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Always evolving to create
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and deliver true value
reflecting lifestyles
and personal values
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Takeshi Inoue
President and Chief Executive Officer

It is my pleasure to write this letter to
shareholders and investors for the year ended
March 2014. Firstly, | would like to report on the
performance of our business for the past fiscal

year.

In the past fiscal year, the Japanese economy
saw corporate earnings improve as the real
economic effects of Prime Minister Shinzo Abe’s
economic program (dubbed "Abenomics”)
gradually spread. This and other factors kept the
domestic economy on a continued recovery

track, as growth fundamentals held firm.
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Where consumer spending is concerned, signs
of recovery were evident particularly in the
consumption of durable items and services,
helped along by high stock prices and an
improved employment picture, as well as a
surge in demand ahead of Japan’s recent
consumption tax rise. At the same time,
however, the belt-tightening mindset among
consumers with respect to everyday food
product consumption remained as strong as
ever, as the food distribution industry continued

to face a daunting business climate.

Under these circumstances, we sought to
expand and entrench our business transactions
by providing functions to those business
partners facing complex issues and enhancing
our own capabilities with respect to

comprehensive proposals and solutions.

In terms of performance, consolidated net sales
increased 3.0% year on year to ¥2,388,226
million, reflecting broader initiatives mainly in
our low-sodium food products business.
Ordinary earnings, however, declined 8.3% year
on year to ¥17,172 million, with earnings
affected by fiercer competition sparked by a
preference for lower-priced options among
consumers. Similarly, net earnings declined
15.8% from the previous fiscal year to ¥9,657

million.
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Year-end Dividend of ¥21

Mitsubishi Shokuhin aims to maintain a stable
dividend, while balancing both the need to
invest retained earnings for continuous growth,
and the return of profits to shareholders.
Specifically, we have a goal of achieving a
consolidated dividend payout ratio of at least
20% for returning profits to shareholders as
dividends. In accordance with this policy, we
paid a year-end dividend of ¥21 per share as
planned. Combined with the interim dividend,
the annual dividend became ¥42 per share. We
also plan to pay a ¥42 per share annual
dividend applicable to the year ending March
31, 2015.
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Further Optimizing Management
Resource Allocation and
Strengthening Our Presence in
Growth Fields like Fresh and
Delicatessen Products

The fiscal year ended March 2014, the second
year of our Medium-term Management Plan
2015, we created innovations in our
organizational structure and positioned the year
as a chance to focus on seizing the initiative, and
have the measures and successes to prove it.

In terms of specifics, we reinforced our product
supply structure enabled by partnerships with
Mitsubishi Corporation (MC) Group companies,
broadened our distribution network in chilled
foods—where additional growth is expected in
the coming years—and strengthened our hand in
fresh and delicatessen products. Meanwhile, our
business alliance with Maruichi Co., Ltd., a
company with advantages in domestic fishery
product procurement and sales capabilities, is
working in tandem with our own nationwide
sales and distribution networks and marketing
skills as we make strides in further enhancing

our supply chain.
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We also continued to promote the development
of our management infrastructure. By pushing
Business Process Re-engineering (BPR) on a
companywide basis, we pursued extensive gains
in efficiency through reviewing operational
processes and aggregating the same types of
operations. And in our drive to strategically
allocate management resources, we
consolidated or scrapped distribution hubs,
improved asset quality through a review of
stocks and idle real estate held, and shifted
personnel to priority fields, such as the frozen

and chilled foods business.
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Organizational Change
Strengthened Sales Services and
Propelled the Group toward Full-
Scale Product Development

In the fiscal year ending March 2015, a key
objective is to have a strong presence in sales
services. To this end, we scrapped the Kanto
(Tokyo) Branch, reorganizing it under our
headquarters as Sales Division | and Sales
Division Il. In addition, while developing our
support structure for our business partners,
including headquarters functions, we also
overhauled the geographic distribution of our
sales bases. Along similar lines, we revised our
previously complex area-based Group-wide
sales structure, centralizing operations by
consolidating transactions at our headquarters,
while carrying out sales activities tailored closer
to specific regions. With respect to
manufacturing processes, we have consolidated
knowledge and functions once widely dispersed
in-house, and established a new Product
Development Division. We are taking advantage
of the procurement capabilities and
manufacturing functions possessed by the MC
Group as we move ahead with meticulous yet
dynamic product development that will
increasingly see Mitsubishi Shokuhin tap latent

consumer needs and revolutionize retail spaces.

As times change, so do consumer values. In this
context, Mitsubishi Shokuhin is committed to
always evolving to create and offer essential
value reflecting lifestyles and personal values.
Your continued support and understanding as
our shareholders and investors will be essential

to our success.

June 2014
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Financial Highlights
(Consolidated)
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Fiscal year ended March 31, 2014

2,388,226
B5/5H

¥2,388,226

million
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B ITIRREE 33.2% (792.37185H)
Processed foods business 33.2% (¥792,371 million)

KEBRRSEE 37.9% (906,12385HM)
Frozen and chilled foods business 37.9% (906,123 million)

BB ¥ 18.3% (436,01785HM)
Alcoholic beverages business 18.3% (¥436,017 million)

B F B % 105% (251,550875M)
Confectioneries business 10.5% (251,550 million)

mz O
Other

ft 0.1% (2,1638HM)

0.1%  (¥2,163 million)

NIBREE Processed Foods Busine

Intensifying Competition Driven by
Consumers to Lower-Priced Products

Net sales rose for the year atop more robust initiatives
targeting convenience stores and supermarkets, along with
growth in transactions with discount stores, home centers
and other retail entities that are expanding their food
product ranges. Profit-side performance, however, was not
the same as net sales, as more intense competition spurred
by a preference for lower-priced options among consumers
negatively impacted profitability.

Net sales for the year ended March 31, 2014 :
¥792,37 1million (3.1% up year on year)



KEBREE Frozen and Chilled Foods E

EHE LB ORIV LREKD HEMR

BHMFOENCPEERIESADEEY [CKHRARRR
G0 - KRB EEM D ERB TR L. BER—/N— X—/¥—
N—U v hRECOWMSIMENMUR Ulc, Ffeo AVEZ
TVRARTZEBIZND VI —BEBHDBERGEDSH Y,
TLEBEMERLELUR. ARETCIE. TLEHBRICKDER
BEDEN. Ffo. BPRLREICK VT LBFGEENE
NUfcfes. sIEERAZE TO2BREBFY T U

HEFETE LR 1 9,061523874M (FifFEE3.7%18)

PEEEES

Business Grew due to Heightened Drive
for Simpler Meals

Transactions mainly with large and small supermarkets
increased, as performance in frozen foods and deli-related
products remained firm, buoyed by the rise in single-
individual households and a growing preference for simpler
meals. The consequent growth in net sales also tracked
growth in the number of products displayed on
convenience store counters. Profits, however, declined year
on year, reflecting higher selling, general and administrative
expenses in line with sales growth, and a lower gross profit
margin due mainly to intensifying competition.

Net sales for the year ended March 31, 2014 :
¥906,123million (3.7% up year on year)

Alcoholic Beverages Business
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Successful Cost Reductions Mainly by
Cutting Distribution-Related Costs

In addition to long-term market contraction linked to societal
aging and other demographic trends, performance was adversely
impacted by the rising share of lower-priced products, such as
beer-like beverages and low- and non-alcoholic beverages, as
consumer tastes change and the preference for lower-priced
options grows more entrenched. Net sales were nevertheless
higher for the year, mainly reflecting brisk sales of premium beer
and certain other premium-priced products stimulated by Japan's
emerging economic recovery. Growth was also fueled by a surge
in demand ahead of Japan's recent consumption tax increase. In
terms of profit, progress in reducing costs, most notably
distribution-related costs, led to improved profitability despite an
otherwise challenging operating environment.

Net sales for the year ended March 31, 2014 :
¥436,017million (0.4% up year on year)

HEFEE Confectioneries Business
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HEFEFE LR  2,515(850875M (FifFHh4.8%18)
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For detailed financial information, please refer to Mitsubishi Shokuhin’s website.

Robust Profitability Management and
More Precise Operations Improved Profits

Net sales increased on strong convenience store
performance and growth in transactions with large
supermarkets, drugstores and other retailers. Profits also
improved despite continued adversity in the operating
environment, as more robust profitability management
and greater precision in distribution operations and other
areas lifted profits higher.

Net sales for the year ended March 31, 2014 :
¥251,550million (4.8% up year on year)

http://www.mitsubishi-shokuhin.com/en/
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Mitsubishi Shokuhin’s

Product Development Capabllltﬁ”
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Mitsubishi Shokuhin’s Product Development
Capability Using the Entire Value Chain
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Leveraging points of contact with retail
fields to identify detailed consumer
needs. Feedback to production

regions and manufacturers
leads to better
product development
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Mitsubishi Shokuhin
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(Domestic/
Overseas)

Guided by the concept of becoming a Value
Chain Coordinator, Mitsubishi Shokuhin is
meeting the challenge to develop initiatives that
transcend the traditional boundaries of the
intermediary food industry.

Product development based on our proprietary
marketing approach is a step in this direction.
Here, we leverage our key advantage—points of
contact in upstream manufacturing and
downstream retail sales fields—in consumer-
oriented product development guided by
marketing from the standpoint of prospective
buyers.

Discern Up-to-the-Moment
Consumer’s Images from
Multifaceted Data

As consumer lifestyles diversify, the relationship
between consumer needs—specifically the
desire for a particular type of product—and
actual products and services becomes more
complex. This sentiment is increasingly being
voiced by manufacturers, who seek to create
attractive products that win consumer support,
and the retail industry, which is looking to stock
products that consumers want to buy.

To address these needs, Mitsubishi Shokuhin is
committed to consumer-oriented product
development. These efforts revolve around our
distinctive Lifestyle Marketing approach. Based
on sales register purchasing history (ID-POS),
Lifestyle Marketing involves the addition of
multifaceted research and analysis to create an
up-to-the-moment image of the consumer that is
typically hard to visualize.



SATAIAINR—T T4 VT &G VITDEE
BRE (ID-POS) AR—XI(C. LENGHEE - D=
ABDTET, BREEBDBHEZDIOVEFTEDVE
DERZERADFECTT. —ERBNID-POSDT—I 5
METOBRE BRI E] [TrEhY] [ZEe-%i)
I\SE| [fEE] BE BEHQIC ORI ZSBRF—
D—RDERMIZEREICTVET, NI, &
EET VTR A VI 21—V ERBEDRAE
F—I9REREHOEDTET. 10BUDEFEIAS
([CH¥E, EFEDSA ITAIA IV EEEGZ D
N<IPET DI ETIRDODY—T v hZEFR L. &V
MROGERBRERIC DRI TVETD,

BIZ(F. EEXZEREEEUCKHIVIIY (28
INIT—FZ v I RX] o, EREFENMHOEREL >
VHEEAER [RU—LRXF—L]. 5&>EDEREX
L2 [KRIBE3I00M VU —X] & EFERRIC
KD ERAHEDBHFBERICEBITVEYT (REDE
BICDWTIF, Close UpZzEISIRIETL),

Fo. BHEBNZBRICHUTERD - Z2HEIC
KHOHNDH, ZFBRTFEEZBESEAGYR
BZERUCHEAFIBEZF >THY. I5ITAH
Db Z">TWVWEFT,

EEBRIN—T 0B & 5iE

=ZEBRHIBEERACIKIETC LT, SA4TRYA
W=7 T 4 VT EHICKERRBRS EIRO>TVDDN,
ZEmEII—TDEERRY ND—TJTT, IR,
SATRAIAINR =TT 4V TICK>THSNITIES
JeEFE - —XCEDE, REVHBRERKEERIC
KHENBDARY T [CIHU T, RERREIEN ZH5R
NS FYE - 58ZET D L DUREE R > TVE T,

SHODIITHS. WEREFE - —XDODMICED
T BN - BAISRVKS SNIE=E/B T IL—TD
Xy D=0 HEFRBURBNS, BEULELTBIEE
BEDTATAY A )28 ICIe A TcEmPEFICE ) HE
ATVWEFT,

For example, when analyzing ID-POS data,
keywords that could describe a purchasing
trend, such as “health,” “niche,” “safety and
security,” "small volume,” or “easy to use” are
defined for each individual purchase. When
paired with consumer questionnaires, interviews
and other distinctive research data, this allows
consumers to be categorized into 10 specific
types. Meticulously identifying consumer lifestyle
and purchasing trends allows Mitsubishi
Shokuhin to predict future markets, leading to
more effective product development.

Examples of this kind of consumer-oriented product
development are growing steadily, and include Zen-
noh Pancake Mix, a blended rice flour mix made
from rice produced in Japan; Dream Steam, a
product for microwave cooking that makes
preparing fresh ingredients quick and easy; and the
Dai Ginjo 300ml bottle series of rice wine (sake),
for consumers desiring a small taste of luxury. (See
“Close Up” for other recent examples.)

Safety and peace of mind are constant concerns for
the food we eat daily. That is why Mitsubishi
Shokuhin, among other advantages, has both a
strict quality assurance framework and a product
development structure that emphasizes quality, and
is committed to making these systems even better.

Utilizing the Strength of the
Mitsubishi Corporation Group’s
Capabilities

In food product development, Mitsubishi
Shokuhin has Lifestyle Marketing and another
major advantage—the robust network of the MC
Group. To give an example, based on consumer
needs made evident through Lifestyle Marketing,
we are able to identify and procure the best raw
ingredients and materials worldwide to match
the quality, price and other specifications of a
finished product.

Going forward, Mitsubishi Shokuhin will continue
to pursue product development that accurately
reflects the dramatically changing lifestyles of
consumers, making the most of the domestic-
and globe-spanning network of the MC Group
based on meticulous analysis of consumer needs.

11
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Rice Makes “Convenient, Tasty and Fun” a Reality

[cocome (@ax)] ¥Y—=X
The cocome Series
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Consumers have expressed the desire to
select rice in their choice of flavors to match
the main entree for a particular day, to
purchase a rice product that isn’t heavy or
bulky and is just the right size for a
shopping bag, and rice offering the same
freshly harvested taste that is common with
fruits and vegetables. Based on this
consumer feedback, we proposed a new
relationship to rice with the launch of the
cocome series of no-rinse rice in four-person
serving sizes.

Recognizing that the main players in the
food market are shifting from larger families
to single individuals and small families, our
anticipated targets for this product are
individuals, coworkers, and senior citizens.
With a lineup of 10 different types of no-
rinse rice, including the famed Sorachi
Yumepirika brand from Hokkaido, Japan,
cocome is winning support across Japan for
making it easy to enjoy rice from different
growing regions.
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Deli Dishes Enjoyed by Both Kids and Seniors
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Yawaraka Rakuchin Osozai
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In Japan, where societal aging is occurring
at a pace unmatched anywhere, the
development of products specifically for
seniors is an increasingly vital issue.

As the percentage of deli dishes purchased
by seniors grows each year, research by
Mitsubishi Shokuhin has clearly identified a
strong need for foods that can be easily cut
with chopsticks and softer prepared dishes.
With the Yawaraka Rakuchin Osozai line of
deli dishes, we have captured this consumer
trend with a concept that emphasizes
prepared dishes that are softer and easier
to chew, simple to enjoy, and above all,
delicious.

Thanks to the functional appeal of foods
that are softer and easier to eat, this new
product line can be enjoyed by seniors and
children alike.

In step with growing health consciousness,
the largely vegetable- and fish-based menu
of this product line is scheduled to go on
sale in September 2014.
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Mitsubishi Shokuhin’s Product Development Capability
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Responding to Diverse Deli Needs
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Expanding and Strengthening Deli
Dishes for Supermarkets
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The expectations that consumers and
retailers alike have for the prepared dishes
sold at supermarkets are increasingly
diverse with respect to price, quality
variation, and readiness for delivery in small
order sizes. With these factors in mind,
Sairyo Delica, a Mitsubishi Shokuhin affiliate
and producer of deli dishes supplied mainly
to supermarkets in Japan’s Kanto region,
launched operations at a new plant in
February 2014, designed to expand
production lines and functions related to
prepared dishes.

Mitsubishi Shokuhin is proposing the full
range of functions present at the Sairyo
Delica production site, resulting in detailed
product creation tailored to the specific
conditions that retail industry companies
face.

In addition, we are bolstering
ties further with Mitsubishi
Corporation affiliates, building
connections with Mitsubishi
Shokuhin’s marketing function
strengths while also developing
new fishery and livestock
products and prepared dishes
from a consumer-facing
perspective.
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Supporting Overseas Homestays
for Child Disaster Victims
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Mitsubishi Shokuhin is part of the “Support Our Kids
Project,” an effort led by foreign embassies, Japan's
Ministry of Foreign Affairs, and NPOs dedicated to
providing continued support to assist child victims of
the Great East Japan Earthquake in living independent
lives. In partnership with longtime clients affected by
the disaster, Mitsubishi Shokuhin is involved in one
aspect of this project, the Overseas Homestay Program,
which places young people in homestays in places
including Ireland, Canada and New Zealand.
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Rice Terrace Exhibition and Seminar
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In January 2014, Mitsubishi Shokuhin, in collaboration
with NPO Tanada Network and Mitsubishi Corporation,
sponsored a rice terrace photo exhibition and seminar
in Marunouchi, Tokyo, entitled, “A Glimpse of Rice
Terraces through the Rhythms of the Lunar Calendar.”

While snacking on rice balls made from terrace-
harvested rice, participants listened to a rousing talk on
the beauty of Japan’'s rice terraces by photographer
Kenji Aoyagi.

Topics
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Mitsubishi Shokuhin conducts CSR activities with
a commitment to safeguarding and passing
forward into the future lives of dependable
certainty and abundance.
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Support and Participate in U.N.
World Food Program Activities
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In the drive to eliminate hunger, the United Nation’s

World Food Program (WFP) held the “WFP Walk the

World for Africa” charity walk and the “WFP Essay

Contest 2013," the theme of which was memories of

school lunches (or lunch box from home), in Yokohama,

Japan. Mitsubishi Shokuhin co-sponsored the events,

which also saw participation from numerous employees

and their families.
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Employees’ Lunchtime Volunteering
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Volunteer activities are held during lunch hours to
foster social consciousness among employees and
encourage participation in future CSR programs.
Employees produce Braille stickers to be placed on
packages sent to visually impaired individuals and
donate them to the Japan Braille Library.

\
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President and Chief Executive Officer
Takeshi Inoue

Director, Senior Managing Executive Officer
Tadanori Imamura

Director, Senior Managing Executive Officer
Yoichi Noda

Director, Managing Executive Officer
Minoru Nakamura

Director, Managing Executive Officer and
Chief Financial Officer
Daiichiro Suzuki

Director, Managing Executive Officer
Akira Murakami

Director
Takehiko Kakiuchi

Full-Time Corporate Auditor
Kazuya Kawaguchi

Full-Time Corporate Auditor
Koki Taguchi

Corporate Auditor
Seisui Kamigaki

Corporate Auditor
Naoto Onuma

Managing Executive Officer
Masatoshi Hoshi

Executive Officer
Tadafumi Furuya

Executive Officer
Norio Okada

Executive Officer
Keiji Kawakita

Executive Officer
Kazuhiro Makino

Executive Officer
Yoshiyasu Miyata

Executive Officer
Yoshio Shimada

Executive Officer
Masatsugu Nakagawa

Executive Officer
Toshio Arai

Executive Officer
Yoshihiko Sugiyama

Executive Officer
Masahiro Hara

Executive Officer
Yoichi Ichiura

Executive Officer
Toshiki Furuya
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Executive Officer
Toyohiko Matsuzawa

Executive Officer
Yasuo Yamamoto

Executive Officer
Koichi Enomoto

(Note 1) Takehiko Kakiuchi is an outside director
as provided for in Article 2-15 of the
Companies Act.

(Note 2) Kazuya Kawaguchi, Seisui Kamigaki and
Naoto Onuma are outside corporate
auditors as provided for in Article 2-16
of the Companies Act.
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1. Number of Shares

Authorized share capital: 140,000,000 shares
Number of shares issued: 58,125,490 shares
(including treasury stock of 984,768 shares)

Unit share: 100 shares

2. Number of Shareholders: 6,027

(increased by 423 people year on year)

3. Major Shareholders

Thousand shares %
Mitsubishi Corporation 35,416 60.93
Nippon Suisan Kaisha, Ltd. 809 1.39
Ajinomoto Co., Inc. 803 1.38
NISSHIN FOODS HOLDINGS CO., LTD. 803 1.38
Nichirei Corporation 700 1.20
Maruha Nichiro Foods, Inc. 686 1.18
Kirin Brewery Company, Limited 680 1.16
Suntory Beer & Spirits Limited 669 1.15
House Foods Corporation 603 1.03
TableMark Co., Ltd. 600 1.03

(Note) Figures less than 1,000 shares are rounded down.

In addition to the above, the Company has treasury stock of 984 thousand shares.

Share Distribution
by Number of Shares Owned

\ |

Share Distribution by Owner

EWEAN  46,706,364% 80.35% 100#A L 35416,459% 60.93% Domestic companiess 46,706,364 shares ~ 80.35% 1 million or more shares 35416459 shares 60.93%

SRk 4,550,800  7.83% 10B#%E  16.739.175% 28.80% Financial institutions 4,550,800 shares ~ 7.83% 100,000 to under 1 million shares 16,739,175 shares  28.80%

BA-ZOfts  3,306311#%  569% 1HHUE 3116864#%  5.36% Individuals and other 3,306,311 shares  5.69% 10,000 to under 100,000 shares 3,116,864 shares  5.36%

AEFEANE  2420921%  4.17% 1.000#LL L 2.041.102%  351% Foreign companies 2420921 shares  4.17% 1,000 to under 10,000 shares 2041102 shares  351%
mEcH 984,768%  1.69% W100#LLE 795491%  1.37% M Treasury stock 984,768 shares  1.69% M 100 to under 1,000 shares 795491 shares  1.37%
WEEsRT 156,326%  0.27% W 100#KTE 16,399%  0.03% M Securities companies 156,326 shares ~ 0.27% M Under 100 shares 16,399 shares  0.03%
& &t 58,125,490 % & &t 58,125,490 % Total 58,125,490 shares Total 58,125,490 shares
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Corporate Name Mitsubishi Shokuhin Co., Ltd.

Head Office 1-1, Heiwajima 6-chome, Ota-ku,
Tokyo

Common Stock ¥10,630,291,250

Number of Employees 4,299

Main Business Mainly wholesale of processed

Lines foods, frozen and chilled foods,

alcoholic beverages and
confectioneries in Japan and

overseas, as well as other business
activities, including distribution and

other services.

Main Business Branches:

Bases Hokkaido, Tohoku (Miyagi),
Chubu (Aichi), Kansai (Osaka),
Chushikoku (Hiroshima), and
Kyushu (Fukuoka)
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