidents) due to occupational accidents per one million 

working hours. (Figures for Morinaga & Co., Ltd. factories and production-related companies.)
*3. Frequency of occupational accidents indicates the number of injuries/ fatalities (including sick or injured due to non-lost work time accidents) due to occupational accidents per one million 

working hours. (Figures for Morinaga & Co., Ltd. factories and production-related companies.)
*4. Consolidated basis
*5. Figures for FY2019/3 are for each production site. Figures for FY2020/3 and onward are for the Group on a consolidated basis.

* The Company applied Partial Amendments to Accounting Standard for Tax Effect Accounting, etc., from FY2019/3. Figures for FY2017/3 and FY2018/3 were retroactively adjusted in line with this 
accounting standard.
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