
Royal Holdings Co., Ltd.

Head Office

3-28-5 Naka, Hakata-ku, Fukuoka-shi,

Fukuoka 812-0893, Japan

Tokyo Headquarters

1-34-6 Sakurashimmachi, Setagaya-ku, 

Tokyo 154-8584, Japan

URL: https://www.royal-holdings.co.jp/en/

Integrated Report 2025
Royal Holdings Co., Ltd.

https://www.royal-holdings.co.jp/en/


Editorial Policy

The Royal Group’s Integrated Report 2025 has been published as a means to 

communicate the Group’s medium- to long-term value creation from both a 

financial and non-financial perspective. It is our hope that this report will create 

a better understanding among all stakeholders regarding our dedication to 

initiatives aimed at realizing a sustainable society, and the Group’s long-term 

corporate value creation. This report has been prepared with reference to the 

Integrated Reporting Framework produced by the Value Reporting Foundation 

(VRF) and Guidance for Collaborative Value Creation produced by the Ministry 

of Economy, Trade and Industry. For more comprehensive and detailed 

information, please visit our website.

https://www.royal-holdings.co.jp/en/

Scope of Reporting

This report covers a total of 11 companies, including Royal Holdings Co., Ltd., six 

consolidated subsidiaries, and four equity-method affiliates (as of December 31, 

2024). In instances where the scope of data presented varies from the above, 

the target organizations in question are specified individually. Note: On January 

1, 2024, Royal Contract Service Co., Ltd. absorbed Highway Royal Co., Ltd.

Period of Reporting

This report primarily covers fiscal 2024 (January 1, 2024–December 31, 2024). 

However, it may also include information as of and beyond January 1, 2025.

Forward-Looking Statements

Statements in this integrated report with respect to forecasts and other data 

are based on the Company’s judgments in light of the latest information 

available at the time of this report’s publication. For that reason, due to various 

changing factors, future results or forecasts stated in this report are not 

guaranteed. Furthermore, information stated in this report may be subject to 

future change without prior notice. Therefore, we request that this report, and 

the information contained within, be used at the discretion of the reader after 

confirming with information obtained by other means. The Company does not 

assume responsibility for any damages incurred as a result of this report.
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The Royal Credo

Royal is in the business of providing food services. 
In return for the customer’s patronage, we must provide:

-Delicious food
-Cleanliness in food preparation and handling
-Cheerful service to provide a pleasant atmosphere

Royal’s reward for following these principles will be  
a fair profit and continued prosperity.

Established in June 1956
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1950 	   Established Kilroy Tokushu Boeki Co., Ltd.

Founding� 1951 

With the start of Japan Airlines’ domestic flights, we launched in-flight catering and opened a café inside the terminal  
at Itazuke Air Base (currently, Fukuoka Airport). Also, in 1951, we constructed a bakery in Katakasu, Fukuoka, where we 
began creating confectionary and baked goods.

1953 	   �Opened French restaurant Royal Nakasu Main Store (currently, Hananoki) in Higashi Nakasu, Fukuoka. Three 
months after opening, actress Marilyn Monroe and her husband, Yankees slugger Joe DiMaggio, visited 
Fukuoka while on their honeymoon, which included a visit to the local U.S. military base. When visiting the 
restaurant, Marilyn ordered onion gratin soup.

1956 	   �Developed cake freezing techniques and ventured into the frozen food business 

Establishment of the Royal Credo

1959 	   Opened Royal Shintencho, a family restaurant with a jointly established confectionery shop

Adopted a central kitchen system� 1962
In April 1962, the Royal Fukuoka Building store opened in the newly constructed Fukuoka Building, located in the bus-
tling Tenjin district of Fukuoka. To offer high-quality cuisine at reasonable prices in a busy commercial district with high 
rents, we consolidated the preparation and processing of vegetables at a separate location from the restaurant, which 
enabled us to make effective use of limited cooking space in the restaurant itself and, above all, to provide consistently 
high-quality cuisine. This was the origin of the central kitchen system we continue to employ today.

Constructed the Royal Center, a core facility supporting the industrialization 
of Japan’s food and drink industry, equipped with a central kitchen  
and head office functions, in the Naka district of Hakata-ku� 1969 

The Group introduced a central kitchen preparation method in which sauces and other ingredients are prepared at a 
factory and final preparation is done at each establishment before serving the dish. Central kitchens produce food based 
on the idea that every meal should deliver warmth, as if made by a head chef. Therefore, these kitchens provide a steady 
supply of different products developed with great care, from the selection of ingredients to the refinement of flavors and 
preparation, while taking advantage of our freezing techniques.

1970 	   �We opened four restaurants, including the Royal American Cafeteria and Western Steakhouse Royal, in the 
U.S. zone of the Osaka World Expo, and established an operations system utilizing Japan’s first full-scale 
central kitchen, which began operations in 1969. During the event, we welcomed more customers than 
expected, and this experience laid the foundation for the Group’s nationwide expansion. More than  
50 years have passed since then and the central kitchen continues to evolve with the times, supporting the 
Group’s food business.

Opened the first Royal Host suburban family restaurant� 1971
With the rise in personal income and the advancement of motorization accompanying Japan’s economic growth,  
Royal Host opened a suburban restaurant with a parking lot in Kurosaki, Kitakyushu, which mainly targeted families. This 
was subsequently expanded to other parts of the country.

Our Founder’s Philosophy

Recognition of the Legitimacy of Japan’s Food and Drink Industry

To cultivate Japan’s food and drink industry into a legitimate way to improve lives. With this aspiration 

close to our hearts, we have worked vigorously since our founding to create stores, restaurants, and 

other establishments indispensable to their communities by maintaining three traits: delicious 

food and proper service; comfortable and clean interiors; and a healthy, cheerful image. We have 

held this aspiration, which has fueled our aim to be the highest-quality food and drink company  

in Japan, since our establishment 75 years ago, and we will continue to pursue it in the future.

Kyoichi Egashira, Founder 
(1923–2005)

1973

1995

20241969

20251971

20231956

20131953

The 75-Year History of the Royal Group Opened first highway restaurant in Mekari parking area on  
the Kanmon expressway� 1973
The Royal Group has been involved with airport restaurants and stores since its establishment and, in 1973, when private 
vehicle ownership became widespread, the Group opened a restaurant and store at a highway parking area. Today, we 
provide food menus emphasizing regional characteristics at various facilities that include airports, expressways, and 
department stores throughout Japan.

1978 	   �Listed on the Fukuoka Stock Exchange

1983 	   �Listed on the First Section of the Tokyo Stock Exchange 
Established Tokyo Food Facility in Funabashi, Chiba

1991 	   �Opened the first Sizzler in Japan, a restaurant featuring a salad bar and grilled dishes

Opened the First Roynet Hotel (Currently Richmond Hotel)  
in Higashi-Osaka, Osaka� 1995
We operate the Hotel Business segment by taking full advantage of the food and hospitality skills we have cultivated 
over many years in the Restaurant Business segment. In 2004, we established RNT Hotels Co., Ltd., which operates hotels 
around the country. Our goal is to provide hotels that are friendly to both people and nature while constantly improving 
for the sake of our guests, which we achieve through spacious rooms, well-equipped facilities, and a universal design.

2005 	   �Switched to a holding company framework and changed name to Royal Holdings Co., Ltd.

2006 	   �Made TEN CORPORATION (currently Royal Food Service Co., Ltd.) a consolidated subsidiary

2008 	   �Opened the first Royal Garden Cafe in Kita-Aoyama, Minato-ku, Tokyo

2013 	   �Opened the first overseas franchise store of Tendon Tenya

2015 	   �Established a manufacturing line dedicated to halal meals at the Fukuoka Central Kitchen Factory

2019 	   �Began full-scale development of Royal Deli frozen meals for home use

2021 	   �Entered into a capital and business tie-up with Sojitz Corporation 
Established subsidiary in Singapore via a joint venture agreement with Sojitz Corporation

2022 	   �Transitioned to the Prime Market segment of the Tokyo Stock Exchange following market segment 
revisions

2023 	   �Established Sojitz Royal Cafe Corporation and made a full-scale launch of Costa Coffee to the Japanese 
market

2024 	   �Royal Contract Service Co., Ltd. absorbed Highway Royal Co., Ltd. to further expand the highway-related 
business, part of the Group’s growth strategy.

Royal Host overseas directly-managed store openings� 2024
We opened two directly-managed Royal Host restaurants overseas, one inside the Jewel Changi Airport, a large com-
mercial facility connected to Singapore’s Changi International Airport, and the other inside Takashimaya S.C., Ngee Ann 
City on Orchard Road. Even overseas, we strive to provide delicious food made with the greatest of care, love, and effort, 
offered with the spirit of hospitality, in a comfortable space, with the aim of creating restaurants beloved by people in 
various places.

Expo 2025 Osaka, Kansai, Japan� 2025
In collaboration with Coca-Cola Bottlers Japan Inc., we opened a Lounge & Dining venue at the Expo 2025 Osaka, Kansai, 
Japan to serve as a reception and dining area for invited guests and dignitaries from around the world. Additionally, we 
are responsible for operating the employee cafeteria, providing food and hospitality to all staff working at the venue, and 
supporting Expo operations.

The Group formulated Management Vision 2025 to realize a “Changing Royal Group” that responds to changing times 
and the business environment while valuing the Unchanging Royal Credo.  
	 Aiming to become a 100-year company, we are connecting history to the future, enhancing our community-based 
brand value, and taking on new challenges in response to social changes.

  Celebrated our 75th Anniversary

Cover Story  Our Value Creation Story
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RESTAURANT BUSINESS

HOTEL BUSINESS

CONTRACT FOOD SERVICE

FOOD MANUFACTURING

The Royal Group Today

Consolidated Net Sales ¥152,150 million	 Consolidated Ordinary Profit ¥7,315 million
Fiscal 2024	 Fiscal 2024

  The Royal Group’s Business

Groupwide

Notes: �1. Consolidated net sales include net sales from other businesses. 
2. Net sales for each segment include intersegment sales.

  Consolidated Results for Fiscal 2024
Stable demand in the restaurant and hotel sectors, combined with price increases in line with our high-value-added strategy, contributed to 
increased same-store sales. New store openings in fiscal 2023 and fiscal 2024 also contributed to the increase in sales. Ordinary profit for fiscal 
2024 increased due to improved profits in the hotel business and airport stores, as well as improved equity-method income from in-flight 
meal operations. As a result, net sales and all profit categories achieved record highs.

Net Sales (Fiscal 2024)

¥ 49,789 million

Ordinary Profit (Fiscal 2024)

¥ 2,747 million

Highway Royal receives contracts from corporations to 
operate a wide variety of eating and drinking establish-
ments. These establishments are tailored to their 
locations, which include airport terminals, highway 
service areas (SAs) and parking areas (PAs), convention 
centers, office buildings, medical and nursing care 
facilities, department stores, and government offices.
Note: �On January 1, 2024, Royal Contract Service Co., Ltd. absorbed 

Highway Royal Co., Ltd.

Royal Contract Service Co., Ltd.Group 
Company

Business 
Summary

Net Sales (Fiscal 2024)

¥ 63,034 million

Ordinary Profit (Fiscal 2024)

¥3,197 million

Development and operation of a wide variety of eating 
and drinking establishments, including chains, such as 
the hospitality-themed restaurant Royal Host, tempura 
and tempura bowl specialist Tendon Tenya, salad bar 
and grill Sizzler, pizza restaurant Shakey’s, as well as 
beer gardens, cafés, and a variety of other specialty 
establishments.

Royal Food Service Co., Ltd.
Royal Food Services (Singapore) Pte. Ltd.
Royal Contract Service Co., Ltd. (restaurant operations)
(Equity-method affiliate: Sojitz Royal Cafe Corporation)

Group 
Company

Business 
Summary

Net Sales (Fiscal 2024)

¥35,072 million

Ordinary Profit (Fiscal 2024)

¥5,424 million

We operate hotels, including the Richmond Hotel, 
across Japan. In 2025, we opened a new lifestyle hotel 
brand, THE BASEMENT.

RNT Hotels, Co., Ltd.
(Equity-method affiliate: K&R Hotel Development Co., Ltd.)

Group 
Company

Business 
Summary

Net Sales (Fiscal 2024)

¥12,473 million

Ordinary Profit (Fiscal 2024)

¥107 million

Food manufacturing, purchasing, logistics, and other 
infrastructure-related functions for Group businesses, 
in addition to manufacturing meals for sale by large 
retailers and other companies outside the Group, and 
Royal Deli brand frozen meals for home consumption.

Royal Co., Ltd.Group 
Company

Business 
Summary
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  Same-Store Sales Growth (YoY)
In fiscal 2024, we captured tourism demand, and the Richmond Hotel and airport terminal stores performed well. Mainstay Royal Host 
and other restaurant sales expanded, while Tendon Tenya sales have grown year on year for 46 straight months, since March 2021.

  �Fiscal 2024 Results by Segment
Our main business segments, comprising the 
Restaurant, Contract Food Service, and Hotel busi-
nesses, achieved 11 consecutive quarters of positive 
ordinary profit. In the fourth quarter (October–
December), rising raw material costs and new store 
openings caused profit to decline compared to the 
fourth quarter of fiscal 2023. In the Hotel Business, 
efforts to capture inbound demand and other factors 
led to a significant increase in profit.
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The Royal Group develops products with the mentality of 

providing many meals to many people but making sure 

each one maintains the flavor of a single meal prepared 

lovingly by a head chef. Each and every product we 

develop is infused with love, whether tried and true favor-

ites based on the recipes built up since our founding or 

original, carefully crafted products.

Each employee adheres to the Royal Credo and the Royal 

Group Code of Conduct, focusing their thoughts and 

actions, day in, day out, toward demonstrating the hospi-

tality of the Royal Group, regardless of industry, business 

type, job type, or position. As a hospitality-focused Group, 

we develop human resources with the aim of creating 

establishments beloved by local communities.

Food must be delicious. 

 It also requires hygienic 

preparation and handling.

Our sales and the services 

we provide must bring joy 

to our customers and 

make society brighter.

The Pursuit of Delicious Flavors Developing Human Resources  
Brimming with Hospitality

To ensure the products we provide are always safe and 

delicious, we established a system to comprehensively 

oversee food safety and security across the entire Group in 

accordance with the Royal Group Quality & Food Safety 

Standards. Under strict quality control, we pursue food that 

meets the needs of the times.

Food Safety and Security

  ��Please refer to pages 52–53, Food Safety and Security,  
for details on specific initiatives.

The Royal Group put forth its Declaration to be a 

Hospitality-Based Company in July 1995. We want custom-

ers to enjoy delicious, high-quality food with pleasant 

service. We always act with maximum customer satisfac-

tion in mind, so people can spend valuable time with their 

loved ones in a comfortable space. This is what we mean 

by the “spirit of hospitality.”

Our Approach to Hospitality

  ��Please refer to page 58, Royal Group Hospitality in Action,  
for details on specific initiatives.

  ��Please refer to pages 48–51, Human Resources,  
for details on specific initiatives.

  ��Please refer to pages 54–57, Special Feature:  
Cook’s Roundtable Discussion, for details on specific initiatives.

T
he Pursuit of “Food”

T
he Pursuit of “H

ospitality”

The Royal Group’s Unchanging Strengths
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Our vision ​

A food- and hospitality-centered Group that 
offers high-quality experiences and settings 

and grows internationally

Management Vision 2035

Bringing joy to communities and society 
through food and hospitality

The Future Envisioned by the Royal Group​
Formulating Management Vision 2035

Based on the Royal Credo, the Group has promoted the 

industrialization of the food and drink industry with the  

aim of contributing to society. 

	 At the same time, the business and social environments 

surrounding the Group are changing dramatically with the era.

	  To respond flexibly to these changes and move forward 

alongside all our stakeholders, we formulated Management 

Vision 2035,  

which outlines the future we want to realize as a Group. 

	 While valuing the Unchanging Royal Credo, we will 

respond flexibly to changing times and business environ-

ments and evolve as the Changing Royal Group.
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An experiment leads to reaffirmation

In January 2025, I conducted an experiment during my online New Year’s 

greeting, which I delivered to all Group stores and employees. I will admit, I 

might have caught people off guard. When delivering my New Year’s greet-

ings, I usually do not prepare a speech in advance, instead simply speaking 

what is on my mind at the time. For this occasion, I tried creating my entire 

speech using generative AI. After going back and forth with the generator 

about how to create a New Year’s greeting that would resonate with 

employees at all Group stores, the resulting text covered all the key points 

fully and was a rather good piece of writing. I was curious to know how 

employees would react when they heard it. Many commented that; “some-

thing seemed off” or “it felt a little odd.” (After reading my speech, I did reveal 

that the greeting had actually been created by AI.) I suspect the reason the 

message didn’t resonate with employees, who receive regular greetings 

from me, is that the AI, while very good at compiling publicly-available 

information and organizing it into text, is still limited to “public information” 

that anyone in the world can access.

	 At the heart of our business is a close connection with “undisclosed 

information”—the spectrum of human emotion felt by employees and 

customers that varies from day to day. Even with how AI is evolving, it will be 

a long time before it can truly capture this feeling. One of our fundamental 

strengths is to provide this undisclosed information through hospitality, and 

that is something that AI will not replace anytime soon. I believe that this 

experiment was a reaffirmation for me and all Group employees, that we 

must pursue this strength as the true essence of our business.

Digitalization as a way to gain a competitive edge

I am not saying that we do not need digitalization—we do. The key question 

here is whether or not digitalization is a way to gain a competitive edge.

	 To gain this, we need two ways of thinking. The first way is to consider 

the value creation process for your business and business model. The 

restaurant and hospitality industry is a fusion of art and science. One is not 

separate from the other, but I would say that long-running, popular restau-

rants and Michelin-starred restaurants have a strong artistic element, while 

fast food and similar restaurants lean more toward the scientific. The value 

creation process for art is steeped in the imagination and originality of 

	 One action we have taken is evolving how we manage our business 

portfolio. We are better prepared for changes in the Group’s business envi-

ronment. If the yen continues to weaken, for example, the Restaurant 

Business segment will be hit hard by rising raw material costs, but hotels 

and airports where this segment operates will see greater inbound demand. 

So, one advantage we have is a wide range of businesses, which we can 

bring together in response to such external changes. There are always ups 

and downs in a business environment, so it is important to offset these with 

a diverse portfolio, and I think this approach is working well at the moment. 

On the other hand, we must always keep in mind that all of our businesses 

were suspended due to the COVID-19 pandemic as we try to piece together 

our next business strategy. This, I believe, is an ongoing challenge with no 

end in sight.

	 When we look at changes in Japanese society over the longer term,  

it is clear that population decline is inevitable. With declining birthrates and 

aging population looming large and speeding up, we cannot achieve the 

growth we need in Japan alone. This means that boosting the Group’s 

Overseas Business has been renewed as a theme in our new medium-term 

management plan. However, this is not a case of strengthening the 

Overseas Business because we cannot grow domestically—we will also 

pursue steady growth in Japan. That being said, we cannot achieve the level 

of growth that will fully meet stakeholder expectations on the back of 

domestic business alone, so it is important that we also build up our busi-

ness overseas as another engine for growth. During the pandemic, our top 

priority was defense. Now that the pandemic has lessened, the shift to 

offense, both domestically and overseas, will become an important element 

of our new medium-term management plan. For our attack, we will need to 

revitalize investment in the Overseas Business and take on bolder challenges 

than ever before.

Beyond what must change and what must not, the 
crucial point lies in the way we change

One of the ideas stated in our newly-formulated Management Vision 2035  

is that the Royal Group will conduct business by ascertaining what must 

change and what must not. An important element is how we make these 

changes. With certain stakeholders such as customers and employees, 

change must occur over a period of time, not in one fell swoop. When we 

think of people and technology in the manufacturing industry, there is an 

“or” relationship, where people can be replaced. If an entire production line 

is replaced with machines, people will no longer be needed. In other words, 

people or machines do the work. In the service industry, however, people 

and digitalization have more a complementary “with” relationship. In this 

kind of relationship, change takes time because both customers and 

employees need some time to adjust. In a replacement-based “or” relation-

ship you can make the change right away, but this isn’t the case in a com-

plementary “with” relationship.

	 The Third Industrial Revolution centered on automation for manufac-

turing, replacing humans in favor of machines. What we are seeing now is 

more of a case of scalability and complementation as humans work with 

technology to combine their respective capabilities. What matters here is 

how we make these changes over a certain period of time; I do not believe 

that simply introducing more and more machines and reducing the number 

of people is necessarily the right approach. For the Royal Group, it is impor-

tant to take advantage of technology as a way to complement human 

beings and scale business to establish an environment where people can 

create value on the ground. One of our strengths is that our employees are 

willing to showcase their abilities, as long as they have the right conditions 

to do so.

How to achieve a positive trading relationship 
between economic and social value

Taking a page from the Royal Credo, the Group promotes sustainability 

management with the goal of being a company rooted in the local com-

munity and society, with the empathy and support of all stakeholders. While 

a comprehensive approach is necessary to solving social issues, it is also 

important to start with issues that are closest to our core business. I believe 

this is the more sustainable approach and the one that will satisfy 

stakeholders.

	 For us, reducing food waste is one such example. In addition to our part 

in the mottECO consortium, an industry-government-academia alliance, we 

are working to establish circular economies on the local level by taking 

vegetables grown with compost made from food waste and using them as 

ingredients in our Group’s factories. I believe that expanding upon these 

kinds of local ecosystems will be an initiative unique to the Royal Group.

	 In the coming era, the key will be how we trade the relationship 

between the economic and social value we create. Furthermore, there are 

limits to what a single company can do to resolve social issues. While it is 

difficult to form collaborative ties between companies in terms of economic 

value, companies do work together in the pursuit of social value. When 

companies face a common social issue, they are more likely to work 

together to resolve that issue. A company does not become truly great on 

the back of profits alone; to be the company of choice for all stakeholders, it 

must create both economic value and social value. In industries where a few 

companies dominate the market, the major players are increasingly working 

together, but this is more difficult in industries with a wide range of support-

ing sectors such as the restaurant and hospitality industry. So, I believe an 

important first step is to set up mechanisms that will make working 

together easier.

The company of choice, for all stakeholders

I believe that the most important thing in running a company is making 

sure it is a going concern, or more simply, that it makes enough money to 

remain afloat for the foreseeable future. Risks to being a going concern 

include supply constraints such as labor shortages and raw materials pro-

curement. We are starting to see these risks come to light. To resolve these 

supply constraints, we must take advantage of digital technology, of course, 

but we must also become the company of choice not only of customers 

and shareholders but of employees and business partners as well. For this to 

happen, we will have to work to capitalize on our economic and social value 

going forward. Therein lies our goal—we will achieve growth with a balance 

of economic and social value, with a fair distribution of profits for all stake-

holders, and thereby become that company of choice.

� May 2025

people. Conversely, the value creation process for science is largely rooted in 

logical systems. Working from this premise, in art, value is created through 

the power of human beings, so it stands to reason that digital technology is 

best used in a supporting role. In a scientific approach, however, value is 

created by digitalizing the business process itself, essentially a logical 

system. Ultimately, I believe the method of digitalization comes down to the 

nature of a company’s specific value creation process. In the case of Royal 

Host, we create value through the power of our people. Therefore, it is 

important for us to digitalize processes such as ordering food and closing 

the register, since this helps us create conditions where employees can 

provide true hospitality when serving customers person-to-person.

	 Second, you need to think in terms of timeline. For instance, Japan is 

currently facing a serious labor shortage. This is why digital technology can 

provide such a competitive edge at the moment. However, in the future, 

once this technology becomes ubiquitous and normalized, that advantage 

will be lost. When that happens, the competitive edge will ultimately go to 

those with the power of people. This is why we must ramp up investment in 

human capital right now. As a result, I believe that the way digital technol-

ogy is utilized will change depending on the value creation process and 

timeline of each business or industry. Therefore, we need to think carefully 

as to how we incorporate digital technology into our business and how 

people can wield digital technology to create value.

Overcoming the COVID-19 pandemic as a leaner and 
stronger company

While our business performance was hit hard at the beginning of the 

COVID-19 pandemic in 2020, even before that 2018 and 2019 had brought 

two consecutive fiscal years of higher sales but lower profits. I believe one 

of the reasons for this was that prior to these two years, we had a streak of 

both higher sales and profits, which had made us complacent and led us to 

become somewhat blind to a variety of costs. During the pandemic, we 

implemented various measures to help lean out the company again. Thanks 

to this effort, after the pandemic, not only did our sales recover, we were 

also able to generate solid profits. The challenges that existed before the 

COVID-19 pandemic were a major obstacle, but it was overcoming the truly 

dire crisis of the COVID-19 pandemic that made us a much leaner and 

stronger company in the end.

Message from the Chairperson

Tadao Kikuchi
Chairperson

The Royal Group aims to achieve sustainable growth by creating both economic and social value,  

while also being the company of choice for all stakeholders.
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Charged by the Royal Credo, unshakable and held deep in our hearts, we continue to challenge ourselves to 

achieve further evolution and growth, aiming to be a company that is 100 years strong and can bring smiles to 

the local community and society through food and hospitality.

Message from the President

Masataka Abe
President and Representative Director

Looking Back at Medium-Term Management Plan 
2022–2024

A year of record performance and a V-shaped  
post-pandemic recovery

In fiscal 2024, the final year of Medium-Term Management Plan 2022–2024, 

we achieved record highs of ¥152,150 million yen in net sales and ¥7,315 

million yen in ordinary profit. Soaring prices for raw materials, electricity, and 

gas resulted in an increase in costs amounting to approximately ¥5.6 billion 

yen over the three-year period. However, the steady recovery of our existing 

businesses and higher sales prices resulting from our high-added-value 

strategy helped us absorb these higher costs and achieve our targets.

	 More than anything, over the course of Medium-Term Management 

Plan 2022–2024, we fully committed ourselves to improving the fundamen-

tal value put forth by the Royal Group, aiming for a V-shaped recovery from 

two consecutive years of losses that stemmed from the COVID-19 pan-

demic. The value we continually provide goes beyond simply delicious food; 

it comes from our high-quality service that is constantly being refined 

through our dedication to quality, service, cleanliness, and atmosphere 

(QSCA). Put another way, it comes from the provision of food and hospitality 

based on the Royal Credo. The past three years have been a time for the 

entire Group to reevaluate and develop the type of value that can only be 

created by human beings so that, in the wake of the COVID-19 pandemic, 

we were ready to welcome back customers and remind them of the joy of 

going out for a meal or taking a trip, making sure they left feeling satisfied.

	 As a result, we were able to achieve the numerical targets set out in our 

medium-term management plan—the most ambitious targets we have 

ever set. This is an outcome that has brought a sense of accomplishment 

and confidence to the entire Group, from management to front-line 

employees.

to tackle on our own, it also gave us the chance to reaffirm the unique 

qualities and strengths that we within the Group had taken for granted.

	 Based on this alliance, Royal Holdings and Sojitz Corporation are strate-

gic partners and are currently working on a variety of co-creation projects. 

Overseas expansion is also part of this equation and we opened up our first 

directly operated Royal Host in Singapore in June 2024. In April 2025 we 

opened “THE ROYAL”, our first restaurant in Vietnam, located in Ho Chih Minh 

City. We have also begun expanding into the U.S. market. By combining  

the know-how we built up by operating our restaurant chain with Sojitz 

Corporation’s domestic and international business network and business 

development capabilities, as well as the unique and expert approach to 

sushi championed by Choshimaru Co., Ltd, our additional partner, we aim  

to create new value that we could not achieve separately.

	 In addition, Royal Holdings, Sojitz Corporation, and SRE Holdings 

Corporation launched the restaurant opening support platform “Omise 

Craft” in May 2024. This provides one-stop support for opening small and 

medium-sized restaurants, which suffer from a high closure rate. This last 

initiative is one example of using co-creation with external partners to 

address industry issues with a practical approach.

	 During Profit and Growth for All (PGA) meetings, members of Sojitz 

Corporation and the Royal Group apply their respective points of view and 

knowledge to discuss ways to improve the Group’s performance and corpo-

rate value. We will continue to utilize co-creation as a means to better utilize 

the Group’s strengths and create new value in the future.

The evolution of our business portfolio

The COVID-19 pandemic uncovered various problems within the Group, 

including a portfolio dependent on the flow of people, rising fixed expenses, 

and a lack of resilience in each business segment. During our previous 

medium-term management plan, we divided our business portfolio into five 

categories based on these aforementioned problems and promoted mea-

sures within each business segment to target two priority issues: improving 

the profitability of existing businesses and creating strategic businesses.

	 In Category 1 and 3, we implemented a range of measures to fully 

accommodate revenge spending, which is when customers rush to spend 

money on something they were denied during an adverse economic event. 

These actions helped us recover profitability in existing businesses. This 

involved boosting our product development capabilities and supply chain 

management (SCM) to support producers and their consumers, executing 

high-value-added strategies such as Good JAPAN, a campaign that brings 

the best flavors out of each ingredient, opening new locations, and renovat-

ing existing ones. Notably, Richmond Hotels has been working to increase 

the value of its accommodations by updating its guest rooms and common 

areas, and by introducing breakfast menus that incorporate the local charac-

ter. As a result, Richmond Hotels was rated by J.D Power as the number one 

hotel in Japan for hotel guest satisfaction in their mid-scale hotel category in 

fiscal 2024, the 12th time Richmond Hotels has received the award. In the 

Contract Food Service segment, we ramped up efforts to secure new 

business contracts and revitalized existing businesses, recovering profitabil-

ity in this segment as well.

Category 1

• Implement a high-value-added strategy 
• �Enhance take-out and delivery 

businesses

Category 2

• �Develop business formats for new 
lifestyles

Category 3

• �Improve productivity and strengthen 
product development capabilities

Category 4

• �Implement a repackaging strategy
• �Repackage our strengths to commercial-

ize and expand

Category 5

• �Strengthen the Group’s business base

3

2

4
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Domains

Facility-Based 
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Restaurant 
Business
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Service Business
Hotel Business
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Emphasis on business creation in 
collaboration with  
Sojitz Corporation

Business Creation Domains

Overseas  
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Development
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	 In Category 2, we promoted the creation of strategic businesses in the 

Business Creation Domain through the rebranding of Tendon Tenya and 

expansion of the Costa Coffee chain.

	 In Category 4, we advanced our repackaging strategy by strengthening 

sales of our Royal Deli brand of frozen meals. However, our efforts to achieve 

growth in Off-Premise Domains did not progress as expected, and we 

recognize this as an issue to be carried over to Medium-Term Management 

Plan 2025–2027.

	 In Category 5, as part of building a foundation for expanding our 

overseas franchise business and directly managed overseas business, we 

opened our first overseas directly managed Royal Host restaurant in 

Singapore in July 2024, offering the same level of service and cuisine as we 

do in Japan. We are also working to expand upon our joint ventures with 

Sojitz and Choshimaru, and expand Tendon Tenya’s overseas franchise 

business by deepening our presence in countries where we already operate 

and cultivating a presence in new countries. As we further promote the 

development of our directly managed, franchise, and joint venture busi-

nesses, I expect that the seeds we have sown through co-creation with 

Sojitz Corporation will bear fruit over the period of our new medium-term 

management plan.

DX initiatives

The DX initiatives under the previous medium-term management plan were 

implemented in six areas: 1) introduction of a management system for 

establishments, 2) SCM, 3) renewal of shared infrastructure, 4) development 

of a data-driven platform, 5) promotion of new businesses and digitalization, 

and 6) development of DX literate-personnel to provide support in these 

areas. As a result, Royal Holdings has been officially recognized as a 

DX-Certified Business Operator under the DX certification system estab-

lished by the Ministry of Economy, Trade and Industry.

	 The approach to DX initiatives in the previous medium-term manage-

ment plan was to produce a large number of initiatives to establish a series 

of dots on a map, so to speak, by concentrating on the many different 

aspects of digitalization that were appearing in front of our eyes. For the 

new plan, we will continue to explore ways to connect these dots to 

develop a route toward creating new value within the Group.

Formulation of our Long-Term Vision and the 
Launch of Medium-Term Management Plan 
2025–2027

Formulating Management Vision 2035

In April 2025, the Royal Group celebrated its 75th anniversary. As we set our 

sights toward the next milestone—becoming a 100-year company—we 

have been working to weave the story of what we can achieve over the next 

25 years. To guide us, we formulated Management Vision 2035 which looks 

to the next 10 years and sets out our goal: bringing joy to communities and 

society through food and hospitality. This vision was formulated through 

repeated exchanges of opinions across the Group, with the involvement of 

many employees who will carry the torch as future management. Opinions 

were given from the perspective of what kind of company we aspire to be 

when we reach our 100th anniversary, as well as what must change and 

what must not.

	 Since our founding, we have aimed to industrialize the food and bever-

age industry in Japan over the course of the country’s rapid economic 

growth, and worked to expand our business using a product-driven 

approach, based on the philosophy of creating establishments that are 

indispensable to people in the local community. However, with 70 years of 

operation behind us, we are shifting to a market-driven approach that 

focuses on our services in response to the growing voices of local residents 

Focused investment in human capital to dispel  
in-Group concerns

I believe that one of the reasons we achieved record profits in fiscal 2024 is 

the emphasis we have placed on human capital investment. The poor 

business performance caused by the pandemic created a cloud of anxiety 

that permeated the entire organization, so in the previous medium-term 

management plan we worked with a strong focus on restoring employee 

confidence and pride.

	 The drop in sales led us to streamline our workforce, but this caused a 

temporary decline in organizational strength. This prompted us to restore 

personnel and improve working conditions, of course, but we went beyond 

these actions and also focused on enlivening employee education as a way 

to pass on and spread the idea of food and hospitality, which is deeply 

embedded in the management philosophy the Group has cultivated over 

time. Specifically, we redoubled efforts to secure human resources for our 

stores by raising employee wages and actively recruiting staff, including 

foreign nationals. This created an opportunity for employees to pass on 

know-how unique to the Royal Group to their new colleagues while giving 

these experienced employees the confidence of being able to teach the 

Royal approach to hospitality. These feelings of success inspire positive 

thinking, such as wondering “how can we teach this better?” By sharing their 

ideas within the organization, they help identify and solve education-related 

issues. In this way, the virtuous cycle of human resource development, set in 

motion by our investment in human capital, is spreading not only to the 

workplace but throughout the entire Group, including operating companies 

and indirect departments. Going forward, we will continue to promote 

investment in human capital while remaining respectful of diversity.

Co-creation with external partners

Aside from investing in human capital, I must acknowledge that co-creation 

with external partners has been another important initiative that has 

brought about change within the Group. Most notable is our capital and 

business alliance with Sojitz Corporation, established in 2021. Not only did 

this alliance enable us to take on challenges that would have been difficult 
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Message from the President

Our intention is to keep working to develop such thoughtful human 

resources. Over the course of our new medium-term management plan,  

we will continue to improve profitability to advance this investment in 

human capital.

Our approach to store openings and M&As

The Group’ plans for store openings are not focused solely on increasing the 

number of stores, but also emphasize investing in stores with an eye toward 

becoming a 100-year company, and will include store relocation. For Royal 

Host, we will update its restaurant environments to better suit the times 

through redevelopment projects, which involve relocating restaurants that 

have been in operation for over 50 years and need to be rebuilt. We will 

continue to open new Tendon Tenya locations, primarily in urban areas, and 

will also work on re-branding. In the Hotel Business segment, we will con-

tinue to expand our business through collaboration with external partners 

such as Minor Hotels, in order to provide accommodation experiences that 

are suited to a wider variety of usage scenarios and price ranges. In the 

Contract Food Service segment, we will approach areas undergoing regional 

revitalization and redevelopment to provide sustainable services in places 

where people gather.

	 Regarding M&As, we will focus on facilitating business succession for 

brands that are being lost in Japan’s restaurant industry due to the lack of 

successors and labor shortages. I believe that our particular style of M&A 

involves inheriting and preserving the brand and value of a store that is 

considering closing, and I aim for the Royal Group to be an organization that 

people can pass on their company to and trust that it is in good hands. 

Japan has cultivated a diverse and fascinating food culture over many years. 

I personally feel a deep sense of duty when we take over a business and as 

we carry out our mission to ensure that the value of such food does not 

disappear, contributing to the sustainability of food culture.

R-Sessions—a chance to reintroduce ourselves to the 
unchangeable Royal Credo

As part of formulating Management Vision 2035, we began holding 

R-Sessions, roundtable discussions meant to exchange opinions from across 

the Group, in 61 locations across Japan, every six months. These were led 

primarily by executive officers. These sessions serve as ongoing forums for 

discussing the Group’s future, with previous sessions being attended by 

approximately half of the Group’s total employees. These regular R-sessions 

enable us to confirm and re-confirm the unchangeable strengths of the 

Royal Group, and we have created an ongoing back and forth in which the 

voices of those on the front lines are reflected in management. The two-way 

dialogue between management and the boots-on-the-ground workers has 

enabled us to reacquaint ourselves with the kinds of value that only we can 

provide, in a way people can empathize with. I feel this has helped us build a 

solid foundation to provide even more value under our new medium-term 

management plan.

Times may change, but hospitality will remain

The Royal Group championed hospitality even before it put forth its 

Declaration to be a Hospitality-Based Company in 1995,and has been 

committed to practicing it for the past 75 years. As a result, food and hospi-

tality have become deeply rooted in our corporate culture. Even as times 

change, our delicious food and the hospitality in our services—services that 

can only be provided by human beings—will never be lost. We will continue 

to pass on this spirit as we go forward.

who say; “We want the Royal Group to come to our community.”  This deter-

mination to become a group indispensable to the local community is the 

central idea embodied in our new long-term vision. So, what does it mean 

to be indispensable? What elements are needed? We have broken down the 

answers to these questions into four priority areas: brand, global, sustain-

ability, and human-centered management

	 The first area, brand, is a crucial element of becoming a needed pres-

ence in a community or in greater society. We believe that our brand is the 

name Royal Group, which gives people a sense of security and trust when 

they hear it. When we become a familiar part of our customers’ daily lives, 

that name gives them a feeling of exclusivity, brings smiles to their faces, 

and makes them feel rich in their hearts. From individual brands such as 

Royal Host and Richmond Hotel to our food establishments at highway 

service areas, airports, stadiums, and arenas, our goal is to be seen as a 

presence that conjures up joy and prosperity, with value in simply being 

present in a variety of settings. We understand that it is essential for us to 

provide each customer with their Royal Group, the version that matches 

their particular lifestyle, and feel the value in that brand.

	 The second area, global, is based on the idea that being indispensable 

to the local community is not just limited to communities in Japan, but 

instead refers to communities around the world. Outside of Japan there is a 

high level of trust in the deliciousness of Japanese cuisine and the quality of 

its ingredients, and we want to meet the expectations that customers will 

have with an authentic Japanese culinary experience that also includes 

service infused with the spirit of Japanese hospitality. We will promote a 

strategy that takes into account the movement of people, so that when 

overseas customers return to their home countries, they will be able to find 

the same food they experienced in Japan. Conversely, customers who 

encounter authentic Japanese cuisine in their home country may be 

inspired to try and experience the food and find work in Japan as well.

	 With regard to sustainability, the third area, I believe that mounting a 

flexible response to changing times and providing what those times require 

will serve as a foundation of sustainable economic activities in our quest to 

become a 100-year company. Sustainability may sound like a daunting 

concept, but we understand that helping to resolve a variety of social issues 

is fundamental as a principle and a matter of course as we continue our 

economic activities.

	 And finally, to achieve any and all of this, we need people who share 

the Group’s values. In particular, for the Group to keep providing value in the 

form of high-quality food and hospitality—a kind of value only people can 

provide—we must cultivate human resources who can adhere to QSCA to 

deliver food with both safety and delicious flavor, as well as hospitality and 

thoughtfulness that relies on the human touch. We intend to increase the 

number of people who can offer this type of hospitality through education 

and succession, bringing joy to even more customers and initiating a virtu-

ous cycle that will establish an indispensable presence in the local commu-

nity and greater society.

Strategies within Medium-Term Management Plan 
2025–2027: From Transformation, to Growth, to Flight

Medium-Term Management Plan 2022–2024, our previous plan, highlighted 

the word revitalization, embodied by the V-shaped recovery we achieved 

following the losses caused by the COVID-19 pandemic. Over this short 

term, hard-fought phase, we also sowed the seeds for the growth to come. 

Our current plan, Medium-Term Management Plan 2025–2027, will see us 

move past the stage of recovery to continue our growth story, which we 

have developed from a medium- to long-term perspective. As those seeds I 

mentioned begin to sprout, we will transition to phase in which we aim to 

	 At the same time, to deliver services with value, it is also important to 

identify areas where we need to reduce our workforce and to utilize the 

power of digital technology to improve efficiency. By investing in people, 

our Group will foster a cycle of abundance and joy that comes from people 

treating each other with hospitality. We want to be an organization in which 

employees who empathize with this cycle can continue to work while 

feeling pride in doing it. Therefore, we will continue to cultivate an environment 

where we can ensure that each and every person truly wants to work here.

	 Since our founding, we have treasured the idea of creating a restaurant 

that is indispensable to the local community and, guided by the Royal 

Credo, we have promoted the industrialization of the food and beverage 

industry, aiming to contribute to society. Based on this unshakable philoso-

phy, our Group aims to become a 100-year company under Management 

Vision 2035, and will continue to challenge ourselves to achieve further 

evolution and global growth. We work hard every day to contribute to the 

local community and remain a company that stakeholders need and trust. 

Going forward, we will continue to value our connections with customers, 

employees, shareholders, business partners, and the local community, and 

aim for sustainable growth while bringing joy to society.

� May 2025

take flight as a 100-year company, and will move forward with strategies tied 

to the four priority areas outlined in Management Vision 2035.

	 In terms of brand strategy, we aim to review and establish individual 

and Group brands as part of business-specific strategies. We also established 

a new Marketing Department to promote dialogue with customers, collect 

market surveys, and analyze external evaluations, centering on the 

Groupwide app “MyROYAL”, which was launched in June 2024. Efforts like 

these will accelerate data-driven management. Our Group has aimed to 

become an indispensable presence for customers, and during the period of 

Japan’s rapid growth we promoted a product-driven approach to achieve 

this. However, in today’s world, a world connected by information, we can 

no longer say that companies are the ones that determine food trends and 

control who knows what. Going forward, we will utilize digital technology to 

provide market-driven services rooted in what the customers want to 

rebuild our brand value.

	 Our global strategy is to achieve growth overseas similar to what we 

achieved through our growth process during Japan’s own period of strong 

economic growth, which amounted to a history of taking on challenges 

through the lens of high-quality food and hospitality. In this case, we plan to 

explore what people in different countries and regions enjoy and what kinds 

of restaurants we should operate in these places by establishing a diverse 

range of restaurants that meet the specific needs of each area, regardless if 

they are directly managed or franchises. By providing authentic Japanese 

culinary experience to Vietnam, Singapore, and other Asian countries, each 

with its own growth pattern, we hope to help move this growth even a little 

further along. We also see the increase in inbound demand as an opportu-

nity to build a fanbase overseas. We want to give people who came to Japan 

the joy of being able to re-experience the flavors and service they experi-

enced here by opening stores in their home countries. It is our hope that 

these efforts will create a cycle in which people see one of our establish-

ments, either while they are traveling in Japan or at home, and say; “I know 

that store, I think I’ll stop by,” and, by doing so, grow our fanbase around  

the world.

	 For our sustainability strategy, we will continue to promote sustainabil-

ity management with the goal of being a company rooted in the local 

community and society, with the empathy and support of all stakeholders, 

and the Royal Credo as our cornerstone. To develop sustainability manage-

ment further, we will heighten our efforts to address the five material issues 

identified in fiscal 2023: 1) human resources, 2) food and hospitality,  

3) resources and environment, 4) communities, and 5) governance.

	 Finally, for our human resources strategy, we believe our top priority is 

to cultivate the spirit of hospitality within our employees, which is at the 

heart of the value the Group provides. Although the specific way to make 

our customers happy may differ according to the industry, business format, 

and job type, our goal as an organization is to be a collection of people who 

believe that the customer’s happiness is their happiness, and can live out 

that belief. This is a value system nurtured through daily interactions with 

customers on site. When employees with the spirit of hospitality work with 

an enriching attitude, it becomes possible to provide enriching service that 

gets passed on to the customer, which then comes back to the employee. 

This positive feedback loop is the essence of the Group’s human resource 

development. Employees who can live out this aforementioned value 

system ​​need to have an intrinsic understanding of the richness that can be 

obtained from food and hospitality from the customer’s perspective, and 

why that matters. To that end, we encourage our employees to use pay 

increases and performance-linked bonuses not just to save money, but  

to spend it on experiences that will build and reaffirm this understanding, 

such as eating delicious food or staying in a nice hotel, and then pay this 

understanding forward to their own customers, continuing the cycle.  
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Shareholders
Providing appropriate dividends

Building mutual  
understanding with 

management

Customers
Providing customers with 

pleasant experiences
Creating spaces for 

communication

Employees
Working together 
toward our goals

 Safe and Delicious Food That Can Be Enjoyed with Peace of Mind and Hospitality Infused with Empathy
To ensure customer satisfaction, we must provide safe and delicious food that can be enjoyed with peace of mind. In addition to daily education 
and training, this requires care to make sure every corner of an establishment is maintained well and every employee has a smile that makes 
customers feel welcome.

 Human Resources Who Share in the Royal Credo
Each and every employee constantly thinks about how to satisfy our customers, acts with spirit and feeling, and continuously polishes their  
performance. We aim for sustainable growth as an entire Group, with our shared Royal Credo as the cornerstone.

 Our Business Portfolio and Strategy for Sustainable Growth
To solve the issues found in previous portfolio management that were brought to light during the COVID-19 pandemic, we have highlighted 
management from three perspectives, aiming to create new value and growth for the Group. These perspectives are 1. Evolution of the portfolio 
itself, 2. Evolution of the businesses within our portfolio, and 3. Organic integration of our portfolio.

Long-Term 
Management Vision

Medium-Term 
Management Plan 

2022–2024

From “Revitalization 

and Transformation” 

to “Growth”

Driving 
Further Value 

Creation

Human Capital
Realize health management
Optimize in-house personnel 

and employee training
Maintain various forms  

of employment

�

Intellectual Capital
Pursue food and hospitality
Utilize digital technology to 
manage our new portfolio

Utilize accumulated expertise  
for R&D

�

Natural Capital
Consider a sustainable society 

when utilizing resources
Implement a CSR-based 

purchasing policy
Support sustainable agriculture 

and fishing industries

�

Financial Capital
Improve growth and 

productivity
Carry out balanced investments
Increase shareholder dividends
Distribute profits impartially to 

all stakeholders

�

Social and Relationship 
Capital

Create stores, restaurants, and 
other establishments that are 
indispensable to communities

Stakeholders

Value Creation Cycle

Management Issues
• �Sustainable growth and 

adaptability
• �Lack of group synergies
• �Securement of human 

resources and cultivation of 
the next generation

• �Rising cost of ingredients, 
labor, and distribution

• �Response to social and  
environmental issues

Achieving the Royal Group’s Vision

 R
es

ta
urant B

usiness              
 Contract Food Service

 Food M
anufacturing                   

 Hotel B
usin

es
s

OutputBusiness Strategy OutcomeInput Business Activity

The Royal Credo was crafted in 1956. Since then, the Group has maintained this credo as the cornerstone of its corporate activities 
in order to be a business group trusted by society. We will continue to make efforts to ensure that all employees of the Group are 
united through the shared goal of satisfying customers and are highly committed to their various roles. Through these efforts, we 
will realize the sustainable growth of the Group and take gradual steps toward continuing to create added value.

The Royal Group’s Value Creation Model

Local Communities 
and Society
Serving a society  

that needs us

Business Partners
Facilitating co-prosperity 

and coexistence

Diverse workstyles, better 
labor and work conditions, 

and active human resources

Provide value drawn from 
rich experiences

Transparent, fair, and  
equitable procurement

Improved ROA and ROE

Creation of stores that are 
indispensable to local 

communities

Use of sustainable resources

Human Resources Who Share in the Royal Credo

Human Capital
Employees with expertise 
and know-how who have 
adopted the Royal Credo

Intellectual Capital
R&D capabilities for  
proprietary creation

Manufactured 
Capital

Food preparation 
capabilities for delicious 
food and drinks made 

through safe and secure 
production and  

procurement methods

Natural Capital
Resources for  

business activities
Procurement that 

supports a sustainable 
society

Financial Capital
Optimal distribution of 
management resources

Collaboration with  
Sojitz Corporation

Social and 
Relationship 

Capital
A foundation of trust 

with stakeholders 
cultivated throughout 
the Company’s history

Our B
usiness Portfolio and Strategy for Sustainable Growth

Pursuing Safe Food That Can  
Be Enjoyed with Peace of Mind

Pursuing Hospitality Infused 
with Empathy

Procurem
ent

M
anufacturing

Logistics

Restaurants,  
etc.
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The Royal Credo

Royal is in the business of providing food services. 
In return for the customer’s patronage, we must provide:

-Delicious food
-Cleanliness in food preparation and handling
-Cheerful service to provide a pleasant atmosphere

Royal’s reward for following these principles will be a  
fair profit and continued prosperity.

Established in June 1956

  Formulation of Management Vision 2035
In formulating Management Vision 2035, we held roundtable discussions at 61 locations across Japan to gather feedback and opinions on the 
future from each and every employee. In roundtable discussions, we first took a clear look at the business environment we find ourselves in 
and the management issues we face. On this basis, we discussed the vision the Group should aim toward over the next 10 years, from the 
perspective of realizing what must change about the Royal Group while cherishing the unchanging Royal Credo. Through these efforts, we 
established four priority areas: Brand, Global, Sustainability, and Human-Centered Management.

The Royal Group’s Management Vision 2035

  Formulation Background
In Management Vision 2035, we aim to achieve sustainable growth by addressing current management issues, which include increasing raw 
material prices and worsening labor shortages, while also responding to medium- to long-term changes in the business environment, such as 
the declining domestic population and international economic growth.

 �Develop businesses in growth domains
 �Focus on the importance of  
human resources
 �Improve competitiveness in consumer 
and recruitment markets
 �Develop business foundation for  
sustainable growth
 �Balance social and environmental 
values with economic value

Economic

• Declining domestic population
• Increasing inbound tourism
• Increasing raw material prices
• International economic growth

Human 
Resources

• Decreasing productive population
• Increasing employment fluidity
• Utilizing of foreign talent

Society • Increasing awareness of sustainability

Business Environment

Economic
• Creating growth domains
• Aging facilities
• Dependence on the movement of people

Human 
Resources

• Workforce retention
• Diversity in human resources
• Aging employees

Society • Response to sustainable growth

Management Issues

Priority Areas Positioning Unchanging Royal Credo Changing Royal Group

Brand Source of value Pursuit of quality
Establish the Royal Group Brand

Create new value through diverse contact points

Global Source of growth
Create stores that are indispensable 

to communities
Develop businesses in growth domains

Recruit and develop global human resources

Sustainability Source of trust
Food safety and security,  

contribution to communities

Balance social and environmental values with 
economic value

Promote sustainability transformation (SX)

Human-Centered 
Management

Foundation for 
strategies

Create value through  
human resources

Transform to a corporate culture where diversity 
and the taking on of challenges are respected

  Establishing Four Priority Areas
In creating Management Vision 2035, we examined what must not change and what must change in order to determine our vision for the 
next 10 years. We have also identified four priority areas for sustainable growth in response to changes in the business environment.

Royal Group Management Vision 2035

 Business environment
 Management issues

 The Royal Credo
 Intrinsic values

Royal Group Management Vision 2020

Aiming to become Japan’s highest-quality food and hospitality Group

What must not change What must change
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FY2024 targets FY2024 results

 Ordinary profit (left axis)   Net sales (right axis)

  Achieved Record Profits Through Recovery and Transformation from the COVID-19 Pandemic

  �Steadily Promote High-Value-Added Strategies, Expansion in Business Creation Domains, 
and Development of Business Foundation

Priority Measures Evaluation Results Issues

 Improve profitability of existing businesses

• �Further enhance the added value provided to customers

• �Create new customer experience value through customer transformation

• �Improve productivity through capital and system investments

• �Cost reduction through SCM

Progressing 
well

• �Promoted high-value-added strategy and 
enhanced customer experience value

• �Proactive capital investment

• �Launched SCM reforms such as automated 
ordering and logistics efficiency 
improvement

• �Aging of some facilities

• �Overall optimization of 
the supply chain

 Create strategic businesses

• �Create strategic businesses in collaboration with Sojitz

• �Cultivate growth areas  
(Royal Deli, TO Delivery business category, commercial food)

• �Promote overseas expansion

Progressing 
with some 
difficulties

• �Expanded Royal Deli business, etc.

• �Started Costa Coffee business, restaurant 
opening support business, etc.

• �Built the business foundation for expansion 
of overseas businesses

• �Creation of new growth 
domains

• �Business expansion in 
growth domains

• �New businesses’ contri-
butions to earnings

 Respond to change

• �Create new markets in each business

• �Open new stores with an eye to the future

• �Cultivate new business models by promoting DX

• �Human resource development and growth

Progressing 
well

• �Expanded business in the entertainment 
and leisure domains

• �Developed system infrastructure

• �Promoted human capital investment

• �Further DX promotion

• �Diversity in human 
resources

Strengthen profitability

Consolidated net sales ¥136.0 billion ¥152.1 billion

Consolidated ordinary profit ¥6.5 billion ¥7.3 billion

Ordinary profit margin 4.8% 4.8%

Create shareholder value EPS Approx. ¥80 ¥120

Soundness of financial base Equity ratio Approx. 40% 39%

Improve capital efficiency ROE 8% or more 12%

Vision

Provide food and hospitality regardless of time and place

 �Businesses are classified as facility-based businesses (on premises) or non-facility-based businesses (off premises) and 

then divided further into existing domains or business creation domains. An additional fifth category, namely overseas 

business and foodstuff development, was created for new business domains.

 Under existing domains, strategies and operations are explored in depth.

Key Financial Targets for Fiscal 2024

MISSION
Contribute to local communities and society

VALUE
High quality, high added value, and responsiveness to the era

 Net sales �  ¥136.0 billion

 Ordinary profit �  ¥6.5 billion

 EBITDA �  ¥14.0 billion

 Equity ratio �  Approx. 40%

 EPS �  ¥80
 ROE �  Above 8%

Category 1

• �Implement a high-value-added strategy
• �Enhance take-out and delivery businesses

Category 2

• �Develop business formats for new lifestyles

Category 3

• �Improve productivity and strengthen 
product development capabilities

Category 4

• �Implement a repackaging strategy
• �Repackage our strengths to commercialize 

and expand

Category 5

• �Strengthen the Group’s business base

3

2

4

Existing 
Domains

Facility-Based 
Businesses
Restaurant 
Business

Contract Food 
Service Business
Hotel Business

Non-Facility 
Based Businesses

Food 
Manufacturing 

Business
Others

5

Emphasis on business creation in 

collaboration with Sojitz Corporation

Business Creation Domains

Overseas 
Business
Foodstuff 

Development

1

O
ff 

Pr
em

is
es

Amid the challenging business environment brought about by the COVID-19 pandemic, the Group promoted Medium-Term 
Management Plan 2022–2024, which aimed to move from revitalization and transformation after the pandemic to growth, and set 
forth a vision of providing food and hospitality regardless of time and place. In this plan, we identified our portfolio’s dependence on 
the movement of people, increasing fixed expenses, and a lack of resilience in each business segment as issues, then focused efforts 
on business portfolio restructuring aimed at sustainable growth.
	 Specifically, we divided our business portfolio into five categories. As a management strategy to improve the profitability of exist-
ing businesses and create strategic businesses, we steadily promoted high-value-added strategies, cultivated new business domains, 
and developed our business foundation, leading to the achievement of record-high ordinary profit.

Review of Previous Medium-Term Management Plan 
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  Basic Policy​

Advancing a step further than Medium-Term Management Plan 2022–2024, which had the theme of From Revitalization and 
Transformation to Growth, we have formulated our basic policy based on our strong desire to begin with transformation, achieve 
solid growth, and take further leaps forward. 

  Four Priority Areas​

Under Medium-Term Management Plan 2025–2027, we have formulated brand, global, sustainability, and human resource strategies as 
Companywide strategies aligned with the priority areas of our 2035 Management Vision — all in pursuit of The Royal Group, Ever-Changing.
	 The brand strategy focuses on developing data analysis infrastructure, enhancing marketing functions, and evolving individual brands to 
establish the Royal Group brand.
	 The global strategy focuses on recruiting and developing global human resources, pursuing growth and profitability in both  
directly managed and franchised overseas businesses, and capturing inbound tourist demand in domestic businesses.
	 The sustainability strategy focuses on developing sustainability infrastructure, strengthening promotion and communication capabilities, 
and promoting value creation with communities and society in order to transform into a company and brand of choice.
	 The human resources strategy focuses on realizing human resource-centered management by further investing in human capital, including 
the establishment of the Royal Academy, and transforming corporate culture to respect challenges and diversity.

Medium-Term Management Plan 2025–2027

Brand strategy
Develop data analysis infrastructure and enhance market-

ing functions to establish the Royal Group brand and 

evolve individual brands

• �Marketing, branding enhancement, data analysis 
infrastructure construction

• �Overall optimization of Group systems, cybersecurity 
measures

• �Consideration of strategic M&As

Global strategy
Recruit and develop global human resources, pursue 

growth and profitability in both directly managed and 

franchised overseas businesses, and capture inbound 

tourist demand in domestic businesses

• �Recruit and develop global human resources

• �Develop a promotion structure for expansion of 
overseas businesses

• �Promote multilingual capabilities

Sustainability strategy
Develop sustainability infrastructure, strengthen promo-

tion and communication capabilities, and promote value 

creation with communities and society in order to trans-

form into a company and brand of choice

• �Develop sustainability infrastructure

• �Sustainability investment to reduce environmental 
impact

• �Value creation activities with communities and 
society

Human resources strategy
Realize human resource-centered management by 

further investing in human capital, transforming corpo-

rate culture, and cultivating human resources capable of 

creating new value.

• �Establish the Royal Academy

• �Create an environment in which employees can work 
with pride

• �Human resources policies that respect diversity and 
challenges

  Brand strategy: p24

  Global strategy: p26

  Sustainability strategy: p28

  Human resources strategy: p30

1
2
3
4

Our Vision

Strong growth and building a sound foundation to leap forward 
toward achieving Management Vision 2035

Medium-Term Management Plan Basic Policy

From Transformation to Growth, Then Leaping Forward

Net sales   ¥187.5 billion 
Ordinary 

profit   ¥10.0 billion

(¥152.1 billion) (¥7.3 billion)

ROE   12% EPS   ¥135 Equity ratio   40%

(12%) (¥120) (39%)

DOE   3.5%

Dividend 
payout  

ratio   30% in stable dividends is the target

Groupwide strategic promotion expenses (Fiscal 2027)    +¥2.0 billion (Compared with Fiscal 2024)

Targets for 
2027

Targets for 
2027Performance 

indicators

(FY2024 results)

Financial 
indicators

(FY2024 results)

Shareholder 
returns

Initiatives
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Establish Royal Group brand
A food- and hospitality-centered Group 

offering high-quality experiences and settings

Evolving individual brands

For our Group, branding is a means of expressing the Royal Credo, formulated in 1956, in the way in which it was formulated. The Royal Credo 
clearly states that we generate profits through the deliciousness of food and hospitality, a value that remains unchanged to this day.
	 The Group believes that providing customers with delicious food, hospitality, and a comfortable environment, while receiving fair 
compensation in return, leads to the sustainable growth of the brand. The compensation received from customers is used to create value for 
future customers and foster a sense of pride and fulfillment among employees. By continuously building on this cycle, we aim to realize the 
sustainable evolution of our brand. This can only be achieved with the presence of employees who take pride in bringing joy to our custom-
ers. We value our human resources and strive to build customer loyalty through empathy by defining and expressing our brand values in 
ways tailored to each industry and business type.
	 The brand strategy outlined in the new medium-term management plan has two main focuses. The first is the evolution of individual 
brands. Aiming to become a 100-year company, we will reassess what should remain unchanged and what should change, embed values 
based on the Royal Credo into our brand, and promote management that aligns with the times. The second is establishing the Royal Group 
brand through data utilization. The Groupwide app, MyROYAL, serves as a core point of contact for enhancing customer lifetime value (LTV). 
Through this platform, we communicate to customers that all our brands, including Royal Host, Tendon Tenya, and Richmond Hotel, operate 
under a shared philosophy. Additionally, in the Hotel and Contract Food Service Businesses, we aim for brand penetration in the B2B2C field 
through co-creation with external partners.
	 Data-driven management supports brand strategy. We continuously improve our services, products, stores, and working environments 
based on customer data collected through MyROYAL and market research, along with on-site and customer feedback.
	 The virtuous cycle created by the connection between customers and employees, centered on hospitality, is difficult to visualize, yet it is 
the very essence of our brand. We aim to understand needs from both quantitative and qualitative perspectives and enhance value in the 
Royal Group way.

1

The essence of our brand is the virtuous cycle created  
by the connection between customers and employees,  
centered on hospitality

Brand Strategy

Develop data analysis infrastructure Utilize various contact points Establishing branding Integrated value design

Groupwide App

Market 
research

On-site 
feedback

Product development 
and SCM construction

Operations

Education and training

Sustainability

Store design and location 
development

IT and technology

Data collection

Construction of data analysis infrastructure

Deployment in policies

Polaris

SCM

Hotel system enhancement

IT literacy improvement

Raw data
Integrated 

data for 
analysis

Data 
analyzed 
for each 
purpose

Group company EA  
(System-wide optimization)

Utilization of CRM

Market and 
customer analysis

Integrated brand-based 
value design

Value provision

Establishing the Royal Group Brand and Evolving Individual Brands 
through Enhanced Data Analytics and Marketing Capabilities

Norihisa Sasaki
Managing Executive 
Business Officer in charge of 
the Marketing Division, 
Business Development, and 
Food and Beverage Business 

Hiroaki Mada
Head of Marketing

  Role of the Marketing Department
The Marketing Department, launched in April 2024, was expanded into two divisions, the Brand 

Management Office and the Marketing Office, in January 2025. The Marketing Division, consisting 

of the Public Relations Division and the Customer Service Office, plays a key role in promoting 

integrated brand marketing across the entire Group, covering strategic branding to practical 

marketing, in collaboration with business units and the System Division, which is responsible for IT 

and technology.

	 In line with Management Vision 2035 and the new Medium-Term Management Plan, we have 

begun formulating a Group branding strategy for Group brands. We intend to comprehensively 

design a strategy that enables us to respond to the evolution of our portfolio, including proactive 

consideration of M&A and other measures. We will also review individual brand concepts and 

brand management in line with global expansion and changing times. 

	 The Groupwide CRM app, MyROYAL, serves as a hub for marketing activities rooted in the 

Royal Group brand. Through MyROYAL, we aim to steadily build our customer base by expanding 

digital contact points with customers through collaborations between each brand in the Group. 

At the same time, we support the execution of strategies for each business, including 

high-value-added strategies, and realize the organic integration of our portfolio from a 

management perspective.

	 MyROYAL was launched as planned in June 2024, with the initial rollout covering four brands, 

including our two main brands, Royal Host and Tendon Tenya. Serving as a digital point of contact with customers already engaging with Group 

brands, the app is expected to increase recognition of the Royal Group, create opportunities for cross-brand usage, and further enhance Royal Group 

loyalty and engagement.

	 In terms of planning, we have implemented initiatives such as a campaign linked to the July 2024 opening of the first directly operated Royal Host 

store overseas, in conjunction with overseas-themed fairs at Royal Host stores in Japan. We also implemented a user-participatory initiative in which 

customers and employees, including crew members, voted to select brand-specific novelty items to enjoy at home, with the final selections deter-

mined by MyROYAL users and employees. These initiatives are enabling us to steadily accumulate diverse know-how through systematic campaign 

planning.

	 On the other hand, we recognize there is still significant room for improvement in UIUX*1 and other digital contact points. Under the new 

Medium-Term Management Plan, we will steadily advance collaborations among the individual brands while enhancing digital capabilities through 

the introduction of MA tools*2. Through these efforts, we will promote integrated brand marketing activities aimed at strengthening the appeal of each 

individual brand and establishing the Royal Group brand.
*1 User interface and user experience.
*2 A marketing automation tool that enables the implementation of advanced one-to-one measures.

MyROYAL campaigns

Let’s go to Royal Host Singapore Jewel!

Original merchandise campaign

Special New Year’s gift campaign

Phase 1

Phase 2

Phase 3
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6

8 12

42
Singapore

Philippines

Hong Kong

Thailand

 Directly managed store openings in Vietnam
• �THE ROYAL Western cuisine restaurant  

opened in April 2025
• ��Hakata Ineya Japanese cuisine restaurant 

and pub opened in May 2025

Under the new Medium-Term Management Plan, promoting the development and expansion of directly-managed businesses and strength-
ening franchise businesses plays a key role in achieving sustainable Group growth through overseas business expansion and optimizing our 
business portfolio. In directly-managed businesses, we aim to establish profitable stores by developing business categories tailored to local 
markets and promoting brand penetration, thereby enhancing the overall competitiveness of the Group. Our franchise business serves as a 
growth driver by balancing capital efficiency with scalability. We anticipate expanding our store network through collaborations with local 
partners. Combining these businesses as dual pillars enables the implementation of flexible strategies tailored to regional characteristics and 
strengthens our earnings base over the medium to long term.
	 During the previous Medium-Term Management Plan period, we established concrete store opening plans in strategic and high growth 
areas as a foundation for expanding directly managed overseas businesses. Specifically, the decision to open stores in Singapore, Vietnam, 
and the United States marked a significant step toward future expansion. We conducted thorough assessments of business environments in 
each region and prepared local frameworks. In the United States, the combined strengths of our business partners, Sojitz Corporation and 
Choshi Maru Co., Ltd. enabled the expansion of directly managed stores. In the franchise business, we enhanced head office functions, col-
laborated with local partners, deepened brand awareness, improved product and operational quality, and established a sustainable manage-
ment structure. We are currently laying the foundations for the standardization of the franchise model and the creation of a highly 
reproducible scheme for future multi-region, multi-brand expansion. 
	 To realize the target of expanding our overseas store network by fiscal 2027, the collaboration with Sojitz Corporation is enhancing our 
capability to develop directly managed businesses in overseas markets that are difficult to enter independently as a Group. In Vietnam, for 
example, our ability to procure safe and reliable ingredients and to develop properties in prime locations is improving, setting the stage for 
the Group to leverage its accumulated expertise in business development and store operations. On the other hand, adaptability to the market 
and fostering consumer understanding of brand value are critical. This makes it essential for local teams to respond flexibly and continuously 
drive improvements through a fast PDCA cycle. As the ability to select local partners and strengthen support systems is key to successful 
franchise expansion, we will drive overseas store expansion through prompt decision-making and problem-solving.

Target areaTarget area

Japan
• �Develop infrastructure for inbound tourism
• �Increase awareness of the Royal Group brand 

local needs and properties

Global
• �Promote overseas recruitment activities
• �Develop and maintain career paths for global 

human resources
• �Nurture human resources capable of handling 

overseas expansion

Number 
of over-

seas stores   Directly managed: 50  Franchised: 100
Countries 

and 
regions 
entered   10 in totalTargets for 2027

Recruit and develop global talent, pursuing growth and profitability in overseas operations via direct and franchise models 
 and capturing inbound demand in domestic business

Promoting the development and expansion of directly 
managed businesses and strengthening franchise busi-
nesses is key to achieving sustainable overseas growth and 
optimizing our business portfolio

  Capturing Inbound Tourism Demand
As the Group operates many businesses that serve inbound tourists, including food services at 

airports and expressway facilities, its business is expected to grow further in response to increas-

ing demand. In the Hotel Business in particular, Richmond Hotel, which operates nationwide in 

Japan, is well-positioned as a chain to capture inbound tourism demand. In addition, by promot-

ing other Group businesses through our hotels, we are able to leverage accommodations as a 

physical point of contact, enabling us to maximize demand in a way that sets us apart from other 

restaurant chains.

	 During the new Medium-Term Management Plan period, we recognize the need to enhance 

our accommodation environment to further improve satisfaction among inbound tourists, includ-

ing through the provision of multilingual support. By utilizing systems to streamline check-in 

operations and promote digital transformation in hotel operations, we aim to increase points of 

contact not only with inbound tourists but with all guests, thereby enhancing the intrinsic value 

of our hotels. We believe these initiatives will contribute to customer satisfaction and support the 

development of a framework designed to meet the growing expectations of inbound tourists, 

thereby encouraging repeat visits.

Kohei Motoyama
Executive Officer in charge of Hotel Business 
segment,  
President and Representative Director of RNT 
Hotels Co., Ltd.

  Recruitment and Development of Global Human Resources
For our Group, recruiting and developing global human resources is essential to effectively 

respond to rapid internationalization and diverse customer needs. Human resources with a deep 

understanding of diverse cultures and values and the ability to respond flexibly are key to expand-

ing overseas business and capturing inbound tourism demand. In our recruitment activities, we 

proactively welcome candidates from diverse backgrounds regardless of nationality and conduct 

selection processes that emphasize not only language skills but also cross-cultural adaptability 

and leadership qualities. We will also strengthen post-hire development programs to support the 

sustainable growth of human resources capable of playing active roles on the global stage.

	 During the previous Medium-Term Management Plan period, we implemented initiatives to 

expand our global talent pool by proactively hiring local employees at overseas bases and hiring 

foreign nationals to supervisory positions in Japan. Additionally, we believe that the establishment 

of an education and training system has contributed to creating an environment where new hires 

can settle in and thrive. That said, challenges remain in developing global human resources as 

executive candidates and establishing career paths. During the new Medium-Term Management 

Plan period, we will focus on the strategic allocation of human resources and the formulation of 

long-term development plans. By aligning our management and human resource strategies, we 

aim to build a foundation of talent truly capable of thriving globally.

Takahiro Wada
General Manager,  
Human Resources Planning Department
Royal Management Co., Ltd.

2 Global Strategy

Develop and expand directly managed businesses ​�

Capture inbound tourism demand ​�

Strengthen franchise businesses ​�

Recruit and develop global human resources ​�

  Number of Royal Group Overseas Stores (As of March 31, 2025)

Asia and North America
• �Develop directly managed stores of domestic 

brands
• �Promote development of business categories 

tailored to local needs and properties by 
leveraging our Group’s know-how

Target area

Asia and North America
• �Create franchise packaging of domestic and 

international brands
• �Multi-brand development within the same country
• �Promote new business development and increase 

the value of franchise content

Target area

Taizo Nishiyama
Executive Officer
in charge of strategy and 
Overseas Business and 
Beverage Business 
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Scope 2 

61,000 t-CO2

Scope 1 

23,000 t-CO2

In 2025, we formulated the Royal Group Management Vision 2035. Aiming to improve corporate value while addressing social issues, to 
become a company of choice for all stakeholders, and to become a 100-year company, this long-term vision sets out where we aspire to be 
10 years from now. Management Vision 2035 focuses on four priority areas, one of which is sustainability, and the new Medium-Term 
Management Plan also includes sustainability as part of its strategies.
	 One key initiative of our sustainability strategy is the promotion of Sustainability Transformation (SX). Until now, we did not have a clearly 
defined overarching concept for sustainability initiatives and responded to societal demands on a case-by-case basis. Going forward, how-
ever, we believe it is essential to articulate a consistent overarching concept to implement sustainability as a strategic initiative as we strive to 
achieve Management Vision 2035 and the new Medium-Term Management Plan. Accordingly, we have set the key message for the Group’s 
sustainability transformation (SX) initiatives as Making People and the Planet Smile.
	 This message embodies our commitment to upholding the unchanging Royal Credo, while driving, innovation as a changing Royal 
Group. It reflects our aspiration to become a sustainable group that brings smiles to people, communities, and the planet through our efforts 
to protect them. It also reflects our commitment to making sustainability transformation (SX) the driving force behind our future growth, 
marking a significant step toward establishing a solid foundation for our sustainability initiatives. One of the four strategies under the new 
Medium-Term Management Plan is a human resource strategy. The key is the degree to which we can develop human resources, who are the 
source of the Group’s value creation. To this end, in 2025, we launched the Royal Academy Office within the Sustainability Division to elevate 
human resource capabilities across the Group and promote sustainable human resources development. We also established the Yokohama 
Training Center to facilitate effective training.
	 Companies that fall behind in their sustainability initiatives will find it increasingly difficult to be chosen by stakeholders. Therefore, it is 
important for the Group to work together and establish a framework to share progress with all stakeholders. Clearly communicating our 
initiatives will contribute to enhancing our brand and corporate value. Conversely, failure to communicate may result in being excluded from 
stakeholders’ choices, which poses a significant risk.
	 My role is to create an environment in which employees understand the importance of sustainability initiatives and can engage with 
them with conviction. By maintaining a holistic perspective, exchanging opinions, and sometimes accompanying teams on their journey,  
I contribute to enhancing the Royal Group’s corporate value and strive to make the Group a company chosen by all stakeholders.

We aim to improve corporate value while addressing 
social issues and to become a company of choice for all 
stakeholders

3 Sustainability Strategy

Establish sustainability infrastructure, 
strengthen promotion and  

communication capabilities

Promote value creation with  
communities and society

Enhance brand strength through  
creation of economic, social and 

environmental value

Become a company and brand  
of choice

Our Sustainability Management Strategy

<Stakeholders> 

Employees  Customers  Business partners   
Shareholders  Communities and society  the Planet

<Materiality> 

Human Resources  Food and Hospitality  Resources and Environment   
Local Communities  Governance

Perspective Relationship with the SDGs Medium-Term Management Plan 
2025–2027

Human Resources
Promote human resources strategy

Promote human rights initiatives

Food and Hospitality
Ensure safety and security

Promote brand strategy

Resources and 

Environment

Reduce food loss and CO2 emissions

Promote measures for biodiversity and 

water resources

Communities

Promote CSR activities

Value creation in collaboration with 

communities and society

Governance

Promote information disclosure

Strengthen communication 

capabilities

Establishing a sustainability platform to transform into a preferred company and brand, enhance execution and outreach, 
and promote value creation with local communities and society

FY2023 total CO2 emissions

We are promoting the visualization of CO2 emissions as a key initiative toward 

realizing a decarbonized society. This will enable us to efficiently manage 

Groupwide targets and promote emissions reduction efforts at each store.

CDP (Climate change part)

FY2023: Rank: D

FY2024: Rank: B  Improved by two ranks  For details, please see p62–63, Resources and Environment

D B

Rank Rank

FY2023 FY2024

84,000
t-CO2

28%

72%

  Systematization of CO2 Emissions Calculations   External Evaluation

Making people and the planet smileKey Message

As a corporate group centered on food and hospitality, the Royal Group will actively address social and environmental issues through its  
business activities, thereby contributing to the creation of a bright future and a sustainable society as it enhances its ties with each stakeholder.

Basic Policy

Bringing joy to communities and society through food and hospitality
  A food- and hospitality-centered Group that offers high-quality experiences and settings and grows internationallyOur vision

Management Vision 2035

Human Rights and Environmental Policy

Atsuko Fujita
Director in Charge of 
Sustainability Headquarters
General Manager,  
Royal Academy

Develop sustainability infrastructure, strengthen promotion and communication capabilities, and promote value creation  
with communities and society in order to transform into a company and brand of choice

Targets for 2027
CO2 

emissions   36% reduction Food loss   15% reduction

(Fiscal 2023 Result: 22.6% reduction

Compared with Fiscal 2013)

(Fiscal 2023 Result: 12.9% reduction 

Compared with Fiscal 2016)
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As outlined in our Management Vision 2035, we are committed to human-centered management and we continue to place importance on 
creating value through human resources, whom we regard as the source of the value we provide to customers. For our Group, which oper-
ates diverse businesses, enhancing each employee’s capabilities and motivation is essential, as employee growth equals company growth.
	 Under the new Medium-Term Management Plan, we position human resources as the foundation of all our strategies. We aim to achieve 
sustainable growth and enhance corporate value by creating an environment where diverse talent can thrive, developing professionals who 
have expertise and hospitality, and transforming our corporate culture to one that respects taking on challenges.
	 Under the previous Medium-Term Management Plan, we promoted a human resource strategy (the V4 Strategy) based on our basic policy of 
investing in human capital, aiming to create a virtuous cycle in which the growth of our people drives the growth of the Company. In fiscal 2024, 
we made progress largely in line with our plans. Key initiatives include recruitment of approximately 300 employees, comprising new graduates, 
mid-career hires, and specified-skills foreign workers. We also implemented a position-based education and training system, developed an envi-
ronment where diverse talent can thrive, and disclosed information related to health management and human capital investment. Specifically, 
these efforts contributed to ongoing improvements in compensation (approximately 20% increase in wages over three years), reduced turnover 
rates, and improved employee satisfaction survey results, culminating in record-high net sales and ordinary profit. 
	 Management Vision 2035 aims to realize a food- and hospitality-centered Group that offers high- quality experiences and settings and  
grows internationally. To achieve this vision, we consider it essential to have professionals who deliver memorable customer experiences through  
expertise and hospitality, and individuals with strong critical thinking skills who can approach business from diverse and fresh perspectives. 
	 In 2025, we launched the Royal Academy, an organization dedicated to human resource development. The Academy plays a leading role 
in cultivating talent across the Group by systematically instilling the Royal Credo, promoting the acquisition of specialized skills and knowl-
edge, and fostering leadership. In addition, the Yokohama Training Center, completed in April 2025, features facilities that replicate the kitch-
ens of Royal Host and Tendon Tenya, as well as the front desk and guest rooms of the Richmond Hotel. These facilities enable more practical, 
hands-on training, enabling us to cultivate professionals in both food and hospitality.

Improve 
employee and 

customer 
satisfaction

Transform 
corporate culture

Increase  
corporate value

Promote further 
human capital 

investment

Human 
resource-centered 

management

Transform corporate 
culture

Promote taking on 
challenges

Respect diversity

Realize human resource-centered management by further investment in human capital, transformation  
of corporate culture, and cultivation of human resources capable of creating new value.

Promote human 
resource investment

Provide environment in 
which employees can 

work with pride

Establish Royal Academy

Enhancing each employee’s capabilities and motivation is 
essential, as employee growth equals company growth

The Royal Credo

Basic Policy on Investment in Human Capital

Policy on Human Resource Development Declaration to Promote Diversity and Inclusion The Royal Group’s Health Management

Policy on Human Resource Development �

We strive to be a group of always-evolving professionals dedicated to the highest-quality food and hospitality in Japan.​

Declaration to Promote Diversity and Inclusion �

1. We will create an environment where all employees respect each other and treat each other fairly.

2. Executives and managers will lead by example and take the lead in supporting employees, especially those with diverse backgrounds.

3. We will foster a culture that respects all perspectives and ways of thinking through internal communication and awareness-raising activities.

4. We will create a work environment free of harassment and discrimination so employees can work safely and comfortably.

5. We will actively hire people with diverse backgrounds and experiences, and provide fair opportunities for hiring, training, and promotion.

The Royal Group’s Health Management �

Employee health is an important asset of the Royal Group. Therefore, we must help each and every employee and their family members lead lives 

with good physical and mental health, thereby establishing a lively workplace. We will work to maintain and improve employee health and, by doing 

so, generate sustainable growth for the Royal Group.

4 Human Resource Strategy

Targets for 2027

Individuals

Knowledge and skills Mental and physical health

 �Establish educational and training systems and conduct 
training through the Royal Academy

 �Cultivate DX and global professionals
 �Foster self-motivated learning mindsets through e-learning
 �Visualize talent information using kaonavi

 �Promote health management
• �Health checkups and follow-up examinations
• �No-smoking policy during working hours
• �Improve participation in stress checks and provide mental 

health education

Organization

An organization that maximizes human capital Organizational culture and working environment that 
maximizes human capital

 �Promote diversity among executives and managers
 �Promote diversity by recruiting global talent and 
mid-career hires

 �Improve understanding and awareness of the Royal Credo
 �Develop human resource systems that leverage diverse talent

 �Improve engagement
 �Embrace diversity
 �Encourage and value the taking on of challenges
 �Provide lively workplaces

Employee Growth = Company Growth

  Human Resource Strategy Aligned with Management Strategy

 Maximize individual performance through continuous investment in human capital
 Realize organizational management enabling employees to deliver their highest performance

Our vision

Kenji Ohsaka
Executive Officer in charge of 
systems, DX promotion, and 
human and resource planning,
President and  
Representative Director,  
Royal Management Co., Ltd.

  3.4pt

(previous record high: 3.37pt)
*1 5-point scale

Employee 
satisfaction 

survey*1
  25%

(FY2024: 20%) 

Ratio of 
women in 
manage-

ment

  20%

(FY2024: 5.8%)
*2 �Including overseas 

subsidiaries

Ratio of 
foreign 

employees*2
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Capital investment
3-year 

investments
Main details

Growth and 
functional 

improvement

Restaurants ¥17.0 billion

• �Store openings centered on Tendon Tenya, Sizzler, and Shakey’s
• �Strategic relocation of Royal Host stores
• �Investment in value-enhancing renovations and productivity 

improvements in kitchens and other facilities

(overseas) (¥2.5 billion)
• �Open directly managed stores overseas (about 50 stores planned 

over three years)

Contract Food 
Service ¥4.0 billion

• �Open stores at major airports and expressway service and parking 
areas

• �Develop new domains, including entertainment and sports 
facilities

• �Value-enhancing renovations at existing locations

Hotels ¥19.0 billion

• �Major renovations at existing hotels
• �Open hotels in new areas
• �Digital and DX investments to improve customer experiential value

Food 
Manufacturing ¥1.5 billion

• �Investment in production facilities that support brands
• �Investment in Food Product Sales Business
• �SCM and DX investments

Business infrastructure 
development ¥5.0 billion

• �Construct data analysis infrastructure for enhanced marketing
• �Overall optimization of Group systems
• �Preventive maintenance and infrastructure development

Investments in equity method affiliates

Restaurants 
(overseas)

¥0.3 billion
Develop food and beverage business in the US

Hotels ¥1.3 billion
Develop luxury hotels in Japan

Mission and Portfolio Transformation by Business

Under the new Medium-Term Management Plan, we established strategic segments, separate 
from the business segments disclosed in financial statements and other documents, and have 
defined the roles of each segment as missions. This is because we believe each brand has different 
roles and expectations, different rates of growth, and meets different customer needs. First, within 
the Restaurant Business, Royal Host and Tendon Tenya have been designated as “brands that 
continue to evolve.” As a Group and as a brand, we believe that even strong brands need to change 
autonomously to survive. We grouped together the Specialty Store, Overseas, and Contract Food 
Service businesses as the Royal Group’s growth and development engine. We expect these busi-
nesses to serve as the driving force behind the Group’s next phase of transformation, growth, and 
leaps forward. The mission of the Hotel Business is to be an earnings base and supply further 
growth. The Hotel Business has become a pillar of revenue in the wake of the COVID-19 pandemic 
and, considering the nature of this business, we believe there is still significant room for growth. 
We divided the Food Manufacturing Business into two categories. We recognize the Infrastructure 
Business as a source of value and succession of core values supporting the Group’s foundation, 
responsible for maintaining and passing on our values going forward. We position the Food 
Product Sales Business as a strategic business and driver of further growth, one that is not depen-
dent on the movement of people and essential to Group portfolio management, while also pos-
sessing strong potential.
	 Under the new Medium-Term Management Plan, we plan to invest ¥46.5 billion with the aim 
of further enhancing corporate value. Investments in the Restaurant and Hotel businesses will be 
particularly large. In the Restaurant Business, we will invest in new stores to be able to offer high-
quality experiences and settings. In the Hotel Business, we will focus on providing experiential 
value centered on food, which is one of the Group’s strengths, and invest in facilities that have 
fallen behind due to the COVID-19 pandemic. In the Overseas and Contract Food Service busi-
nesses, we will accelerate store expansion through the use of franchises and investments in line 
with contract type. Regarding M&A, we will proactively consider investing in high-quality brands 
with growth potential that enable us to leverage our skills and competencies. In making these 
investments, we will maintain financial discipline and thoroughly manage operations while 
remaining cognizant of improving profitability and capital efficiency.

Akitsugu Tominaga
Executive officer in charge of 
corporate planning and legal affairs

  Investment Plan Targeting Sustainable Growth

  Clarifying the Mission of Each Segment

Business Segment Strategic Segment Mission Keywords

Restaurants

Brand business	 Brands that continue to evolve

Specialty store business	

Royal Group’s growth and  
development engine

Overseas business

Contract Food 
Service

Contract food service business

Hotels Hotel business	  Earnings base and further growth

Food  
Manufacturing

Infrastructure business Source of value, succession of core values

Food product sales business	  Strategic businesses and further growth

Proactive Consideration of M&A

Target

Domestic and international businesses with excellent brands, mainly in the food and beverage industry

• Businesses in which the Royal Group’s expertise and skills can be utilized
• Businesses with growth potential
• Businesses capable of maintaining financial discipline and proper business management

Note: Including leased assets

Total 3-year 
investment

¥46.5 billion

  Medium-Term Management Plan Targets Set for Each Segment

Business Segment

FY2024 FY2027 (target) Change Number of New Stores

Net sales Ordinary 
profit Net sales Ordinary 

profit Net sales Ordinary 
profit

Directly 
managed

Franchise, 
etc.

 �Restaurant Business 
(overseas)

63.0 
(0.3)

3.2
(–0.3)

80.0
(7.5)

5.0
(0.5)

+17.0
(+7.2)

+1.8
(+0.8)

+6.9
(+5.0)

+8.2
(+7.2)

 �Contract Food Service 
Business

49.8 2.8 57.5 3.5 +7.7 +0.7 +3.1 –

 Hotel Business 35.1 5.4 45.5 6.5 +10.4 +1.1 +0.5 –

 �Food Manufacturing 
Business

12.5 0.1 13.0 0.1 +0.5 0 – –

Other businesses 0.3 0.6 0.5 0.9 +0.2 +0.3 – –

Intersegment offsets –8.5 – –9.0 – –0.5 – – –

Corporate departments – –4.8 – –6.0 – –1.2 – –

Total 152.1 7.3 187.5 10.0 +35.4 +2.7 +10.5 +8.2

(Billions of yen)
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The Group’s DX efforts, in addition to providing high-quality, high-added-value services 
based on our strengths in hospitality, aim to promote the visualization and streamlining 
of business processes utilizing digital technologies, the creation of new business models, 
and a variety of other transformations. 
	 Under the new Medium-Term Management Plan launched in fiscal 2025, we formu-
lated a new IT medium-term plan that is already underway (see New IT Medium-Term 
Plan Measures below for details). 
	 The Systems Department aims to contribute to Royal Holdings’ new Medium-Term 
Management Plan key initiative of data-driven management by effectively utilizing the 
vast amount of data held by the Group. We will also begin building integrated data 
infrastructure with the aim of improving service and convenience for customers while 
strengthening our management base. 
	 Furthermore, we will promote portfolio management through improvements and 
expansion of systems built in the previous IT medium-term plan. 
	 We will leverage digital technologies to enhance the value of corporate culture, 
deepen human resource-centered management, promote sustainability, and make 
strategic investments in regional revitalization and other areas, with the aim of achieving 
sustainable growth and more firmly establishing our role as an industry leader.

Hiroaki Ohsawa
Royal Management Co., Ltd. 
Head of Systems

The Royal Group’s DX

Customer Relationship Management  
(CRM)

Launched MyROYAL app to support marketing initiatives with IT and contribute to increased customer loyalty.

Store Management System  
(Polaris)

Launched service for Royal Host, contributed to store employee workstyle and operational improvements.

Common Infrastructure Upgrades
In 2024–2025, we will upgrade to a security-enabled network utilizing SASE and install Wi-Fi in stores to improve 
workstyles.

SCM Automated Ordering  
(HANZO)

Launched service for Royal Host and Tendon Tenya, contributed to reduced food waste through inventory 
optimization, lightened employee workloads.

Venturing Into New Business Formats 
(Dejima)

Took on challenge of utilizing advanced technologies, including partial functional verification of Polaris, SASE 
functional verification, and AI-driven food preparation verification, all of which are yielding benefits.

  Contributing to Data-Driven Management

We will centrally manage all data related to our business, including sales, customer numbers, POS data, supply chain plans, and actual results, as 
well as customer behavior and external data, with the aim of facilitating strategic decision-making based on analysis from multiple perspectives.

Data integration platform (DWH) image

  Review of Previous IT Medium-Term Plan (2022–2024)

Royal Holdings was recognized as a DX Certified Business Operator in 2024 by the Ministry of Economy, Trade and Industry.

  New IT Medium-Term Plan Measures (2025–2027) Overview 

We will promote the development of IT infrastructure facilitating data-driven management and provide user departments with convenient 
systems, with the aim of achieving industry transformation, customer value creation, and Group innovation. 

All business and operation data centralized in data platform Data processed into a usable format for analysis

Centralize

Food Manufacturing Business Corporate

Customers Hotel Business Restaurant Business

Contract Food Service Business Supply chain

Process

Sustainability

Common IT 
Infrastructure

Human Resource 
Development

Operations

  Promoting IT Governance

We will promote IT governance to ensure business and IT strategies are aligned from a business perspective and IT resources are effectively 
utilized and managed.

  AI Initiatives

Internal tasks traditionally performed by people replaced with AI

Some customer service tasks replaced by AI

Realize automation through combination of AI and IoT

Use AI to automate business processes and support operations

(Efficiency / replacement) (Automation / standardization)

(Know-how sharing)

Alignment with strategy, measurements of success: 
Contribute to management through investment efficiency optimization

Value Provision: 
Invigorate stores using digital technologies

Risk management: 
Manage incidents through the regular implementation of risk assessments

Resource management: 
Promote DX human resource development plans

Business Department Domain IT Department Domain

Knowledge and data

InfrastructureLiteracy

Data-driven 
management

Data 
integration

Establish 
infrastructure

Develop DX 
human 

resources

Management strategy

IT strategy

Employment

Training (education)

Manuals (education)

Improved engagement

Talent management 
(human resource 
evaluations, etc.)

(User support)

AI conducts analysis and 
makes decisions

AI

Data

Forecasts

• �Menu Book (auto-generated)

• �Translation and multilingual support

• �Internal inquiry support (FAQBOT)

• �Customer Service Office  
(customer feedback analysis) Customers

Security

Marketing

Menu development

Inventories

Utility usage rates, etc.

Refrigerators

Alarm monitoring

Collection of data 
using IoT

Use data to develop business measures

Creation of new value
Creatively leverages customer 

experiences, products, and services

Advanced decision 
making

Facilitates data-driven decision 

making

Business visualization
Visualizes business and operational 

status in near real time

Improved operational 
efficiency

Uses data to automate operations

UtilizationAnalysis

Data-driven management

Workstyle reforms

SX initiatives

DX human resource 
improvements Business  

creation
Corporate value 
enhancement  

(DX brands)

Shared AI  
and robotics

Use of AI

Store  
management 

Polaris

Data integration 
platform  

(BI / DWH / Mart)

Supply chain 
optimization

Hotel system 
advances

Heighten  
security

Enhance IT 
governance

Build overseas  
IT infrastructure

Introduce  
next-generation 

POS

Polaris BI

Industry transformation
• �Human resource-centered 

management
• �Sustainability management

Customer value creation
• �Enhance customer experiential 

value
• �Increase convenience
• �Increase LTV

Group innovations
• �Increase employee experiential 

value
• �Strengthen system governance
• �Heighten security

Management Base

Data integration platform
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The Royal Group’s Financial Strategy

Overview of the Previous Medium-Term  
Management Plan

In fiscal 2024, the Japanese economy gradually recovered in line with 

increased consumption driven by the normalization of socio-economic 

activities, employment and wage improvement, and a growing number of 

foreign visitors to Japan. This resulted in stable demand in the restaurant 

and hotel sectors, with same store sales increasing due to the promotion of 

high-value-added strategies such as Good JAPAN at Royal Host, as well as 

measures in the Hotels Business aimed at enhancing accommodation value. 

Furthermore, the impact of new store openings contributed to record-high 

net sales of ¥152.1 billion, ordinary profit of ¥7.3 billion, and net income of 

¥5.9 billion.

	 In the previous Medium-Term Management Plan, launched after two 

consecutive fiscal years of significant losses in fiscal 2020 and fiscal 2021 due 

to the COVID-19 pandemic, we proceeded with restructuring the Group’s 

businesses under the theme “From Revitalization and Transformation to 

Growth.” Issues arose due to the COVID-19 pandemic, including (1) the 

impact of rising import prices on households and businesses due to global 

inflation and yen depreciation; (2) the intensification of labor shortages as 

the movement of people recovered; and (3) concerns about the global 

economic slowdown, uncertainty caused by exchange rate fluctuations, and 

other factors. To resolve these, we focused efforts on portfolio transforma-

tion in line with our vision of providing food and hospitality regardless of 

time and place. With the aim of achieving our mission of contributing to the 

communities and society in which we operate by providing high quality, 

high added value, and responding to contemporary needs, we have revital-

ized existing stores, opened new stores, launched new businesses, and 

made efforts toward the next generation, which has enabled us to achieve 

record-high levels of sales and profits.

(1) maintaining financial discipline; (2) improving profitability and capital 

efficiency; and (3) rapidly commercializing new businesses and determining 

business potential, we aim to achieve sustainable Group growth. We will 

also determine investment criteria based on internal rate of return (IRR) and 

revise our business portfolio as appropriate to improve capital efficiency. As 

a result, in fiscal 2027 we are targeting ROE of 12% (fiscal 2024: 12%), EPS of 

¥135 (fiscal 2024: ¥120), and debt-to-equity ratio of 40% (fiscal 2024: 39%). 

To enhance business value through proactive investment, we also plan to 

invest a total of ¥46.5 billion over three years, including leased assets.  

	 Regarding investments targeting growth and functional improvements, we 

plan to allocate (1) ¥19.0 billion to the Hotel Business (large-scale renovations of 

existing hotels, expansion into new areas, and digital and DX investments aimed 

at enhancing customer experiential value); (2) ¥17.0 billion to the Restaurant 

Business (store openings centered on Tendon Tenya, Sizzler, and Shakey’s, 

strategic relocation of Royal Host, value-enhancing renovations, kitchen 

productivity improvements, the opening of directly managed stores over-

seas, etc.); (3) ¥4.0 billion to the Contract Food Service Business (store open-

ings in airports, expressways, and other locations, development of new areas 

such as entertainment and sports facilities, and renovation of existing 

locations to enhance their value); and (4) ¥1.5 billion to the Food 

Manufacturing Business (manufacturing equipment, food product sales 

business, SCMDX, etc.). (5) We also plan to invest ¥5.0 billion in the develop-

ment of business infrastructure (including the establishment of a data 

analysis platform for advanced marketing and optimization of Groupwide 

systems, preventive maintenance, and infrastructure development). (6) 

Further, we will invest a total of 1.6 billion in equity method affiliates for the 

development of luxury hotels in Japan and the expansion of the Restaurant 

Business in the United States. Going forward, if there is a business that 

enables us to leverage Group expertise and skills and is capable of maintain-

ing financial discipline and appropriate management, we will proactively 

consider M&A targeting businesses that demonstrate potential for growth 

and possess high-quality brands, mainly in the food and beverage industry, 

both within and outside Japan.

	 Our basic policy for shareholder returns is to maintain internal reserves 

while continuing to provide shareholders with long-term, stable dividends 

linked to business performance. In light of record-high profits in fiscal 2024, 

we have decided to increase the year-end dividend by ¥12 per share, raising 

it from ¥20 per share in fiscal 2023, to ¥32 per share. Retained earnings will 

be used for investments in growth and functional improvements, business 

infrastructure development, and ensuring financial soundness necessary for 

future sustainable growth. We have been repurchasing shares in consider-

ation of our financial position and capital efficiency, and we intend to 

continue implementing appropriate measures for returning profits to 

shareholders going forward. Under the new Medium-Term Management 

Plan, we aim to enhance corporate value through proactive capital invest-

ments while maintaining financial discipline. To provide shareholders with 

steady dividends, we are targeting stable dividends with a DOE of 3.5% and 

a dividend payout ratio of 30%.

	 In addition, we introduced a cash management system for domestic 

subsidiaries to ensure efficient cash management and centrally manage 

Group liquidity risk. In today’s rapidly changing and highly uncertain busi-

ness environment, we aim to hold cash and deposits equivalent to roughly 

1.5 times monthly sales. Regarding cash allocation in fiscal 2024, cash flows 

from operating activities decreased ¥2.1 billion year on year, to ¥10.3 billion. 

At the same time, cash flows from investing activities decreased ¥3.2 billion 

year on year, mainly due to increased capital investments and investments 

in affiliated companies. Of this, capital investment was ¥7.8 billion, an 

increase of ¥2.4 billion year on year. Cash flows from financing activities 

increased ¥2.5 billion year on year to ¥7.7 billion, mainly due to share  

repurchases (preferred stock). Cash and deposits at the end of fiscal 2024 

amounted to ¥19.3 billion, down ¥7.2 billion year on year, equivalent to 

roughly 1.5 times monthly sales. We believe the liquidity necessary for 

Group business operations is adequately secured.

Message to Shareholders and Investors

Share prices are an important source of market feedback regarding the 

efforts of our Group, and we pay close attention to price movements at all 

times. We believe it is important to steadily promote initiatives aimed at 

strengthening profitability, improving capital efficiency, and enhancing 

shareholder returns that contribute to the enhancement of medium- to 

long-term corporate value, and to continue disclosing information in a 

transparent manner. We also seize every opportunity, such as financial 

results briefings, one-on-one meetings, small meetings, and IR fairs, to 

provide clear updates on the steady progress being made toward the 

direction outlined in Management Vision 2035 and the new Medium-Term 

Management Plan.

	 I was appointed head of financial planning in April 2025. After working 

in financial planning for over 10 years, I gained additional experience in the 

In-Flight Catering and Overseas businesses, before once again returning to 

financial planning. When I was last in charge, the restaurant market was 

entering a downward trend, having been substantially impacted by the 

global financial crisis and Great East Japan Earthquake. At present, however, 

we are facing a situation that can be described as a change in the global 

framework, with the emergence of climate change and geopolitical risks, as 

well as major shifts in US trade policy. While there are a variety of factors at 

play, I believe it is important that a company be prepared for changes in the 

business environment at all times. Our employees work day and night with 

the intention of bringing joy to communities and society through food and 

hospitality. As the person responsible for Group financial planning, I am 

committed to contributing to the sustainable growth and long-term 

enhancement of corporate value by maximizing capital efficiency, optimiz-

ing capital allocation, continuously managing financial risks, and ensuring 

governance and transparency so that each and every employee can realize 

their aspirations. Furthermore, through shareholder returns, corporate value 

enhancement, ensuring a sound financial base and funds for investment, 

maintaining creditworthiness and responsible financial management, and 

contributing to sustainability management through transparent information 

disclosure, we will strive to build relationships of trust with all stakeholders 

within and outside the Group, support Groupwide strategies, and fulfill our 

responsibilities as a Group.

	 As of December 31, 2024, our financial base remained at an appropriate 

level, with total assets amounting to ¥127.7 billion, shareholders’ equity of 

¥50.2 billion, a shareholders’ equity ratio of 39.3%, and a fixed assets to 

long-term liabilities ratio of 94.0%. We strive to achieve sustainable growth 

and enhance corporate value while maintaining financial discipline and 

allocating capital as appropriate to (1) new store openings in each business 

and the strategic relocation of Royal Host; (2) DX investments aimed at 

improving productivity and customer experiential value; (3) M&A and other 

strategic investments; (4) shareholder returns through dividend distributions 

and share repurchases; (5) ensuring financial soundness through the reduc-

tion of debt; and (6) capital structure optimizations leading to appropriate 

capital costs.

Management Vision 2035 and New Medium-Term 
Management Plan Aimed at the Next 10 Years and 
Beyond, Toward Becoming a 100-Year Company

To achieve sustainable growth over the next 10 years and become a 100-

year company even in an uncertain business environment, we formulated 

Management Vision 2035 and a new Medium-Term Management Plan that 

resolves issues such as (1) responding to market needs in existing busi-

nesses, changes in the business environment, and the renovation of aging 

facilities; (2) ensuring overseas businesses and other new ventures are up 

and running, investing in more growth; and (3) steadily promoting sustain-

ability management.

	 Accordingly, we established the basic policy “From transformation to 

growth, then leaping forward,” and aim to achieve steady Group growth and 

build a solid foundation for future leaps forward. In fiscal 2027, the final year 

of the plan, we are targeting net sales of ¥187.5 billion and ordinary profit of 

¥10.0 billion as management indicators. In terms of financial strategy, by 

Satoshi Fujioka
Executive officer  
in charge of financial planning

Targets for 2027 ROE EPS12%  ¥135

Increase  
ROE

• Set investment criteria centered on IRR

• Revise business portfolio

• �Rapid revenue contribution from new 

businesses, assess business viability

Increase capital efficiency

Improve profitability in each business​

• Promote brand strategies

• Realize human-centered management

Growth investments

• �Establish a foundation for the 

Overseas Business

• �Develop and launch new types of 

businesses

Realize sustainable growth

Increase 
ROIC

Financial 
leverage
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ROUNDTABLE 
DISCUSSION

Synergies Realized Through Co-Creation with Sojitz Corporation 

Aimed at Enhancing Royal Group Corporate Value

Special Feature: Roundtable Discussion with Sojitz Members

Strategy Department

In March 2021, the Group signed a capital and business tie-up with Sojitz Corporation.
Since then, we have been ramping up and expanding co-creation across several domains. By utilizing the strengths of  

Sojitz Corporation, the Group, and other partners, we will be able to address industry challenges that we would not be able to handle alone.

Including Sojitz Members in the Formulation of the 10-Year Vision

I worked on-site for many years, then in 2023 I was transferred to the Strategy Department, where I was 

involved in formulating the 10-Year Vision. This vision, which promotes human resource-centered manage-

ment, was created by incorporating feedback from the entire Group, from executives to on-site employ-

ees, as well as the perspectives of Sojitz members. The roundtable discussions and R-sessions (networking 

events) held across Japan also included the Sojitz second-generation team members assembled here, 

who participated in discussions and provided Group members with fresh perspectives. Many Group 

participants said the Sojitz members were a source of inspiration. Furthermore, there is no doubt that the 

attitude of the Sojitz members, who expressed their desire to support the realization of our vision, had a 

positive impact on the team during PGA subcommittee meetings. Under the previous Medium-Term 

Management Plan, Royal members aimed to move from revitalization to transformation. By working with 

Sojitz members on the formulation of our long-term vision, the entire Group felt energized and revitalized. 

At present, I myself am a member of Omise Craft and every day I learn something new from Sojitz mem-

bers who are implementing the PDCA cycle to achieve improvements.

Capital and Business Tie-Ups Intended to Enhance Royal Group Corporate Value

In 2020, the Group faced a severe situation in which we lost approximately 60% of our equity capital in just 

one year, due to the impact of the COVID-19 pandemic, and we were searching for ways to recover busi-

ness performance. Around this time, we received a proposal from Sojitz Corporation to form a capital and 

business tie-up that, in addition to providing capital support, would enable us to leverage Sojitz’s expertise 

and resources, facilitating the creation of synergies that would enhance the Group’s corporate value. This 

tie-up is based on a strong desire to work together and enhance corporate value. We believe it has been 

extremely meaningful, bringing positive energy to our Group.

	 Through this tie-up, the Group has been able to achieve a recovery in existing business performance, 

constituting the revitalization targeted under the previous Medium-Term Management Plan. We have also 

been sowing the seeds for entry into new business fields to realize our 10-Year Vision, which is the Group’s 

long-term growth strategy. To focus efforts on these two themes, members of Sojitz Corporation and the 

Royal Group held numerous discussions at Profit and Growth for All (PGA) joint committee meetings, incor-

porating perspectives and expertise from both companies. The PGA will enter its fifth year of activities in 

2025, with current members of the Strategy Department, who manage the committee, comprising the 

second-generation team. Members of the first team, who led efforts to revitalize business, have passed the 

baton to the second team, who will further expand the strengths of our Group into new areas. Over the 

past four years, thanks to the unique perspectives and actions that only Sojitz Corporation can facilitate, we 

have been able to promote initiatives in new areas that would have been difficult for the Group to achieve 

on its own.

01Reflecting on Past Capital and Business Tie-Ups
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https://www.royal-holdings.co.jp/assets/pdf/sustainability/management/health-management-map.pdf
https://www.royal-holdings.co.jp/assets/pdf/sustainability/management/health-management-map.pdf













































