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パワーポイントテンプレート Presentation Material: 

Announcement of FY 2011 Interim Results 
 

                      November 14, 2011  

“To create smiles from the kitchen” 



1 

Ⅰ. Interim Results Outline 
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(Units: millions of yen) 

Net Sales 

Operating  
Income 

Ordinary  
Income 

Interim  
Net Income 

Interim Net Income 
Per Share 

46,478 

520 

433 

△149 

△3.21yen 

2011/9 
(Actual Results) 

46,000 

100 

100 

△600 

△12.88yen 

2011/9 
(Previous Forecast) 

△8.8％ 

－ ％ 

Change From 
Prev. Period 

Compared  
To Revised Plan 

1.0％ 

420.6％ 

333.2％ 

－ ％ 

－ ％ 

 △75.4％ 

－ ％ 

 △72.2％ 

2010/9 
(Actual Results) 

50,982 

1,874 

1,760 

1,249 

26.66yen 

1. Outline of Consolidated Results for Interim Period Ended September 2011 

＊Previous Forecast: Announced August 4, 2011 
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●System Kitchens          
   ・Ｓ．Ｓ． 
   ・CLEANLADY 
   ・RAKUERA 
   ・Others 
●Sectional System Kitchen  
●System Bathrooms 
●Washstands/Vanities 

Net Sales 

Cost of Sales 

Gross Profit 

△4.50 billion yen 

△2.12 billion yen 

Cost of Sales Ratio 

＋1.7％ 

△2.38 billion yen 

●Increase in S.S., CLEANLADY Cost Ratio 
 
●Increase in RAKUERA Cost Ratio 
●Increase in System Bathrooms 
  Cost of Sales Ratio  
●Increase in Cost of Raw Mat 
●Cost Decrease          

△2,770 million yen 
△1,200 million yen 
△470 million yen 
＋280 million yen 

△1,380 million yen 
△1,180 million yen 
＋200 million yen 
△270 million yen 

＋0.3 point 
＋0.3 point 
＋0.8 point 

 
＋0.1 point 
＋0.2 point 

46.47 

31.05 

15.42 

（33.2) 

（66.8） 

50.98 

33.17 

17.80 

（34.9） 

（65.1） 

2. Consolidated Profits ① Net Sales, Gross Profit 

(Units: billions of yen) 【Increased/Decreased Values (Rates)】 【Main Increase/Decrease Factors】 

●Decrease Due to Decreased Net Sales 
 
●Increase Due to Increased Cost of Sales Ratio 

 
△2,930 million yen 

 
＋810 million yen 

●Decrease Due to Decreased in Net Sales 
 
●Decrease in Gross Profit Ratio 
 

 
△1,570 million yen 

 
△810 million yen 
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●Sales Expenses        
●Distribution Expenses     
●Personnel Expenses    
●Administrative Expenses  

△230 million yen 
△170 million yen 
△380 million yen 
△250 million yen 

●Sales Expenses  
●Distribution Expenses  
●Personnel Expenses 
●Administrative Expenses 

△0.3 points 
＋0.2 points 
＋0.5 points 
＋0.4 points 

●Decrease in Gross profit 
●Change in SGA Expenses 

△2,380 million yen 
＋1,030 million yen 

＋0.8％ 

15.42 

14.90 

0.52 

（1.1） 

（32.0） 

17.80 

15.93 

1.87 

（3.7） 

（31.２） 

2. Consolidated Profits ② SGA Expenses, Operating Income 

(Units: billions of yen) 【Increased/Decreased Values (Rates)】 

【 Main Increase/Decrease Factors 】 Gross Profit 

SGA Expenses 

Operating Income 

SGA Ratio 

△2.38 billion yen 

△1.03 billion yen 

△1.35 billion yen 
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2010/9 2011/9 2011/3 2012/3

39,151

9,608

2,223

77,200

18,161

4,639

78,501

17,885

4,464

34,689

9,493

2,297

0

20,000

40,000

60,000

80,000

100,000

120,000

Kitchen Equipment Bathtubs & Washstands Other

77.9％ 

17.7％ 

4.4％ 

【2010/9】 

【2011/9】 

100,000 100,851 

46,478 

77.2％ 

18.2％ 

4.6％ 74.6％ 

20.4％ 

Kitchen Equipment 

5.0％ 

76. 8％ 
18.8％ 

4.4％ 

50,982 

(Units: millions of yen) 

3. Sales Composition  ① By Segment (Consolidated) 

Bathtubs &  
Washstands 

Other 

Kitchen Equipment 

Bathtubs &  
Washstands 

Other 

(Current Interim Period) （Term-End Forecast） 
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2010/3 2011/3 2012/3

0

2009/9 2010/9 2011/9

0

Direct-Sales (Condomin ium owners)

Housing Constructors

General Routes (Construction Contractors - Home Renovation)

78.3％ 

15.5％ 

6.2％ 

78.9％ 

16.1％ 
5.0％ 

80.7％ 

15.6％ 

3.7％ 

81.3％ 

15.0％ 
3.7％ 

75.6％ 

16.7％ 

7.7％ 

78.6％ 

15.7％ 

5.7％ 

3. Sales Composition  ② By Sales Route (Non-Consolidated) 

【First-Half Base】 

【Full-Term Base】 

(Current Interim Period) 
（Term-End Forecast） 
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25.65 25.28 25.67

3.61 4.52
2.45

3.23

43.78

3.60

2.79

48.08

46.41

0. 00

2010/9 2011/3 2011/9

●Increase in Direct-Sales Inventory  

●Current Assets 
●Fixed Assets 

＋5,980 million yen 
＋380 million yen 

●Cash and Deposits 
●Notes and Accounts Receivable 
 

△390 million yen 
 

＋4,690 million yen 

 
●Increase in marketable securities (CP) 
 
 

 
＋500 million yen 

Total Assets 

Cash and Deposits 
Notes and Accounts Receivable 

Inventory 

Fixed Assets 

Other Current Assets 

81.51 
78.45 

75.14 

4. Consolidated Balance Sheet Summary – 1/2 

(Units: billions of yen) 【Increased/Decreased Values】 【 Main Increase/Decrease Factors 】 
【Assets】 

C
u
rre

n
t A

sse
ts 

＋0.77 billion yen 

＋6.36 billion yen 

＋4.30 billion yen 

＋0.38 billion yen 

＋0.91 billion yen 

●Tangible Fixed Assets  
●Intangible Fixed Assets   
●Securities Investments 

  ＋760 million yen 
△270 million yen 
△100 million yen 
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53.26 51.94 51.56

6.40
6.20 9.57

18.78
16.99

20.37

0. 00

2010/9 2011/3 2011/9

●Interim Net Income 
●Dividends 

●Trade Accounts Payable 
●Other Accounts Payable  
●Short-term borrowing 
●Allowance for Loss on Disaster 

● Long-term borrowing 

Current Liabilities 

Total Assets 

＋3.38 billion yen 

＋3.37 billion yen 

△0.38 billion yen 

Long-Term Liabilities 

 ＋3,020 million yen 
＋900 million yen 

             △200 million yen 
△260 million yen 

＋3,480 million yen 

△140 million yen 
△230 million yen 

81.51 

75.14 
78.45 

4. Consolidated Balance Sheet Summary – 2/2 

(Units: billions of yen) 
【Liabilities･Minority Interests・Assets】 

【 Increased/Decreased Values 】 【Primary Reasons for Increase/Decrease】 
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2.49

△ 1.40
△ 0.49

2.99

△ 1.48△ 0.75

25.90

23.11

△ 7. 00

0. 00

7. 00

14. 00

21. 00

28. 00

Cash Flow from Operating Activities Cash Flow from Investing Activities

Cash Flow from Financing Activities Interim (Year-End) Cash & Cash Equivalents Balance

2010/9 2011/9 

△9.9 

＋1.0 

△39.0 ＋37.5 

(Units: billions of yen) 

5. Consolidated Cash Flow Statement Summary 

Compared to Year-End Balance 

25.79 
（2011/3） 
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① Dies and Equipment for New Products 
   
② Showroom Renovation 
 
③ Commercial Real Estate 
                                 
③ Information Investment 
 

6. Capital Investments (Consolidated) 

First-Half Results 

Second-Half Plans 

① Production-Related  
② Operations-Related 
③ Information-Related 
④ Others 

(Units: billions of yen) 

【FY2012 Major Capital Investment Details】 

(Current Interim Period) （Term-End Forecast） 

 
310 million yen 

 
680 million yen 

 
720 million yen 

 
100 million yen 

 

630 million yen 
480 million yen 
320 million yen 
100 million yen 

2010/9 2011/9 2011/3 2012/3

0.51

0.76

1.44

3.10

3.56

1.00

2.89

2.16

1.02

0.46

2.03

1.38

0.0

1.0

2.0

3.0

4.0

R&D Costs Capital Investment Deprecation Costs
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7. Outline of Non-Consolidated Results for Interim Period Ended September 2011 

Net Sales 

Operating 
Income 

Ordinary 
Income 

Interim  
Net Income 

Interim Net Income 
Per Share 

44,586 

178 

291 

△93 

△2.01yen 

2011/9 
(Actual Results) 

△9.2％ 

－ ％ 

Change From 
Prev. Period 

 △81.5％ 

－ ％ 

 △87.8％ 

2010/9 
(Actual Results) 

49,112 

1,462 

1,580 

1,141 

24.36yen 

(Units: millions of yen) 
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Other 

8. Non-Consolidated Sales Composition By Segment 

73.5％ 

14.7％ 

4.9％ 

5.7％ 1.3％ 

73.5％ 

14.7％ 

4.9％ 

5.7％ 1.3％ 

2010/9 2011/9 2011/3 2012/3

36,094

7,203

2,405
625

2,786

70,857

13,614

4,547
625

6,357

71,230

13,222

4,664
1,437

6,561

32,139

7,354

2,139
384

2,570

0

20,000

40,000

60,000

80,000

100,000

Kitchen Equipment Bathrooms Washstands Industrial Kitchen Equipment Other

【2010/9】 

【2011/9】 

73.6％ 

13.1％ 

4.8％ 

1.6％ 

6.9％ 

96,000 

44,586 
49,112 

97,114 

73.6％ 

13.1％ 

4.8％ 

1.6％ 

6.9％ 

73.5％ 

14.7％ 

4.9％ 

5.7％ 1.3％ 

73.8％ 

14.2％ 

4.7％ 

6.6％ 0.7％ 

Bathrooms 

Other 

Washstands 

Industrial Kitchen  
Equipment 

Kitchen  
Equipment 

Bathrooms 

Washstands 

Industrial Kitchen  
Equipment 

Kitchen  
Equipment 

（Term-End Forecast） (Current Interim Period) 

(Units: millions of yen) 
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82.7 82.1

72.5 70.8

64.4 66.2
70.3

189
181

166
173

186.5

211.5207

0.0

20.0

40.0

60.0

80.0

100.0

06/3 07/3 08/3 09/3 10/3 11/3 12/3

0

50

100

150

200

250

300

Monetary Value

Volume

9. Sales Results For Major Products and Cleanup Market Share - 1/4 

Complete System Kitchen Sales Results 

1,181
1,228

1,138

975
1,019

509

1,247

16.317.5 17.0

15.2 15.2

17.1 17.8

0

200

400

600

800

1,000

1,200

1,400

06/3 07/3 08/3 09/3 10/3 11/3 11/9

0.0

5.0

10.0

15.0

20.0

25.0

30.0

Demand Volume

Cleanup Share
（％） 

Demand Trends and Market Share 

83 
◆ 

30.6 

(Units: billions of yen) (Thousands of Sets) (Thousands of Sets) 

Current Interim Period 

（Forecast） (Current Interim Period) 



14 

6.2 6.1

5.5

5.0
4.8

5.1

3.0

39

68

6061
65

7573

0.0

2.0

4.0

6.0

8.0

06/3 07/3 08/3 09/3 10/3 11/3 12/3

0

30

60

90

120

Monetary Value

Volume

9. Sales Results For Major Products and Cleanup Market Share - 2/4 

Sectional System Kitchen Sales Results Demand Trends and Market Share 

546
515

438

402 400
378

222

9.0

17.8

14.915.114.714.5
13.4

0

200

400

600

06/3 07/3 08/3 09/3 10/3 11/3 11/9

0.0

5.0

10.0

15.0

20.0

25.0

30.0

Demand Volume

Cleanup Share

（％） 

◆ 
1.5 

20 

(Units: billions of yen) (Thousands of Sets) (Thousands of Sets) 

（Forecast） 

Current Interim Period 

(Current Interim Period) 
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15.1 14.8 14.9 14.5

12.7 12.9
13.6

34
30

273030.5
3232

0.0

5.0

10.0

15.0

20.0

06/3 07/3 08/3 09/3 10/3 11/3 12/3

0

10

20

30

40

50

Monetary Value

Volume

9. Sales Results For Major Products and Cleanup Market Share - 3/4 

Modular System Bathroom Sales Results Demand Trends and Market Share 

770 767
718

695

369

656
688

4.8

4.2 4.2 4.2 4.3
4.0

4.3

0

200

400

600

800

1,000

06/3 07/3 08/3 09/3 10/3 11/3 11/9

0.0

2.0

4.0

6.0

8.0

10.0

Demand Volume

Cleanup Share

（％） 

◆ 

7.2 

18 

(Thousands of Sets) (Thousands of Sets) (Units: billions of yen) 

（Forecast） 

Current Interim Period 

(Current Interim Period) 
Note) Total number of companies increased from 11 to 15 from FY2005 
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5.2 5.1 5.0
4.7

4.5
4.7

4.5

9698
919191

96
100

0.0

1.0

2.0

3.0

4.0

5.0

6.0

06/3 07/3 08/3 09/3 10/3 11/3 12/3

0

30

60

90

120

150

Monetary Value

Volume

9. Sales Results For Major Products and Cleanup Market Share - 4/4 

1,8441,834
1,750

1,637

1,4941,521

748

5.4 5.3 5.2
5.6

6.1
6.4

6.2

0

400

800

1,200

1,600

2,000

06/3 07/3 08/3 09/3 10/3 11/3 11/9

0.0

2.0

4.0

6.0

8.0

10.0

Demand Volume

Cleanup Share

Washstands/Vanities Demand Trends and Market Share 

（％） 

2.1 

46 
◆ 

(Thousands of Sets) (Thousands of Sets) (Units: billions of yen) 

（Forecast） (Current Interim Period) 

Current Interim Period 



17 

10. Showrooms And Visitor Numbers 

95
101 104 107 109 109 105 105 102 102

459448444

380

450

480
495

460 456 451

0

40

80

120

160

200

240

03/3 04/3 05/3 06/3 07/3 08/3 09/3 10/3 11/3 12/3

0

100

200

300

400

500

600

Number of Showrooms

Number of Visitors

（Forecast） 

(Locations) (Thousands of groups) 

Prev. Interim Period 
241 thousand groups 

Current Interim Period 
242 thousand groups 

(+0.3%) 
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(Units: millions of yen) 

11. Forecasted Consolidated Results For The Period Ending March 2012 

Operating 
Income 

 
 

100,851 

2,876 

2,590 

257 

100,000 

1,600 

1,500 

300 

2.9％ 

2.6％ 

0.3％ 

1.6％ 

1.5％ 

0.3％ 

Ordinary 
Income 

 
 

Net Income 
 
 

Net Sales 100,000 

1,600 

1,500 

450 

2012/3 
(Full-Term Forecast) 

2011/3 
(Actual Results) 

2012/3 
(Previous Forecast) 

△0.8％ 

△44.4％ 

△42.1％ 

75.1％ 

Change From 
Prev. Period 

Operating Margin 

Ordinary Income 
Margin 

Net Income 
Margin 

1.6％ 

1.5％ 

0.5％ 

- 

- 

- 

0.0％ 

0.0％ 

0.0％ 

50.0％ 

Compared  
to Plan 

- 

- 

- 
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Ⅱ. Future Strategy 
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1. From 3/11 to Complete Recovery 

3/11   Orders stopped due to Great East Japan Earthquake 
 

4/11～  Orders begin gradually for some products 
 

End of May  Orders/production of major products possible 
           (System kitchens, System bathrooms, etc.) 

 
 
 
 
6/1    New CLEANLADY released 
 

8/22   Orders/production of all product series possible 
            (Production preparation complete for some kitchen series products which  
                         still had orders stopped) 

Details of Recovery 

We would like to thank our customers and 
reassure them that we have begun proactive 
efforts to show Cleanup’s goal to “create 
smiles from the kitchen.” 
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61,181

67,120 68,198 69,298

64,951

56,527

65,008 66,568

59,911

68,688 68,785
71,921 71,998 71,390 72,838

74,517

66,709

62,252 63,419
66,757

63,726

72,687

83,398 81,986

64206

(37.0)

20.4
17.7

7.5

2.7

10.1

2.4
0.3

5.8

21.2

14.0

(10.8)

6.4 6.8
6.4

(27.1)

(19.1)

(15.7)

(8.1) (9.3)

(2.4)

0.6(4.6)

4.3

0.6

0

20,000

40,000

60,000

80,000

100,000

Sept . Oc t . Nov. Dec . Jan . Feb. Mar . Apr . May June Ju ly Aug. Sept . Oc t . Nov. Dec . Jan . Feb. Mar . Apr . May June Ju ly Aug. Sept .

(40.0)

(20.0)

0.0

20.0

40.0

60.0

New housing starts (units)

YOY comparison (%)

＊Ministry of Land, Infrastructure, Transport and Tourism Monthly Economic Construction Statistics, Building Starts 

2. Management Environment 

（％） 

For 15 consecutive months up to August, which 
includes March 2011 when the Great East 
Japan Earthquake occurred, new housing starts 
were higher compared to the same month in the 
previous year. 

2009 2010 2011 

Large-scale reorganization of the industry continues against the backdrop of revision of related laws and market slowdown 

■New housing starts 

(Units) 
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3. Changes in Net Sales by Quarter  (Consolidated) 

23,099
25,382 25,122 25,238

23,892

27,090
28,494

21,373

18,545

27,933

0

5,000

10,000

15,000

20,000

25,000

30,000

1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q

2010/3 2011/3 2012/3 

2Q results increased quickly after the end of May when 
orders/production of major products was possible 
again. “New CLEANLADY” made a large contribution. 

(Units: millions of yen) 

■Consolidated Net Sales 
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4. Cleanup Product Market Share (1) All Products 

23 

16.3

9.0

15.2

17.1

15.2

17.8

14.7
15.1 14.9

17.8

8.0

10.0

12.0

14.0

16.0

18.0

20.0

2008/3 2009/3 2010/3 2011/3 2011/9

Complete System Kitchen Sectional System Kitchen（％） 

4.8

6.2

4.3
4.0

4.34.2

6.4
6.1

5.6

5.2

0

2

4

6

8

2008/3 2009/3 2010/3 2011/3 2011/9

Modular System Bathroom Washstands/Vanities（％） 

*Calculated based on shipment statistics from the 
Japan Association of Kitchen & Bath.  

Change in industry market share for each division 

Improved market share for system bathrooms 
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4. Cleanup Product Market Share (2) System Kitchen 

19.1

13.1

15.1

16.5

20.6

13.9

25.3

15.5

14.7
16.0

14.0

9.3 9.7

11.7

14.5

4.0

8.0

12.0

16.0

20.0

24.0

28.0

2008/3 2009/3 2010/3 2011/3 2011/9

Luxury

Mid-Level

Entry-Level

（％） 

*Calculated based on shipping statistics from the 
Japan Association of Kitchen & Bath.  

Changes in System Kitchen Market Share 

Other shares (special orders) 
  FY 2008 27.3% 
  FY 2009 27.7% 
  FY 2010 33.6% 
    FY 2011 31.5% 

    FY 2011 Current Interim Period 24.6％ 

Improved market share for popular system kitchen 
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5. Basic Management Policy  (1)  

Strengthen and improve management to 
establish The Kitchen Company 

【Business Conditions up to Previous Term】 
【Lineup and Business System】 

 
Promoting the creation of 

products and services from 
the consumer’s point of view 

【Profit Structure】 
 

Established profit structure 
after returning to profitability  

in FY 2010 

We completed disaster recovery in the first half and will press 
forward with “management from the consumer’s point of view”  

in the second half. 

Basic Management Policy 

【Industry Position】 
 

Cleanup’s reputation and 
market share continue to 

grow 
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Strengthen and improve management to establish The 
Kitchen Company  

Product 
appeal 

Sales 
capabilities 

Brand 
power 

CSR 
promotion 

Realization of “The Kitchen Company” 

Manufacturing as a specialized 
producer (technological capabilities) 

Brand 
Communications 

5. Basic Management Policy  (2) 

Relationship of trust with 
logistics 
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6. Measures to Enhance Product Appeal (1) New Products 

New CLEANLADY  
 Released June 1, 2011 

7 points that keep things clean! 

① “Stainless ECO Cabinets” 

② Scratch-resistant “Stainless Worktop” 

③ Easy to maintain, scratch-resistant  

    “Silent Sink” 

④ Incredibly easy to maintain stainless range hood 

    (+ Auto-cleaning “Clean Air Range Hood”) 

⑤ Always beautiful, easy to maintain  

    “Stainless Doors” 

⑥ Easy to maintain “Stainless Drawer Base Plate” 

⑦ Hygienic stainless “Auto-move System” 
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6. Measures to Enhance Product Appeal (2) Product Lineup 

Luxury System Kitchen 

“S.S.” 

“S.S. Light Package” 

Mid/High-Quality System Kitchen 

“CLEANLADY” 

Popular System Kitchen 

“RAKUERA” 

Company System Kitchen 

“COLTY” 

【Renewal results for H1】  
● “CLEANLADY”    
 (Fully upgraded model) 

Our standard brand as “The 
Kitchen Company” 

A model allowing consumers to 
experience the beauty of stainless at 

a reasonable price. 

High-Value-Added Products 

Widespread Products 

L
o
w

 P
ric

e
 

H
ig

h
 P

ric
e
 

Highly functional, stylish, product 
designed for urban life with limited 
space. 

A branded product allowing 
consumers to experience 
Cleanup’s high-quality. 

Products aimed at customers who 
want both financial savings and added 
value. 

A full product lineup as “The Kitchen Company” 
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7. Measures to Enhance Sales Capabilities 

Implement renovation seminars for sub-customers in cooperation with 
strong local firms 

Implement renovation fairs with strong firms/sub-customers as 
 sponsors 

Attract and keep end users 

●Expand “Water Section Workshops” member stores to 2,600 store system 

●Hold 1,082 renovation fairs across Japan 

●Strengthen collaboration with major renovation channels 

   ・Condominium renovations 
   ・Home/energy/volume appliance/DIY-retailers, etc. 

・Strengthen renovation strategy 

・Strengthen logistics cooperation 
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8. Measures to Enhance Brand Power (1) Communication-related 

Dreamia Club 
Published Japan’s first “salonese” 
white paper titled “Do you want to  
be a salonese?” 

“User Support” page created 
We want to help our customers continue to 
smile 

“Food and Living” Cultural Communications  ① 

Web Communications “Food and Living” Cultural Communications ② 

・Cleanup manages the membership organization 
・We have developed many food-related events such as    
  Dreamia Salon, a community for salonese who host cooking  
  parties at their homes. 

“Cooking Academy to Create Smiles 
from the Kitchen” held again this year 
(Annual since 2009) 
 

●26 participants were selected by lottery out of over 200 people  
   who expressed interest. 
●With the help of Seitoku University, classes began at Seitoku 
   University Open Academy starting on October 7 (and will continue  
   once a month until March 16, 2012 for 6 total classes) 
●Classes include food-related lectures and hands-on practice from  
   a variety of different angles such as local cuisine, aesthetics, science,  
   health, safety, and dietary education.  
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8. Measures to Enhance Brand Power (2) CSR-related 

Cleanup Special Subsidiary “Cleanup Heartful Corporation” 

Launch of web site created 
by people with disabilities 

【About the Special Subsidiary System】 
Hiring based on the Employment Promotion Act for People with Disabilities 
is in principal the responsibility of individual business owners.  
Business owners can set up a subsidiary that gives special consideration 
to disabled individuals, and if certain conditions are met, the workers hired 
specially by the subsidiary can be regarded as being hired by the parent 
company and calculated in the company’s employment rate 

30 employees, of whom 24 are disabled persons. 
 

Employees with impairment of the upper or lower extremities, 
hearing impairment, mental retardation, visual impairment, and 
mental illnesses perform payroll accounting, data input, kitchen 
layout creation (CAD), and the cleaning of Cleanup’s headquarters 
and public parks. 
 

The goal of Cleanup Heartful is to create a company that enables 
workers with disabilities to be self-sufficient and allows the 
physically unimpaired and the disabled to coexist. 

【Outline of Cleanup Heartful Corporation】 
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9. New Efforts - Review of the Production System 

The production system overemphasized the Iwaki Business Office 
【In the past】 

Taking into account the experience with the 
disaster, we will quickly improve the over 

concentrated production system 

 Iwaki Business Office 
(6 factories) Okayama Factory 

We will construct a production base system that is balanced 
between the east and the west within a 3-year target by 

expanding the Okayama Factory. 
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Aiming to create “products you can trust”… 
 

Cleanup will continue to provide high-quality products, regardless of the 
times, and always with an emphasis on the consumer’s point of view. 

Cleanup’s  
Product Creation 

“Products You Can Trust” 
 
 
 
 
 
 
 
 
 

CSR 
Environmental 

Compliance 

【The Foundation of Product Creation】 
CPS (Cleanup Production System), based on Cleanup’s unique quality management beliefs  

Compliance with Laws/Systems 
●Housing Function Display System 

 (Quality Assurance Law) 

●Effective Resource Use Promotion Law 

●Long-Term Quality Housing Promulgation  

  and Promotion Law, etc. 

3R Efforts 

●Reduce 
 (Reduce creation of waste products) 
 
●Reuse (Reuse waste products) 
  
●Recycle (Reuse as raw materials) 

10. Medium-term Strategy (1) Product Development from the Customer’s Point of View 
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10. Medium-term Strategy (2) Pursuit of “New Management Philosophy” 

Establishing a “New Corporate 
Philosophy” for our 60th 
anniversary and challenging 
ourselves to achieve innovation 
in our “2nd Founding”… 

Founder’s  
Philosophy 

(Five Concepts) 

Corporate Philosophy 
(creating cheerful smiles 

in the family) 
Active Philosophy  

1. We will create a ‘soulful’ culture of  
lifestyle and cuisine. 

2. We will always conduct fair and honest  
corporate activities. 

3. We will create a company our families can take pride in. 

New Brand Statement 
To create smiles from the kitchen 

For our business to be the ‘Top leader in kitchens.’ 
To establish a reputation among our customers ‘synonymous with kitchens.’ 

Action Policy 

- Founding Spirit 
- Affectionate Spirit 
- A Creative Spirit 
- A Technological Spirit 
- A Spirit of Accomplishment 

Philosophy 
(Permanent) 

Policy 
(Short and 

medium term) 
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Cleanup Corporation 
Corporate Planning Department,  

Public Relations Section 

 
Tel 03-3810-8241 
Fax 03-3800-2261 

 
URL http://cleanup.jp/ 

For any questions concerning investor relations, 
please contact: 
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Disclaimer 
 

 This material is intended to provide information regarding FY2011 

Interim Results (April 2011 ～September 2011) and does not constitute 

a solicitation to invest in Cleanup Corporation-issued securities. 

 Furthermore, this material was created based upon data current as of 

November 14, 2011. Opinions and forecasts contained within this material 

were the subjective judgments of Cleanup Corporation at the time of 

creation. No guarantee or promise is made as to the accuracy or 

completeness of this information. Additionally, this information is subject to 

change without prior notice. 
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