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sectors other than foods, plant oils that are friendly to the 

environment are widely used in industrial applications such as 

oils and fats for paints and printing inks.

One objective of the GROWTH 10 10-year basic manage-

ment vision is for the Group to transform itself into an inter-

national corporate group with an overseas sales ratio of 30% 

or more. The Group has been involved in oils and meal, pro-

cessed oils and fats, and other businesses in China since 1988, 

and subsequently in Taiwan and Malaysia. In October 2003, 

we established The Nisshin OilliO (China) Investment Co., Ltd. 

in Shanghai, and have since worked to procure raw materials 

and build an efficient sales framework in East Asia. In 2005, 

the operation of a new plant got underway at Dalian Nisshin 

Oil Mills, Ltd., improving the company’s capabilities. That same 

year, we took an equity stake in Intercontinental Specialty Fats 

Sdn. Bhd. in Malaysia to strengthen development of our palm 

oil business. With increased demand for palm oil expected 

going forward, we will leverage the Group’s distinctive ester 

interchange technology and oil and fat separation technology 

to use palm oil as a substitute fat for chocolate, and to propose 

products that answer a variety of other needs.

PROFILE

The Nisshin OilliO Group fulfills its role as a leading company 

in the oils and meal business by developing and producing high 

value-added products grounded on original technologies.

In home-use edible oils, the Group provides good flavor and 

good health to households through a wide choice of products, 

such as Nisshin Canola Oil, which in 1924 became the first 

salad oil to go on sale in Japan, as well as BOSCO Olive Oil, 

Nisshin Pure Sesame Oil, Nisshin Healthy Resetta, Nisshin 

Healthy Choleste, and Nisshin VegeFruit Oil.

In edible oils for food service and edible oils and fats for 

processed food manufacturers, Nisshin OilliO brands have 

earned a high level of trust from customers. This includes the 

restaurant industry, the ready-to-eat market, including prepared 

dishes and boxed lunches sold at supermarkets and conve-

nience stores, the processed foods industry, and the confec-

tionary and bakery sectors, which use edible oils, margarine 

and shortening.

Soybeans are used as a raw material in the traditional Japa-

nese foods of miso and tofu, while pressed soybean and 

rapeseed meal from which the fat has been removed are used 

as formula feed for livestock and as fertilizer. Moreover, in 

Percentage 
of Net Sales

92.5%

The Oils and Meal Business contributes to an improvement 

in daily diet through the provision of diverse products 

that maximize the natural power of plants. Such 

products include home-use edible oils, edible oils for food 

services, edible oils for processed food manufacturers, 

margarines and shortenings, soybean products, 

industrial-use oils and meal.

The Nisshin OilliO Group Businesses

Oils and Meal 
Business

Net sales
(millions of yen)

Nisshin VegeFruit OilNisshin Canola Oil 
Eco-UP

Nisshin Healthy Resetta 
(FOSHU) 
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Fiscal 2008 Operating Environment and Results

Domestic Oils and Meal Business

In fiscal 2008, the Group strove to boost profitability through a 

continued push to realize sales price adjustments in line with 

costs for raw materials, along with a shift to value-added prod-

ucts. Costs for raw materials remained high relative to the previ-

ous year despite a downturn in market prices for grain from the 

second quarter of the year, including for soybeans, rapeseed 

and other major raw materials for the Group. While these costs 

resulted in an extremely adverse operating environment, we 

worked nonetheless to realize appropriate sales prices through 

successive price revisions. Where value-added products are 

concerned, we unveiled several highly functional products, 

including Nisshin VegeFruit Oil and Nisshin Canola Oil Eco-UP, 

further lifting the percentage of premium oils.

In home-use edible oils, the Group promoted the expansion 

in sales of high-value-added products with high profit margins, 

such as Nisshin Healthy Resetta, Nisshin Healthy Choleste, 

Nisshin Canola Oil and Nisshin VegeFruit Oil, while continuing 

to move simultaneously to align sales prices with increased 

prices for raw materials and other costs. Consequently, sales 

prices rose year on year despite slightly lower sales volume.

Soybean Market Prices (Chicago)

(US¢/BU)

Source: Bloomberg 

Rapeseed Market Prices (Winnipeg)

(CAD/t)

Source: Bloomberg

In gift packages, the Group recorded brisk sales of healthy 

oil gifts and variety gifts combining different oils, with growth 

most noticeable in gifts containing Nisshin Healthy Resetta 

and Nisshin Healthy Choleste. The result was higher sales 

volume and sales prices for the year.

In edible oils for food services and edible oils for processed 

food manufacturers, while sales volumes declined year on 

year on lower demand caused by economic deterioration, 

selling prices improved over the previous fiscal year thanks to 

ongoing efforts to set appropriate prices.

In soybean meal, sales prices rose from the previous fiscal 

year despite lower sales volume accompanying a decrease in the 

volume of soybeans crushed. Meanwhile, selling prices for rape-

seed meal edged lower year on year, despite increased sales 

volume reflecting an increase in the volume of rapeseed crushed.

Overseas Oils and Meal Business

Overseas, following similar steps in Taiwan and South Korea, 

the Group pursued business expansion initiatives that included 

obtaining official approval of Healthy Resetta in China as a 

certified health food, and the launch of product sales. Dalian 

Nisshin Oil Mills, Ltd. recorded increased sales year on year, 

Fat Spread Resetta SoftNisshin Canola Oil 
Healthy Light

BOSCO Extra 
Virgin Olive Oil
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as well as growth that reversed the previous year’s net loss 

to achieve profitability. This performance came despite a tough 

operating environment similar to that of Japan, characterized 

by a growing cost burden for raw materials.

Processed Oils and Fats Business

At Intercontinental Specialty Fats Sdn. Bhd. in Malaysia, the 

Group strove to maintain stable earnings largely through contin-

ued capital investments designed to support expansion of its 

specialty oils and fats operations. On the sales front, the Group 

posted sharply higher sales volume and sales, reflecting favor-

able exports mainly to Europe and brisk domestic sales in 

Malaysia. In terms of profit, while profitability remained at roughly 

the same level as the previous fiscal year, the contribution to 

consolidated business results was smaller than a year earlier 

due to changes in exchange rates caused by the yen’s appre-

ciation. We also acquired an equity stake in Daito Cacao Co., 

Ltd. in March 2009 to put in place an integrated framework 

encompassing chocolate raw materials through to finished 

products, and to build a solid business base.

As a result, sales in the Oils and Meal Business rose 

14.4% year on year to ¥314,215 million (including interseg-

ment sales).

Future Strategy and Outlook for Fiscal 2009

Domestic Oils and Meal Business

Buffeted by the global economic recession triggered by the 

U.S. financial crisis, the severe drop in consumer spending in 

Japan is set to grow more acute, with a recovery still distant at 

this time. And while the market for soybeans and rapeseed, 

the raw materials for edible oil, has seen prices fall substantially 

from historic highs following the outflow of speculative capital 

and other developments, Nisshin OilliO still faces an adverse 

cost environment as prices remain elevated on peaking 

demand from newly emerging economies.

In the oils and meal business in Japan, the Group, guided 

by Phase 1 of the GROWTH 10 medium-term management 

plan, will endeavor to realize price adjustments in line with 

costs, and to supply safe and dependable products and ser-

vices in a reliable manner. In parallel, we will take steps to 

attain stable earnings. To realize this goal, we will work to 

secure greater cost competitiveness through an extensive 

pursuit of efficiency, as well as expanded sales of value-added 

products through the successive market launch of high-value-

added products and stronger proposal-based sales.

Overseas Oils and Meal Business

Outside Japan, we plan to raise the profile of the Nisshin OilliO 

Brand in China by establishing a new production and sales 

framework for, and expanding sales of, the version of Healthy 

Resetta localized for China and medium-value-added oils.

Processed Oils and Fats Business

For the processed oils and fats business, in addition to further 

expanding our operations for oils and fats for chocolate by 

enhancing the production capacity of Intercontinental Specialty 

Fats Sdn. Bhd., the Group will seek to generate new value by 

integrating its own technology with that of Intercontinental 

Specialty Fats Sdn. Bhd. and Daito Cacao Co., Ltd. In Japan, 

we will continue our drive to expand sales of palm oil-related 

products that take advantage of functions and characteristics 

unique to palm. In taking an equity stake in Daito Cacao Co., 

Ltd. and making it a consolidated subsidiary, the Company will 

effectively leverage the management resources possessed 

by both companies to develop new products and technologies 

in its chocolate production and processed oils and fats opera-

tions. In tandem, we will use this move as an opportunity to 

maximize synergies that will spur business expansion in Japan 

and overseas.

By rigorously executing these initiatives, the Group is pro-

jecting sales of ¥294,000 million (including intersegment sales) 

for this business in fiscal 2009.

Nisshin Canola Oil for 
the food service sector

Nisshin Doughnut Pro200M Soybean meal
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The Healthy Foods & Soy Protein Business combines the 

Nisshin OilliO Group’s diverse resources and expertise. 

By providing original products in the field that lies 

between food and medicine, such as health foods for 

consumers, foods for the elderly, and soy protein foods, 

this business supports people’s health.

Healthy Foods &  
Soy Protein Business

Toromi Up-V
(thickens liquids for people 
with difficulty swallowing)

Mayodore  
(egg-free mayonnaise-type 
dressing)

Caesar salad dressing, part 
of the Resetta lineup

Profile

The main products in this business segment cater to food- and 

health-related needs, and include dressings, authorized foods 

for specified health uses (FOSHU), therapeutic foods, soybean 

products, and functional health foods. In addition to using food 

retailing channels such as supermarkets, these products are 

distributed through hospitals and nursing care facilities, as 

well as mail-order and online channels.

Fiscal 2008 Operating Environment and Results

In dressings, sales volume and monetary sales rose year on 

year, reflecting stronger sales promotions targeting health-

conscious consumers and a revamp of Healthy Resetta Dress-

ing Sauces.

In foods aimed at preventing lifestyle-related diseases, 

foods for specified health uses (FOSHU) saw higher sales and 

sales volume for the year, as we pursued proposal-based sales 

promotions against a backdrop of growing awareness of 

metabolic syndrome. In nursing care and therapeutic foods, 

sales of the Toromi Up range, which thickens liquids for people 

with difficulty swallowing, grew steadily thanks to a product 

revamp and other factors.

Percentage 
of Net Sales

2.6%

In soy protein products, sales volume increased year on year, 

reflecting growth in product applications and sales areas. Our 

efforts to revise sales prices also led to higher sales.

In processed soybean products, while sales volume declined 

from the previous fiscal year, monetary sales moved slightly higher 

as a result of revisions to selling prices for tofu products.

We continued to pursue business expansion during the 

year, with efforts that included the launch of Olive Dressing, 

developed in collaboration with PIETRO Co., Ltd., and ENE-

CUBE, a sports nutrition food product utilizing medium-chain 

triglycerides. As a result, sales in the Healthy Foods & Soy 

Protein Business rose 4.8% year on year to ¥9,733 million 

(including intersegment sales).

Future Strategy and Outlook for Fiscal 2009

In fiscal 2009, we will work in our healthy foods operations to 

reinforce the business base, clarify product strategies, and 

enhance marketing functions. In soy protein products, our task 

will be to leverage technology to expand existing businesses, 

as well as create and enlarge domains targeting new applica-

tions and materials. Consequently, the Group is projecting 

sales for this business of ¥10,000 million (including interseg-

ment sales), or 2.7% higher than the previous fiscal year.

Net sales
(millions of yen)

ENE-CUBE  
(honey lemon and chocolate 
flavors)
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Fine Chemicals 
Business
Using the Nisshin OilliO Group’s distinctive technologies, the 

Fine Chemicals Business provides materials and additives 

that use plant resources, thereby contributing to diverse 

industries such as cosmetics and toiletries, pharmaceuticals, 

chemicals, foods, and industrial products.

COSMOL 222 
Cosmetics ingredient

TOCOPHEROL 80 
Natural Vitamin E

O.D.O 
Medium-chain 
triglyceride

T.I.O 
Cosmetics ingredient

The Nisshin OilliO Group supplies  
ingredients for a variety of cosmetics.

Profile

The Fine Chemicals Business uses “the natural power of 

plants” and links synthesis, refining, extraction, formulation 

and biotechnology. Through these processes, it provides raw 

materials for cosmetics manufacturers, functional materials 

and special esters for industrial products, and medium-chain 

triglycerides for foods. In addition, we are taking an ambitious 

approach to increasing our manufacturing bases overseas with 

the aim of expanding the application of these technologies to 

various industries.

Fiscal 2008 Operating Environment and Results

In our mainstay operation, raw materials for cosmetics, both 

sales volume and sales increased year on year despite weak-

ness in the cosmetics industry. This outcome reflected brisk 

sales of commodity products to major Japanese cosmetics 

manufacturers, coupled with favorable exports to China. 

Overall sales of  medium-chain triglycerides were higher year 

on year, despite a slump in sales to flavoring manufacturers, 

which are typically key customers. In chemical products, 

sales were lower year on year due to the steep drop in sales 

volume from the impact of the global depression. Also, soar-

ing prices for raw materials eroded profits.

Overseas, we took advantage of our sales base in Guang-

zhou, China, and German sales subsidiary Nisshin OilliO Fine 

Chemicals GmbH to expand operations outside Japan.

As a result, sales in the Fine Chemicals Business declined 2.0% 

year on year to ¥5,984 million (including intersegment sales).

Future Strategy and Outlook for Fiscal 2009

For fiscal 2009, the Group is projecting sales of ¥6,500 million 

(including intersegment sales), up 8.6% year on year, in line 

with efforts to accelerate global business development cen-

tered on overseas bases.

Percentage 
of Net Sales

1.6%

Net sales
(millions of yen)
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