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 Our aim is to be a company of integrity that our customers, shareholders, business clients and
 partners can rely on through conducting sound business practices.

 We create a rich, mature culture in which people respect each other's differences and contribute
 to realizing a comfortable and pleasant society.

 We will present delicious, healthy and high-quality food to people all over the world with value,
 to provide a rich dining table, a time to enjoy life, and a place where people can gather
 and connect.

To be honest.
To value the Golden Rule. We cherish the heart and the mind and seek to do unto others as we

 would have done unto us, without discrimination, with an open mind and with respect for others.
To keep improving ourselves by being humble and sincere.
To prioritize teamwork with mutual appreciation.
To be always taking on new challenges, with the aim of being the best in the world through

 repeated ingenuity.

Copyright © 2024

Management philosophy

03



Copyright © 202404



Founded   June 1, 1979

 Incorporated   June 1, 1982

Ryota Kuze

 Sales   \

 Main business  

    St.Cousair, Inc. tlandia Foods, Inc.

 Brands

average number over the past year.

Operating 171 brand stores such as St.Cousair, Kuze Fuku & Co., and 

Copyright © 202405



St.Cousair

dressings, and other products that add color and 

richness to the dining table.

Country Com ort
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St.Cousair
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delicious.

Kuze Fuku & Co.
The Japanese Gourmet Store
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Kuze Fuku & Co.
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brand originating in the U.S. to market products made by our 

products.

U
SONS

St.Cousair, Inc.
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through its products, aiming to build a healthy and happy 

Healthy. Happy. Together.

tlandia
Foods

ortlandia Foods
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Get direct
Customer Feedback

development

Customers

that meet their needs

Retail
Global

Company Farms
& Contract Farmers

through various sales channels.
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    settlement

sales commission 

Customers

FeaturesFeatures

Items handled 

Brick & Mortar
Stores

Group sales composition 70 Group sales composition 6

Kuze Fuku
Online Shopping Arcade

Dashi, rice toppings, rice crackers, delicacies, 
Japanese seasonings, alcoholic beverages, etc. 

seasonings, etc.

Arcade .
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Oregon
St.Cousair,Inc.

9.0 8.5 8.8

12.8

0.6

Group sales composition 17 Group sales composition 7Global

Features

Sales trends

Features

St.Cousair,Inc.

Main customers are retail companies operating supermarkets. 

companies in various countries, mainly in the United States, 
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\

sales channels in each occasion. 
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In order to meet the demand for Japanese food overseas and the desire to support food manufacturers affected by 
the 2011 Great East Japan Earthquake, we expanded our business from a Nagano makers’ brand to a food SPA 
with global goals, and started Kuze Fuku & Co. in 2013.

Desire to create a system that can 
support food manufacturers 

affected by the disaster. 

Based on the concept of “The Japanese Gourmet Store,”
we offer a product lineup centered on authentic Japanese food 

with an eye toward overseas expansion.

Realization that there is a clear 
need for Japanese food overseas
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     U.S. business 

69.9

98.0
107.6 110.9 108.5

141.6

178.6

191.6

Consolidated sales 

      Madarao Kogen Farm Co., Ltd.       Madarao Kogen Farm Co., Ltd. 

From the beginning of Autumn 2023, same-store sales slowed down due to a reactionary decline from exposure on major TV 
programs from the previous year, and customers becoming more frugal due to soaring food prices. Due to factors such as an 
increase in wholesale promotional expenses, sales increased but profits decreased compared to the previous fiscal year.  

We are targeting an operating profit margin of 10% as a target value for the 
important management indicators that account for the progress of our 
growth strategy, which is a priority for management.

increased from FY2018/3 to FY2020/3 due 
to an increase in expenses during the 
start-up period of our US subsidiary and a 
period of liquidating unprofitable stores. 

improved significantly in the fiscal year 
ending March 31, 2021 as the US subsidiary 
became profitable and the liquidation of 
unprofitable stores was completed. 
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111

95

75

2021
Domestic 
restaurants, 

Food service 
industry 

2021

Domestic
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15,579
16,919

22,086

25,199
27,505

4.2

2.4
2.6

2.9

.

.8

Food 

Market size

2022

Food, beverages, 
alcoholic beverages

interior

Automobiles, motorcycles, 
parts, etc.

Others

27,505

25,528

18,222

9,191

25,499

4.16

42.01

52.16

8.24

29.59

21.56

1.89

TOTAL
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1

2
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Sales composition ratio

90stories behind the suppliers and products. 

customer needs to product development, reducing development 
speed. 

   through retail sales.
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High

Company A Company B

Company C

Convenience Stores

 Our brand positioning

62
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Japan USA
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68

Main stores 

Store opening area 

companies in each region 
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Our company

Supplier

500+
Suppliers

value chain

Supplier

Food 
maker

trading company

Retail store

Development

Retail

50.0
44.5

100,000

50,000

45,000

5,000

Composition
ratio

100

50

45

5

Sales

Selling, general, and 

Operating income
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and development Sale 

diverse backgrounds carry out 
p r o d u c t  p l a n n i n g  a n d  
development in a high cycle 

consumers in each country. 

design that are locally tailored 

product planning, development, 
and improvement.
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B
to
B

Consumer trends

and global customers 
based on consumer 

March 2024

    speed up the cycle

17 total sales March 2024

    more countries

Global

7 total sales

FranchisesB
to
C

    mainly in regional areas

March 2024 70 total sales March 2024 6 total sales

Copyright © 2024

Mutual Marketing combining various sales channels
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Customers

Get direct Get direct
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Customer loyalty is increasing, and the

 composition ratio are improving.

 through a digital supply chain system,

 visualizing the production status and

 St.Cousair and Kuze Fuku & Co.

 strengthened by M&A.

Domestic Business

 recognized.

Global Business
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     current release is detailed here. 

     importance. 

Update

Customer loyalty is increasing, and the 

customers is increasing. 

supply chain system, making production status 

& Co.

recognized. 

Customer loyalty is increasing, and the number and sales 

product producers through a digital supply chain system, 

supply system. 

Kuze Fuku & Co.

D
om

estic B
usiness

G
lobal B

usiness
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Details

Increased Customer Loyalty
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Domestic Business Summary

Domestic Business
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General
Customers

Customers

Fan
Customers

App Members

580,000

 our stores

Grasping the brand image that our customers perceive

 by store customers

Fan

 and  based on program results

2,500N
participating in the program

Increased brand loyalty
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Domestic Business
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Other customer loyalty improvement measures 

Domestic Business

2024

Improving store customer service

through an undercover customer service survey conducted by 

evaluation sheets and moved to the operational phase.

Activities this term

Improving

Customer service
undercover investigation

and problem solving to solve problems

Consulting company

Manager

0

100

200

400

500

600

700

AprMarFebJanDecNovOctSepAugJulJunMayApr

36



Building recovery
momentum 

 products 

 categories based on needs 

 products 

S
al

e
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Other customer loyalty improvement measures 

Domestic Business
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Developed at directly managed 

Brand Management

Mainly commercial

and department stores close
to residential neighborhoods in
urban and suburban areas

stores

Centered on
Suburban Outlet
Malls

stores

Currently
Roadside in regional
cities

Store opening location
By Management

 By Brand

Result ResultStore Openings

stores

Franchises

Total

2

9

11

1

14 Stores
opened
Stores
closed

12

4

21

4

17

1

28

8 2

16

7

10

5

10

22

11

4

14

1

11

0

27
67 74 77

90 10747
50

41
64 70 69 50

51

119

52

128

54

40 56
77

100
119 124

142

28 22 16 15
16

154

16

164

16
1

2
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Other Customers

All Customers

Brand Loyalty
increases

All CustomersSt.Cousair

marketing are embodied in
concrete product ideas, including

technologies, in the product
development laboratory.

 and test marketing

Cooperating
FactoriesU
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Brand

Domestic

USA

Current Future

production

production

Currently
15 Cooperating
Factories

 categories that are not  
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Domestic Business
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Cooperating
Factory A

Management

 sales plans due to changes in sales trends  

 inventory status. Improved accuracy and  

 appropriate inventory.

Control
Department

Sales
Department

Our
Company

Cooperating
Factory B

Cooperating

Sales
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Domestic Business
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Current phase

 hypothesis 

Customer analysis 

Store strategy 
and lead to the

Strengthening
phase phase

Business model

Fits the Market

Copyright © 2024

Domestic Business
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ClientDevelop Sell

brands that could become the  development, production, and sales  
 possible to build an even stronger  
 competitive advantage. 

Feedback

Feedback Feedback
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Domestic Business
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 recognized.

Details

USA

Asia

Others
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Global Business Summary

Global Business
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Target Supermarkets in the US Target

range.

200Locations

customers, and promote sales rather 
than selling individual products.

relatively easy to introduce compared to 

High

Middle

High end
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Global Business
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500

5,000

Our Company

US Client
Retailer

Broker

Our Company

Traditional Future

years.
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Global Business
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    candidate 

Sales

M
ainstream

C
ustom

er attributes

Candidate
Brand A

Candidate
Brand B

Candidate
Brand C

leading brands in each region 
that can capture synergies 

Foods. 
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Global Business
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US restaurant market 

commercial client needs 

ClientDevelop Sell

Customer
Feedback

Feedback Feedback

sales channels and utilizing our 

Ketchup
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Global Business
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such as Korea and Canada. 

ending March 2024

\862M
ending March 2024

(176.8% compared to

Australia

ending March 2024

\11M
ending March 2024

\1.8M

ending March 2024

\8M

USA

Hong Kong

CanadaKorea

ending March 2024
\16M
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Global Business
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Climate change
countermeasures 

Details

Food loss measures 

Human Capital
 Improved average annual income.

Copyright © 202450



and developing a reduction plan.

Item Goal

Scope

Scope 1+2

Category 1 Category 4

Category 6.7

Category 4.9

Category 14

Category 11

Category 12Category 5

Category 1

Category 2

Capital Goods

Logistics

Sales at
Directly Managed Stores

Sales at
Franchises

Sales
Other

Retailers

Sales

Logistics

Disposal at Factory

Customer

Use

Travel
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Measuring greenhouse gas emissions and improving accuracy 
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Improvement in
average annual
income

 April 2024

success

Numerical Goal

Details
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including local residents, this natural 

nature and the ecosystem can be 
sustained over the long term.

is being conserved through private 
sector initiatives."

Activity progress 
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Numerical goal
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m a k e  e n d s  m e e t ,  p e o p l e  i n  
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St.Cousair Foundation Support 
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98

100

98

100

97

104 102

86

95
9789

110

82

75

107

115

1

106
105

111 105

97

102

closure occurred due to the government 

customers and average spending per 
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2.4
2.5 2.5

2.6

2.9

2.6

2.4

1.9

2.2
26.6 26.4

12.0 11.0

15.0

12.5

15.4

17.8

11.2 12.5

16.6

14.1 14.0

14.9
18.7

19.4

17.4

17.7

16.7

16.7

17.7

18.6

15.9

28.7

14.4
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4.8

7.6
7.4

7.1
7.4 7.4

8.2

7.9

8.5

8.9

0.8
0.7

1.1
0.9

1.5

2.2

1.8

5.0
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stores
Capital

investment

store opening

Total

Marketing
related

loans and 

corporate bonds

managed store

and marketing

Scheduled allocation time

170

11 70

42 27

56 28

16

99

142

150

100

140

279

170

54

28

16

20

162

100

Scheduled allocation time

115

7 54

24 48

59

156

142

248

100

199

225

74

29

20

106

24

Copyright © 2024

Appendi

63



image. imitating our brand logo or design is discovered, the legal 

and take appropriate action. 

systems and hold training sessions, and in the event that 

Management Committee, and Risk & Compliance 
Management Committee. 

established material issues related to sustainability 
Sustainability

risks Medium

Medium

Medium

Food

Risks related
to legal

regulations, etc.

Risks related to
intellectual

property rights

Risk items Risks to recognize Risk countermeasures possibility

materialization 
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