
Sonoda: How are you going to ensure consumer’s comfort 

through such efforts?

Hiwasa: Ensuring consumer’s comfort is no easy task. The 

only possible way would be to promote information disclo-

sure through media such as websites and CSR reports. This 

all comes down to how you keep in touch with consumers. 

Plant tours, I think, are one good way to reach out to con-

sumers.

Sonoda: Speaking of information disclosure, how are you 

going to address traceability, which is attracting the atten-

tion of consumers?

Oyama: We have a system in place to check not only direct 

suppliers but also raw material producers. For major raw 

materials such as vegetables and meat, we inspect fields 

and breeding farms to select and source safe materials. In 

addition, the information on ingredients, place of origin 

and place of processing are indicated on product packages, 

posted on the website and provided through the Customer 

Service Center upon inquiry.

Sonoda: Ms. Hiwasa, what do you think about their ap-

proaches to traceability and information disclosure?

Hiwasa: I think such approaches are very important. 

However, ensuring the supply of raw materials constantly 

from one source is difficult, which makes it difficult to indi-

cate the place of origin. In addition, we need to think about 

how we should let consumers know that ensuring safety 

costs a certain amount of money. Ingredient labeling, 

meanwhile, should be clear and accurate to disseminate 

appropriate information and to prevent misunderstanding 

among consumers. What’s important here is to disclose all 

information that is relevant or requisite to consumers even 

if the information is detrimental to JT. 

  Companies tend to go too far, saying that “we’ve done this 

much” for traceability and other issues. Such efforts, how-

ever, are not cost free. You 

need to have a clear picture 

of what is really needed, with 

cost-effectiveness in mind.

Sonoda: Mr. Ohyama, you 

mentioned a system to better 

serve customers. Specifically, 

what measures are in place?

Oyama: We’re now more sen-
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Promoting disclosure of information 

about place of originThe foods business, which is one of the JT Group’s core businesses, holds regular meetings with external 

experts, who are food safety advisers, to ensure food safety and meet consumer expectations. Food adviser 

Nobuko Hiwasa talked to representatives of the Foods Business. 

(Interviewed by Ayako Sonoda, president of Cre-en Inc.)

Minoru OyamaSadao Furuya

Sonoda: First off, what principles or guidelines does the JT 

Group, as a food company, follow to meet the expectations 

of consumers who are increasingly concerned about the 

safety of what they eat?

Furuya: This spring the JT Group announced its action 

guidelines, “JT Group Way.” The guidelines are particularly 

applicable to the food business. 

 These guidelines focus on three issues: responsible, 

customer-oriented actio-

n, striving for quality, and 

consolidation of diversi-

fied resources. As a food 

manufacturer, we must 

naturally give the highest 

priority to customer sat-

isfaction, adherence to 

quality, and deliver safe 

and delicious foods at 

reasonable prices. We al-

so need to place a pre-

mium on diversity as Ka-

tokichi Co., Ltd. joined 

the group last year. Bas-

ed on “JT Group Way,” 

we continue to listen to customers and work on specific 

programs such as disclosure of information about the place 

of origin. 

  In the event of an incident, meanwhile, we must address 

any problems from the standpoint of customers, not from 

our standpoint, to minimize any impact. That is, we must 

do what we ought to do. That’s our policy.

Sonoda: Doing what you ought to do may not be as easy as 

it sounds. What are you actually doing to implement such a 

policy?

Oyama: About a year has passed since the pesticide con-

tamination incident. We have thoroughly reviewed our 

food safety control system. Specifically, we’re now 

strengthening safety control measures, focusing on three 

issues. First, we aim to reduce food safety risks, which 

cannot be eliminated but can be minimized by strengthen-

ing control measures and inspections. Second, we’re creat-

ing a system to better serve customers. We should be more 

sensitive to the opinions of customers, quickly respond to 

their concerns and proactively disclose information. Third, 

we’re strengthening our organization, involving external 

experts to keep us from being self-righteous and objec-

tively evaluate our plans. The three food safety advisors, in-

cluding Ms. Nobuko Hiwasa here with us today, are such 

external experts who help us strengthen our organization.

Nobuko Hiwasa
Director, Snow Brand Milk Products 
Co., Ltd.
Managing Director, Yokohama Cons-
umer’s Association

sitive to customer opinions, paying particular attention to 

issues that could have an impact on human health. Should 

any incidents take place, we share the information with all 

parties concerned and respond to them quickly, while track-

ing down the root causes. Now the Customer Service 

Center is on call 365-day-per-year, as closing the center on 

holidays would simply delay our response time.

Hiwasa: Actually, I visited the center. The atmosphere was 

cheerful and welcoming, and employees were pleasantly 

and sincerely responding to customers. However, address-

ing customers’ inquiries, opinions and complaints is a 

stressful job. The staff seems to have its own way to relieve 

such stress, which I think is very important.

Furuya: When Ms. Hiwasa visited the center, she advised us 

on how we should reflect customer opinion in our products 

and services. The Customer Service Center plays a key role 

in collecting valuable opinions and suggestions from cus-

tomers, which are taken into account in designing products 

and improving their quality. Such improvements, mean-

while, should be made public. We’re now creating a better 

system for communication to increase trust with custom-

ers.

Sonoda: The awareness of each individual employee, I 

think, is the key to addressing safety and consumer’s com-

fort issues. Ms. Hiwasa, I understand that you also visited 

JT’s factories as an advisor. What impressions about JT’s 

employees did you have?

Hiwasa: I toured a factory producing sterilized rice. First off, 

I was impressed to see the manager working with great en-

thusiasm. Those who are working at that factory have the 

rice they produce for lunch, which is very important, as 

there’re many factory workers out there who’ve never 

eaten what they produce.

The awareness of employees, 

the key to improving safety

Anchor

President, Cre-en Inc.

Ayako Sonoda

Ensuring food safety and consumer’s comfort
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Sonoda: How does the JT Group educate and train its em-

ployees in food safety control?

Oyama: We have a group-wide system in place to motivate 

and raise the awareness of employees. One of our focuses 

is compliance. Specifically, we use a variety of educational 

materials and hold workplace meetings to ensure compli-

ance with quality and safety standards as basics. While the 

quality of products is believed to be perfected in the course 

of manufacturing, the foundation of manufacturing needs 

to be strengthened to confidently deliver products to cus-

tomers. Our human resource development program is de-

signed to put this concept into practice. In addition, we 

have the “Food Safety Week” program, which encourages 

employees to review their work from the viewpoint of food 

safety.

Furuya: The point is how we communicate the group’s prin-

ciples and code of conduct, including “JT Group Way,” to 

employees and put them into practice. For that matter, we 

need to have a common understanding of what is really im-

portant.

Hiwasa: There’s no such thing as a one-stop solution for 

food safety and consumer’s comfort issues, which should 

instead be addressed in a variety of ways. What matters 

most is the validity of corporate rules. As legislative rules 

are not comprehensive, corporate rules usually specify and 

regulate legislative rules. Corporate rules tend to be im-

practicably rigid. As a result, employees might overlook mi-

nor rule violations as long as the violations are not illegal. 

These violations could discourage employees from observ-

ing rules, which is a very dangerous situation. 

  Consequently it is important to establish appropriate but 

not unduly rigid rules and review them as needed for im-

provements, which must be strictly observed by each em-

ployee. I think this is the only way to raise the awareness 

about compliance among em-

ployees. Also important is to 

improve internal communica-

tions so that employees offer 

their views when they spot 

something unusual.

Oyama: The JT Group is now 

gearing up for ISO 22000 certi-

fication. As you pointed out, 

such certifications mean nothing without a corporate cul-

ture that places a premium on observing rules. This is pos-

sible only through continuous training programs and cre-

ation of a positive atmosphere in the workplace.

Furuya: As the JT Group merged with Katokichi last year, 

we hope to create a better corporate culture based on the 

two different corporate 

cultures. Our challenge 

is to further strengthen 

the strong points of the 

two companies.

Hiwasa: I think Katoki-

chi and JT are totally 

different in terms of 

management style, wh-

ich could be a boon rather than a bane to both parties. Each 

can improve by learning from the other, while respecting 

the advantages of the other.

Sonoda: I understand that the philosophy of the JT Group’s 

foods business can best be described as “to have what we 

produce eaten by those we love.” Will you please elaborate 

on this philosophy?

Furuya: We all care most about those we love and we want 

them to eat safe and delicious food. The words expressing 

our philosophy describe our mission, that is, to provide 

those we love with safe and delicious food. We’re going to 

share this philosophy with each other through these words 

and make never-ending efforts to deliver better products to 

customers. Our greatest pleasure is to satisfy our custom-

ers with such products.

Hiwasa: Indeed, the words in the message are superb and 

easy to understand.

Sonoda: Lastly, will you tell us how the JT Group is going 

to address safety and consumer’s comfort issues based on 

that philosophy?

Oyama: The key is to reduce risks. We continue to review 

our system to minimize risks, while carefully listening to 

the opinions of external experts and customers.

Furuya: Safety is an absolute requirement for those are en-

gaged in the food business which concerns consumers’ di-

ets. A common understanding is that we give the highest 

priority to safety when producing frozen foods, beverages 

and seasonings. The sense of consumer’s comfort, how-

ever, is not something that we can determine; it must be 

evaluated by customers.

 To provide customers with the sense of consumer’s com-

fort, we must pursue safety no matter what we produce. 

This is a never-ending effort.

Hiwasa: While frozen foods play an important role in our di-

ets, I’m very interested in the JT Group’s food business that 

operates worldwide. I’m also looking forward to seeing 

how the food business develops further.
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“To have what we produce eaten by those we love” comes 

down to delivering safe and reliable products to consum-

ers – an effort that involves selection and procurement of 

raw materials. 

 In selecting raw materials, we do more than just check 

suppliers’ quality certifications. Our quality control center 

monitors residual pesticides and antibiotics, and contract 

factories for raw materials are audited in accordance with 

rigorous standards

  In China, Thailand, Vietnam and other parts of the world, 

the JT Group’s staff regularly inspects contract farms, fo-

cusing on their manage-

ment and pesticide resi-

dues in soil and water in 

farms. Contract breed-

ing/fish farms are also 

inspected, with a sys-

tem in place to ensure 

the safety of raw materi-

als, from their produc-

tion to procurement.

Production of safe foods starts from 
procurement of safe and quality raw materials

Factories manufacturing the JT Group’s products have 

strict and extensive standards for production processes 

(from receiving raw materials to processing, packaging, 

storage and shipment) as well as for security and chemi-

cal management. These auditing standards apply to all 

factories, both domestic and overseas, while unan-

nounced audits are conducted in addition to periodic 

ones conducted more than twice a year. 

  JT Group staff witness the production of frozen foods at 

contract factories in China.

With higher management standards, 
we manufacture products exclusively 
in the qualified factories

Raw Material Procurement Production Processes

Special Topic 2:

The JT Group is committed to delivering safe, quality and delicious products 

to consumers, from farms to dining tables. Here are JT’s approaches with 

the opinions of Kunio Morita and Kenji Isshiki, JT’s food safety advisers. 

From the procurement of raw materials 
to the delivery of products; approaches 
to the highest level of food safety control 
To have what we produce eaten by those we love

JT Group staff auditing a factoryA safety control manager touring a contract 
farm

Food safety advisors touring a factory




