
Our corporate philosophy consists of our mission and our corporate slogan, “Make the Future with Milk.”

Megmilk Snow Brand Group
Corporate Philosophy

Make the Future with Milk

Our Three Missions

Focus on Consumers
The Megmilk Snow Brand Group fully recognizes the importance of the concepts of consumer rights and business responsibilities as outlined 
in the Basic Consumer Act. Determined to keep our business operations consumer-focused, we are committed to:

Contribute to Dairy Farming Production
The Megmilk Snow Brand Group is based on Japan’s dairy farming industry.
As trusted partners of dairy producers, we work to strengthen relationships and meet the expectations of producers by conveying the value 
of milk. Further, by developing new demand for milk and dairy products, we will strengthen the foundation of domestic dairy farming 
production and contribute to its sustainable development.

Put Our Hearts into Milk
The Megmilk Snow Brand Group believes there is vast potential for milk. By focusing on and remaining dedicated to milk, we will expand 
the potential and increase the value of milk, and promote milk throughout the world.

Providing safe and reliable products and services

Proactively disclosing information

Embracing consumers’ feedback and reflecting it in management

Establishing a risk management system to rapidly and appropriately respond to unexpected incidents.

The Megmilk Snow Brand Group strives to fulfill our three missions
and create new value for milk in order to exist as a company that contributes to society.

▶P. 3 Our Approaches to Consumers▶P. 3 Our Approaches to Consumers

K endo Kenmin (a healthy earth ensures human health)

The phrase Kendo Kenmin (a healthy earth ensures human health) was proposed by Torizo Kurosawa, one of the founders of 

Snow Brand Milk Products Co., Ltd. which was one of the predecessors of Megmilk Snow Brand. The phrase means that dairy 

farming strengthens the soil, and the milk and dairy products produced from this rich earth are the ultimate nutritious food 

that can foster healthy spirits and resilient bodies for human being. 

Torizo Kurosawa also worked hard to spread “circular farming” as an actual way to achieve Kendo Kenmin. This desire for 

sustainable agriculture, which is also applicable to modern sustainability, has been carried on in the Megmilk Snow Brand 

Group for about 100 years since our founding.

The Megmilk Snow Brand Group’s sustainability management inherits the founding spirit of Kendo Kenmin as the starting 

point of our corporate philosophy, and aims to solve social issues through the business of dairy farming, to preserve a healthy 

and abundant environment, and to build a sustainable society that can be passed on to future generations.

Aim for a sustainable society that can be passed on to future generations

■ Calligraphy of Kendo Kenmin by Torizo Kurosawa 
(owned by the Megmilk Snow Brand head office)

What is Circular Farming?

■ Circular farming diagram (exhibited 
at the Megmilk Snow Brand Museum)

Circular farming is an agricultural method in which 
people and nature live in harmony and make cyclic use 
of materials and energy, “from soil to grass, from grass 
to cow, and then the waste from cows again back into 
the soil.”

Our �ree Missions
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Put Our Hearts
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G rowth Strategy

In 2017, the Megmilk Snow Brand Group formulated the Group Long-term Vision 2026 as our vision for the Group in 10 years. 

In fiscal 2022, we will promote growth strategies centered on three initiatives: advancing productivity improvement reforms, 

advancing business structure reforms, and promoting innovation in the production structure.

Basic Consumer Act

Fundamental Principles 
(Eight Basic Rights)

A proaches to Consumers

The Megmilk Snow Brand Group will fulfill our business responsibilities through initiatives based on our four basic approaches to respect the eight basic rights of 

consumers and fulfill our business responsibilities as stipulated in the Basic Consumer Act.

Our Focus on Consumers Based on the Basic Consumer Act

Roadmap for the Group Long-term Vision 2026

Strategy Concept

Basic Strategies

Transformation & Renewal
Business Portfolio Transformation Transformation

Promoting Group Management Group Management

Renewal of the Production Structure 
to Support Business Growth Renewal

Transform our business portfolio to create new growth opportunities and strengthen our earnings bases.

Build strategic procurement and production structures for the future (10 years from 2017) to establish a competitive platform.

Create new value by engaging in manufacturing (monozukuri) grounded in R&D.

Respect and leverage personnel diversity to create a highly productive organization capable of continuous growth.

Utilize Group management resources effectively to maximize our Group competitiveness and core capabilities.

1.

2.

3.

4.

5.

First Stage Second Stage Third Stage

FY2017-FY2019 FY2020-FY2022 FY2023-FY2026

Positioning
Begin Transformation Accelerate Transformation Toward Renewal

Start and promote Group management
Strengthen development

of Group management
Accelerate and renew
Group management

Role

Create multiple earnings bases
and maximize cash flow

Establish Group earnings bases
Stable creation of earnings through

four business sectors*1

Begin renewal of production structure
Begin full-fledged renewal
of the production structure

Accelerate production
structure innovation

❶

❷

❸

❶

❷

❸

❹

Initiative
Policies

Core Function
Strategies

Advance productivity 
improvement reforms
Advance business structure 
reforms
Promote innovation in 
the production structure

Apply business strategy to achieve transformation 
and renewal to innovate production structure
Strengthen manufacturing (monozukuri) and 
create new value
Promote Group management to strengthen Group 
core competency
Initiatives to achieve sustainable Group development

Performance 
Indicators Group’s Medium-term Management Plan 2022 Long-term Vision

Target

Group’s Medium-term
Management Plan 2019

Net sales (billion yen)*2

Operating profit (billion yen)

Operating margin (%)*2

EBITDA (billion yen)

613.4

17.9

2.9

34.1

615.1

19.7

3.2

35.6

558.4

18.0

3.2

35.0

575.0

14.0

2.4

31.5

700-800*3

30-40

4.3-5.0

—

Approx. 64 (3-year total)

7.1

47.3

22.3

69.3

26.6

8.1

49.0

18.1

79.3

18.7

6.0

51.5

33.6

72.2

25.0

—

50% or higher

43.6

—

Approx 280 (10-year total)

8% or higher

50% or higher

30% or higher

—

Capital expenditures (billion yen)

Return on equity (ROE) (%)

Equity ratio (%)

Payout ratio (%)

Interest-bearing debt (billion yen)

FY2019 FY2020 FY2021 FY2022 FY2026
Result Result Result Forecast Target

*2 The figures for FY2020 and before are prior to the application of the “Accounting Standard for Revenue Recognition,” while the figures for FY2021 and beyond are after the application.
*3 The figure does not apply the “Accounting Standard for Revenue Recognition.” When applied, the figure would be expected to decrease by about 10%.

*1 Dairy products, beverages and desserts, nutrition, feedstuffs & seed products business sectors

O
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Responsibilities, etc.
of Business Operators

Megmilk Snow Brand Group’s Initiatives

Basic
Consumer

Act

Megmilk Snow Brand Group’s
Four Approaches

Providing safe and 
reliable products 
and services

Proactively 
disclosing 
information

Establishing 
a risk management 
system to rapidly and 
appropriately respond 
to unexpected incidents

Embracing 
consumers’ 
feedback 
and reflecting 
it in management

Web Operations
● Proactively disclosing 

information
● Clarity in business 

operations

Customer 
Relations Center

Corporate Ethics 
Committee

● Open 365 days 
per year

● Meeting to 
improve customer 
satisfaction

● Quality Subcommittee (plant quality audit from 
outside the company)

● Consumer Subcommittee (opinions toward 
consumer-focused business operations)

● Product Information Subcommittee (consideration 
of product labeling from a consumer perspective)

● Communicating the 
importance of food 
and milk

● Understanding 
dairy farming

Expanding 
Education about Food

Establishing  
a Quality Assurance 
Structure
● Megmilk Snow 

Brand Quality 
Assurance System 
(MSQS)

Establishing 
a Risk Management 
System
● Regular reporting of calls received 

by the Customer Relations Center
● Risk Liaison Committee

* Numbers added for clarification of content

Article 2
(1) When implementing comprehensive policies 

(hereinafter referred to as “Consumer Policies”) with 
regard to the protection and advancement of the 
interests of consumers,

1. the satisfaction of the basic demands of consumers

2. a healthy living environment,

3. consumer safety, and

4. the opportunity for consumers to make 
autonomous and reasonable choices about 
products and services shall be guaranteed,

5. the opportunity for consumers to receive the 
necessary information and

6. education shall be provided,

7. the opinions of consumers shall be reflected in 
the Consumer Policies, and

8. when consumers suffer damage, such damage 
shall be appropriately and promptly relieved, and 
the Consumer Policies shall be undertaken on the 
basis of supporting the self-reliance of consumers 
so that they are able to autonomously and 
reasonably act to protect and advance their own 
interests.

Article 5
(1) Business operators shall have the following 

duties when providing their goods and services 
with respect to the rights of consumers, 
support for their self-reliance and other 
fundamental principles under Article 2.

( i ) Duty to secure the safety of consumers and 
fairness in transactions with consumers.

( ii ) Duty to provide necessary information to 
consumers in clear and simple terms.

(iii)  Duty to consider the state of consumers’ 
knowledge, experience and the status of 
their assets, etc. in dealings with 
consumers.

(iv) Duty to endeavor to establish systems 
necessary to appropriately and promptly 
process complaints by consumers, and to 
appropriately process said complaints.

( v ) Duty to cooperate with the Consumer 
Policies implemented by the State and 
local governments.
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Megmilk Snow Brand Group 
Charter of Corporate Behavior
The Megmilk Snow Brand Group's philosophy and basic approach to responding to various demands from society and further 

promoting sustainability management are expressed in the Megmilk Snow Brand Group Charter of Corporate Behavior.

Message on the Establishment of 
the Megmilk Snow Brand Group Charter of Corporate Behavior

Snow Brand Milk Products Co., Ltd., one of Megmilk Snow Brand’s predecessors, got its start way back in 1925 with the 

establishment of the Hokkaido Cooperative Creamery Association, a producers’ organization formed by dairy farmers to support 

their industry. The founders launched the association with the inspiring idea of “a healthy earth ensures human health.” This 

phrase captures core truths: dairy farming strengthens the soil, and the milk and dairy products produced from this rich earth 

are the ultimate nutritious food that can foster healthy spirits and resilient bodies. 

In the years since then, our organization has worked closely with dairy farmers and diversified its product portfolio, mainly 

in the fields of milk and dairy products. Today, the Megmilk Snow Brand Group is one of Japan’s leading comprehensive food 

manufacturers. However, our brand lost decades of carefully won trust with consumers due to a food contamination incident in 

2000 and a fraudulent beef labeling incident in 2002. We faced a grave crisis, and our very survival was in doubt. Thankfully, with 

the support of dairy producers, related government bodies and business partners, we were able to overcome many challenges 

to rebuild. In October 2009, Nippon Milk Community Co., Ltd. and Snow Brand Milk Products Co., Ltd. were merged to form 

the joint holding company, Megmilk Snow Brand Co., Ltd. Then, in April 2011, three companies were merged to create today’s 

Megmilk Snow Brand Co., Ltd.

The Megmilk Snow Brand Group Corporate Philosophy is to fulfill three missions: “To focus on consumers, to contribute 

to dairy farming production, and to put our hearts into milk.” By creating new value for milk, we will continue to exist as a 

company that contributes to society.  Our corporate slogan, “Make the Future with Milk,” sums up all of these aims.  We are 

determined to carry on the spirit of “a healthy earth ensures human health,” the aspiration that guided the founding of Snow 

Brand Milk and the point of origin of the Megmilk Snow Brand Group’s corporate philosophy today. With this commitment as 

our unshakeable foundation, we will continue to be a company that takes responsibility for the future with sincere regret for 

those two past incidents.

The world around us faces numerous social problems, such as climate change and other increasingly severe environmental 

problems, poverty and widening disparities, and expanding human rights problems. It is our goal to help solve social issues 

through the dairy business. We will work to preserve a healthy, prosperous environment and build a sustainable world that can 

be passed on to future generations. The Megmilk Snow Brand Group has established the Megmilk Snow Brand Group Charter 

of Corporate Behavior to serve as the guide for our conduct as we seek to achieve these goals.

Megmilk Snow Brand Co., Ltd.
Representative Director and President

Masatoshi Sato
Established on June 1, 2021

Megmilk Snow Brand Group Charter of Corporate Behavior

The Megmilk Snow Brand Group respects the letter and spirit of applicable laws and international rules at all 

stages of the supply chain, in accordance with the Megmilk Snow Brand Group Charter of Corporate Behavior. We 

act honestly and in good faith, living up to high ethical standards.

1.	 Sustainably Improving Corporate Value and Resolving Social Issues
The Megmilk Snow Brand Group works to improve corporate value by engaging in business activities to achieve its 
Corporate Philosophy, while striving to help build a sustainable world by working to solve social issues.

2.	 Trusting Relationship with Consumers
The Megmilk Snow Brand Group strives to ensure quality management and provide society with effective and safe 
products and services. Based on Japan’s Basic Consumer Act, we recognize consumer rights and our responsibilities as 
a business operator, and we provide accurate information on products and services and communicate in good faith to 
ensure consumers’ satisfaction and earn their trust. In the event that an accident does occur with a product we have 
provided, we respond appropriately, with consumer safety as our top priority.

3.	 Equitable Business Activities
The Megmilk Snow Brand Group maintains a high sense of morals and responsibility, observes corporate ethics, strives 
to ensure compliance throughout the Group, and carries out business activities based on fair, transparent and free 
competition. Moreover, we do not tolerate any transactions or relationships with organized criminal groups or other anti-
social forces.

4.	 Fair Information Disclosure and Dialogue with Stakeholders
The Megmilk Snow Brand Group proactively, effectively and appropriately discloses information in a timely manner to earn 
the understanding and trust of all stakeholders, including consumers, dairy producers and shareholders. In addition, we 
implement transparent management by engaging in ongoing dialogue with stakeholders in order to raise corporate value.

5.	 Workstyle Reforms and Enhancement to Work Environment
The Megmilk Snow Brand Group approaches work in a way that raises employees’ skills and respects personal attributes, 
diversity and individuality. Moreover, we build a corporate culture that offers freedom and vitality and establish 
workplace environments that are motivating and take health and safety into full consideration.

6.	 Initiatives on Environmental Issues
The Megmilk Snow Brand Group views environmental issues such as addressing climate change, effectively using water 
resources, and appropriately managing waste, as shared issues for humankind. We practice environmental conservation 
by working with everyone in the supply chain to develop environmentally friendly technologies, products and services.

7.	 Respect for Human Rights
Throughout its supply chain, the Megmilk Snow Brand Group respects basic human rights, bans discrimination on the 
basis of race, nationality, gender, religion, ideology or other such characteristics, prohibits human trafficking and child 
labor, and strives to provide safe, healthy work environments.

8.	 Thorough Crisis Management
The Megmilk Snow Brand Group has made thorough preparations for the possibility of emergencies. In the event of 
emergencies such as fires, natural disasters and accidents, the Group prioritizes human life and then strives to maintain, 
sustain, and quickly restore its business activities. We value the company’s assets and respectfully manage confidential 
information, including personal information.

9.	 Partnerships with Local Communities
The Megmilk Snow Brand Group actively participates in society and promotes communication at all of its business sites 
as a good corporate citizen. This helps to build ties of trust and contributes to local community development.

10.	Thorough Implementation of This Chart
Those involved in the management of the Megmilk Snow Brand Group embrace as their own role ensuring that the 
Group lives up to this Charter, taking the lead to ensure that it is fully implemented by all Group companies. In addition, 
all involved in the supply chain are encouraged to take action based on this Charter.
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1972

1950 Snow Brand Milk Products Co., Ltd. listed on 
the Tokyo Stock Exchange as well as the Sapporo Securities Exchange 
in the same year

1954 Branch office of the Snow Brand Milk Products Research Institute 
established in Tokyo (now called the Milk Science Research Institute)

1966 Completion of the current Tokyo head office 
building of Snow Brand Milk Products Co., Ltd.

1980 Establishment of 
the Snow Brand Milk 
Products Cheese 
Research Laboratory

2000 雪印乳業食中毒事件1946 Establishment of the ski team1933
Establishment of the research 
section of the Hokkaido 
Cooperative Creamery Association 
(now called the Sapporo 
Research Laboratory)

2017 グループ長期ビジョン2026発表
2022
新市場区分をプライム市場に移行

Hokkaido Cooperative Creamery Association

Zenkoku Nohkyo Milk 
Whole Sales Co., Ltd.

Established
Changed company name

乳製品事業

事業分割
（市乳事業）

Established

1950 Established1925 Established 共同持株会社　設立
Snow Brand Milk Products Co., Ltd.

2009

雪印メグミルク（株）

経営統合

1974

Zen-Noh Chokuhan Co., Ltd.

2011

雪印メグミルク

日本ミルクコミュニティ（株）1996

Japan Milk Net Co., Ltd.

2003 統合

合併

雪印乳業

日本ミルクコミュニティ

2002 雪印食品牛肉偽装事件
▶P.66 2つの事件▶P.66 2つの事件

Chronology of 
the Establishm

ent of
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D
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Snow
 Brand

1926
Launch of Snow Brand Hokkaido Butter

This Infant formula 
was launched 
nationally in 1951 
after much research.

1951
Launch of 
Snow Brand Vita Milk

1954

1962
Launch of Snow Brand Sliced Cheese
Launch of Snow Brand 
Camembert Cheese

1968 Launch of Snow Brand 
Neo Margarine Soft 
(now called “Neo Soft”)

In 1963, a year before the Tokyo Olympic 
Games and a time when there were calls 
for promotion of health, cheese began to 
be used in school meals.

COLUMN 02 Cheese Appears in School Lunches

1980

In 1925, the founders of the company worked 
hard under the philosophy of "aiming to 
develop Hokkaido dairy farming and improve 
the nutrition and physical conditions of the 
people of Japan through dairy products.”  Then, 
after a modern factory was built in 1926, Snow 
Brand Hokkaido Butter began to be 
manufactured and sold in earnest, making its 
way to dining tables throughout Japan.

Launched as a product that would 
meet the demand for margarine that 
could be spread on bread right out of 
the refrigerator. The name was 
changed to “Neo Soft” in 1976, eight 
years after the product launch.

Launch of String Cheese 
(now called “Sakeru Cheese”)

At the time, this product was marketed as a 
limited regional handmade cheese. However, 
its novel, stretchy texture and shape 
resembling Japanese dried squid were so 
popular that it quickly went from being a 
limited regional product to a nationwide 
product.

1963
Launch of Snow Brand 
Co�ee

This product was developed with a desire to 
make milk more familiar, focusing on coffee 
at a time when instant coffee was beginning 
to become popular in Japanese homes.

1979

COLUMN 01 Our Founders

Through our dairy business, we have contributed to the social issue of achieving 
stability and great variety in the Japanese diet.

Sentaro Utsunomiya / Torizo Kurosawa / Zenshichi Sato

Since its founding, the Megmilk Snow Brand has continued to evolve in its pursuit of the value and potential of milk. 

We will continue to create new value through monozukuri (manufacturing) grounded in R&D, deliver good taste 

and contribute to health, and aim for sustainable growth.

With the pioneering spirit we have inherited, we will continue to pursue 
the value and potential of milk, achieve further evolution, 
and deliver good taste and contribute to health.

1997
「北海道カマンベール
切れてるタイプ」発売

2007
「雪印北海道100」
ブランドの展開

2015
「恵 megumi ガセリ菌
SP株ヨーグルト」
機能性表示食品として発売

2020
「乳酸菌ヘルベヨーグルト
ドリンクタイプ」発売

2002
「毎日骨ケア MBP®」発売

1987
「とろけるスライス」発売

2007
「低温脱気製法」で特許取得
「方法特許第4015134号」

2021
「MBPドリンク」発売

乳（ミルク）を通じて健康寿命延伸
に貢献する研究開発、商品開発、情
報発信に力を入れています。

COLUMN 03

研究を通しての新たな価値創造

2018
家庭用マーガリン類すべてを
「部分水素添加油脂」不使用に改良
（「部分水素添加油脂」には
トランス脂肪酸を多く含んでいます）

1996
「雪印北海道バター(10gに切れてる）」発売
時代とともに変わりゆくお客さまのニーズに応
え、様々なバター商品が発売されました。
特に10gごとに切れ込みが入っているこのバ
ターは、計量と切る手間いらずで簡単に使え、
忙しい現代のニーズにも応える商品です。

1989年から研究を重ね、骨を丈夫にする希少た
んぱく質を牛乳から発見、その後2002年によう
やく商品化できました。骨を健康に保つことに
より、健康寿命の延伸、QOLの向上に貢献して
いきます。通販チャネルで展開している特定保
健用食品です。

北海道の生乳を100%使用
したチーズブランドを展開。
安心・安全を提供する雪印メ
グミルクの思いをこめたブ
ランドです。

「骨密度を高める」
MBP ®を配合した機能
性表示食品として、小
売店向け商品を発表し
ました。

雪印メグミルク保有の乳酸菌
「ガセリ菌SP株」の保健機能の
中の一つである内臓脂肪を減
らすのを助ける機能について、
この年に機能性表示食品とし
て届出しました。

（「低温脱気製法」低温で酸素を
除去してから殺菌することで、熱
の影響を抑えて生乳本来の味わ
いを実現します）

雪印メグミルク保有の「乳酸
菌ヘルベ」は目や鼻の不快感
を緩和する、QOL改善に貢献
する新たな価値を付加した商
品です。

1950 Spread of refrigerators in homes

1954 Enactment of the School Lunch Act

1970 Japan World Exposition, Osaka

1999 フランスワイン消費拡大 2009 消費者庁発足
2015「機能性表示食品」制度開始

1945 End of World War II 1964 Tokyo Olympic Games

1990「ティラミス」ブーム
1994「パンナコッタ」ブーム

2006 消費者基本法新設2001 BSE感染牛が日本で発生
2003 食品安全基本法制定 2014 チーズの健康面の報道増

健康寿命の延伸食の安心・安全食の楽しみStabilized diets Food becomes increasingly international and diverseImproved nutrition and
physical conditions

H istory of Megmilk Snow Brand

Launch of 
Snow Brand 
Nachure Yogurt
(now called “Nachure 
Megumi”)

Mass production of “6P Cheese”
In 1935, we launched a 6-portion 
cheese product, the predecessor of 
“6P Cheese,” which finally reached 
mass production in that year.

1997
「北海道カマンベール
切れてるタイプ」発売

2007
「雪印北海道100」
ブランドの展開

2015
「恵 megumi ガセリ菌
SP株ヨーグルト」
機能性表示食品として発売

2020
「乳酸菌ヘルベヨーグルト
ドリンクタイプ」発売

2002
「毎日骨ケア MBP®」発売

1987
「とろけるスライス」発売

2007
「低温脱気製法」で特許取得
「方法特許第4015134号」

2021
「MBPドリンク」発売

乳（ミルク）を通じて健康寿命延伸
に貢献する研究開発、商品開発、情
報発信に力を入れています。

COLUMN 03

研究を通しての新たな価値創造

2018
家庭用マーガリン類すべてを
「部分水素添加油脂」不使用に改良
（「部分水素添加油脂」には
トランス脂肪酸が含まれています）

1996
「雪印北海道バター（10gに切れてる）」発売
時代とともに変わりゆくお客さまのニーズに応
え、様々なバター商品が発売されました。
特に10gごとに切れ込みが入っているこのバ
ターは、計量と切る手間いらずで簡単に使え、
忙しい現代のニーズにも応える商品です。

1989年から研究を重ね、骨密度を高める希少
たんぱく質を牛乳から発見、その後2002年によ
うやく商品化できました。骨を健康に保つこと
により、健康寿命の延伸、QOLの向上に貢献し
ていきます。通販チャネルで展開している特定
保健用食品です。

北海道の生乳を100%使用
したチーズブランドを展開。
安心・安全を提供する雪印メ
グミルクの思いをこめたブ
ランドです。

「骨密度を高める」MBP®
を配合した機能性表示食
品として、小売店向け商
品を発表しました。

雪印メグミルク保有の乳酸菌
「ガセリ菌SP株」の保健機能の
一つである内臓脂肪を減らす
のを助ける機能について、この
年に機能性表示食品として届
け出ました。

「低温脱気製法」は低温で酸素
を除去してから殺菌することで、
熱の影響を抑えて生乳本来の味
わいを実現します。

雪印メグミルク保有の「乳酸
菌ヘルベ」は目や鼻の不快感
を緩和する、QOL改善に貢献
する新たな価値を付加した商
品です。

1950 家庭用冷蔵庫普及
1954 学校給食法成立

1970 大阪万博開催
1999 フランスワイン消費拡大

2009 消費者庁発足 2015「機能性表示食品」制度開始
1945 終戦 1964 東京オリンピック開催

1990「ティラミス」ブーム
1994「パンナコッタ」ブーム

2004 消費者基本法新設
2001 BSE感染牛が日本で発生

2003 食品安全基本法制定 2014 チーズの健康面の報道増

健康寿命の延伸食の安心・安全安定的な食生活 色の洋風化栄養改善・体位向上
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O
�ering Value

M
ajor food-related

events in Japan

1972

1950 雪印乳業、東京証券取引所に株式上場
同年、札幌証券取引所に上場

1954 雪印乳業研究所の分室を東京に設置
（現ミルクサイエンス研究所）

1966 雪印乳業現東京本社ビル竣工
1980 雪印乳業

チーズ研究所設立

2000 Snow Brand Milk Products Food Contamination Incident1946 スキー部創設1933

（有）北海道製酪販売
組合・研究部門設置
（現札幌研究所）

2017 Announcement of the Group Long-term 
Vision 2026

2022
New market segment moved to 
the Prime Market

有限責任 北海道製酪販売組合

全国農協牛乳直販（株）
設立 社名変更

Dairy products business

Business divesture 
(Beverages and 
Desserts Business)

設立

1950 設立1925 設立 Established joint holding company

雪印乳業（株）
2009

Megmilk Snow Brand Co., Ltd.

Corporate Consolidation

1974

全国農協直販（株）
2011

Nippon Milk Community Co., Ltd.1996

ジャパンミルクネット（株）

Merger

Snow Brand Milk Products Co., Ltd.

Nippon Milk Community Co., Ltd.

2002 Snow Brand Food Fraudulent Beef Labeling Incident
▶P. 66 Two Incidents▶P. 66 Two Incidents

2003
Consolidation Megmilk Snow Brand

雪
印
メ
グ
ミ
ル
ク
の

設
立
経
緯

雪
印

メ
グ
ミ
ル
ク

の
動
き

1926
「雪印北海道バター」発売

研究を重ねてきた
育児用粉乳をこの
年に全国発売しま
した。

1951
「雪印ビタミルク」
発売

1954
「6Pチーズ」大量生産化

1962
「雪印スライスチーズ」発売
「雪印カマンベールチーズ」発売

1968「雪印ネオ マーガリンソフト」
（現「ネオソフト」）発売

東京オリンピックを翌年に控え、健康増
進が叫ばれていた1963（昭和38）年、チー
ズが学校給食に採用されました。

COLUMN 02 学校給食でのチーズ登場

1980

1925年、『北海道酪農の発展と、乳製品
による国民の栄養改善・体位向上を目指
す。』理念のもと、創業者達は奮闘しまし
た。そして、1926年に近代的工場ができ
てからは「雪印北海道バター」を本格的
に製造販売し、日本の食卓へ広がってい
きました。

1935年に「6Pチーズ」の前身の
6ポーションチーズを発売しま
したが、この年にようやく大量
生産化にこぎつけました。

冷蔵庫から出してすぐにパンに塗
れるマーガリンという要望に応える
商品として発売されました。「ネオソ
フト」に商品名を変更したのは8年
経過した1976年になります。

「ストリングチーズ」
（現「さけるチーズ」）発売

当時は地域限定の手作りチーズとして
売り出されましたが、さくとまるでサキ
イカのような形状、弾力性のある食感の
新しさが大うけで、地域の限定商品から
一気に全国発売となりました。

1963
「雪印コーヒー」発売

牛乳をもっと身近なものにしたいとい
う思いから当時インスタントコーヒー
がお茶の間に普及しはじめたコーヒー
に着目してこの商品は開発されまし
た。

1979
「雪印ナチュレ」
（現「ナチュレ 恵 
megumi」）発売

COLUMN 01 創業者たち

日本国内における安定的で豊かな食生活の実現という社会課題に
対して酪農事業を通じて寄与してきました。 宇都宮 仙太郎/黒澤酉蔵/佐藤 善七

創業以来、ミルクの価値と可能性を追求し、雪印メグミルクは進化を続けています。

これからも、研究開発を起点とした「ものづくり」によって新たな価値を創造し、おいしさと健康をお届けするとともに、持

続的成長を目指します。

受け継いだ開拓者精神で、ミルクの価値と可能性を追求し、

更なる進化を遂げ、おいしさと健康をお届けし続けます。

1997
「北海道カマンベール
切れてるタイプ」発売

2007
「雪印北海道100」
ブランドの展開

2015
「恵 megumi ガセリ菌
SP株ヨーグルト」
機能性表示食品として発売

2020
「乳酸菌ヘルベヨーグルト
ドリンクタイプ」発売

2002
「毎日骨ケア MBP®」発売

1987
「とろけるスライス」発売

2007
「低温脱気製法」で特許取得
「方法特許第4015134号」

2021
「MBPドリンク」発売

乳（ミルク）を通じて健康寿命延伸
に貢献する研究開発、商品開発、情
報発信に力を入れています。

COLUMN 03

研究を通しての新たな価値創造

2018
家庭用マーガリン類すべてを
「部分水素添加油脂」不使用に改良
（「部分水素添加油脂」には
トランス脂肪酸を多く含んでいます）

1996
「雪印北海道バター(10gに切れてる）」発売
時代とともに変わりゆくお客さまのニーズに応
え、様々なバター商品が発売されました。
特に10gごとに切れ込みが入っているこのバ
ターは、計量と切る手間いらずで簡単に使え、
忙しい現代のニーズにも応える商品です。

1989年から研究を重ね、骨を丈夫にする希少た
んぱく質を牛乳から発見、その後2002年によう
やく商品化できました。骨を健康に保つことに
より、健康寿命の延伸、QOLの向上に貢献して
いきます。通販チャネルで展開している特定保
健用食品です。

北海道の生乳を100%使用
したチーズブランドを展開。
安心・安全を提供する雪印メ
グミルクの思いをこめたブ
ランドです。

「骨密度を高める」
MBP ®を配合した機能
性表示食品として、小
売店向け商品を発表し
ました。

雪印メグミルク保有の乳酸菌
「ガセリ菌SP株」の保健機能の
中の一つである内臓脂肪を減
らすのを助ける機能について、
この年に機能性表示食品とし
て届出しました。

（「低温脱気製法」低温で酸素を
除去してから殺菌することで、熱
の影響を抑えて生乳本来の味わ
いを実現します）

雪印メグミルク保有の「乳酸
菌ヘルベ」は目や鼻の不快感
を緩和する、QOL改善に貢献
する新たな価値を付加した商
品です。

1950 家庭用冷蔵庫普及
1954 学校給食法成立

1970 大阪万博開催
1999 フランスワイン消費拡大 2009 消費者庁発足

2015「機能性表示食品」制度開始
1945 終戦 1964 東京オリンピック開催

1990「ティラミス」ブーム
1994「パンナコッタ」ブーム

2006 消費者基本法新設2001 BSE感染牛が日本で発生
2003 食品安全基本法制定 2014 チーズの健康面の報道増

健康寿命の延伸食の安心・安全食の楽しみ安定的な食生活 食の国際化と多様化栄養改善・体位向上

雪印メグミルクのあゆみ

1997

2007

2015
2020

2002

1987
Launch of 
“Torokeru Sliced Cheese”

2007

2021
Launch of  “MBP Drink“

We focus on R&D, product 
development, and information 
dissemination that contribute to 
extending healthy life expectancy 
through milk.

COLUMN 03

Creating New Value Through Research

2018
We achieved margarine 
for household use that no longer 
uses partially hydrogenated oils, 
which contain large amounts 
of trans fatty acids.

1996
Launch of  “Snow Brand Hokkaido Butter (10g pre-cut)”
We have launched various butter products to meet 
customer needs that change with the times. In 
particular, this butter, which is pre-cut in 10g pieces, 
is easy to use without the need for measuring and 
cutting, and meets needs in our hectic modern 
times.

We developed this cheese 
brand using raw milk 100% 
from Hokkaido. The brand 
reflects the Megmilk Snow 
Brand’s desire to provide safety 
and peace of mind.

We launched this product 
for retail stores as a food 
with function claims 
containing MBP®, which 
increases bone density.

In this year, we filed a notification 
of a food with function claims for 
this product with a function that 
helps decrease visceral fat, one of 
the health functions of the 
Gasseri SP Strain owned by 
Megmilk Snow Brand

1950 家庭用冷蔵庫普及
1954 学校給食法成立

1970 大阪万博開催
1999 Expansion of French wine consumption

2009 Inauguration of 
Consumer Affairs Agency 2015 Start of the “foods with function claims” system

1945 終戦 1964 東京オリンピック開催
1990 Tiramisu boom

1994 Panna cotta boom

2004 Basic Consumer Act newly established

2001 Outbreak of BSE disease 
in cattle in Japan

2003 Enactment of the Food Safety Basic Act 2014 Increased media coverage of the health aspects 
of cheese

Extending healthy lifespansSafety and security of food安定的な食生活 色の洋風化栄養改善・体位向上
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Launch of  “Nyu-San-kin Helve
(Lactobacillus helveticus SBT2171)
Yogurt”
Nyu-san-kin Helve, which is 
owned by Megmilk Snow Brand, 
is a new value-added product 
that relieves discomfort in the 
eyes and nose and contributes 
to improved quality of life.

Patented the “low-temperature 
deaeration manufacturing method”
“Process Patent No. 4015134“
The “low-temperature deaeration 
manufacturing method” removes 
oxygen at low temperatures before 
pasteurization, thereby reducing 
the effects of heat and realizing the 
natural flavor of raw milk.

“Megumi Gasseri SP Strain 
Yogurt” sold as a food with 
function claims

Launch of  “Hokkaido 
Camembert Pre-cut Type”

Launch of Mainichi Hone Care MBP®
With our research conducted since 1989, we discovered 
a rare protein in milk that increases bone density, and 
finally commercialized it in 2002. We will contribute to 
extending healthy life expectancy and improving quality 
of life by helping people maintain their bone health. This 
is a Food for Specified Health Uses (FOSHU) being 
developed with the mail-order sales channel.

Development of the “Snow 
Brand Hokkaido 100” brand

価
値
提
供
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