
To Pay or Not to Pay When No One is Watching

You see heaps of fresh vegetables sitting on the roadside, and no vendor in sight. The situation seems to be dangerously tempting.
Yet, shoppers who use this unique system known as oki yasai, which literally means “leaving vegetables” at an unattended roadside stand, 
do leave the asking price in the money box, believe it or not.
This method of doing business, known as senyou kouri or “use first, pay later”, was started some 300 years ago by medicine merchants 
from Toyama Prefecture who sold household drugs throughout Japan, something that continues to this day.
Using a similar strategy, some snack-food manufacturers leave candy bars and other snack items in offices at no charge, on the 
understanding that payment for consumed items will be collected later when they come to replenish the supply. This business model, 
while limited to transactions involving small amounts of money, rests on the seller’s trust in the buyers’ honesty. 
Arranged by JQR Editorial Staff
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Farmers Reveal the Stories 
Behind Unattended Sales 

 “Local residents buy from me because 
they trust me and my vegetables.”
Yoshihiko Ishii

“My vegetables soak up the goodness of the sun until the moment
they’re harvested, and sharing them with others is my joy.” 
Michinori Saito

(Left) “Once I put the produce on the display shelf, I 
do not touch a thing,” says Michinori Saito.
(Right) Every customer places money in the box, 
which doesn’t even indicate this is where payment 
goes.

 (Top) The farms scattered throughout Tokyo’s residential 
neighborhoods grow a wide variety of produce in their small plots of 
land.
(Left) An unattended vegetable stand. It may be a familiar sight for 
the Japanese, but the more you think about the system, the weirder 
it gets. 

ki-yasai is trusted by 
shoppers, who love the 
freshness of just-harvested 

vegetables and the assurance 
derived from knowing who produce 
them. One lady I met during my field 
trip informed me that she sometimes 
calls up a local farmer with an 
unmanned stand, telling him to leave 
certain vegetables she needs for the 
next day at the stand. Little did I 
know that you can also make a 
“reservation” for vegetables you 
want. But I guess the farmer will just 
“leave” the vegetables for you – un-
earmarked. What if someone else 
grabs the veggies before you do? 
The lady was all smiles when she 
told me of this secret, and I didn’t 
dare say anything skeptical to her 
for fear that I would rain on her 

parade.
The farms I visited for this article 
are situated in Tokyo’s Setagaya 
Ward. Setagaya is known for its 
exclusive residential sections, but a 
limited number of farms and forests 
still remain. Over 80 percent of the 
farms in Setagaya are smaller than 
50 acres. According to Satoshi 
Kaneko of JA Chuo’s Kinuta District, 
farmers in Setagaya typically 
produce small quantities of a variety 
of vegetables, which are mostly 
distributed locally through direct 
sales by the farmers themselves and 
group sales organized by local 
agricultural cooperatives.  
So oki-yasai is a source of income 
for farmers, but they are willing to 
leave their place of business 
unattended. 

With no one watching over the 
merchandise or the money tendered, 
the system does not work unless the 
seller trusts in the honesty of 
strangers. The rate of collection is 
fairly high at 80 to 90 percent, but it 
is not 100 percent. To cope with 
theft, a growing number of farmers 
install vending machines styled in 
the fashion of coin-operated lockers. 
This guarantees money collection, 
but patrons complain that they do 
not get to touch and feel the 
vegetables before they buy.
    

O

Mutual trust between the seller and the buyer

Unattended Vegetable Stands Use 
the Honor System   

(Right) Customers tally up 
their purchases and place the 
exact amount of payment in 
the small box. No change is 
given, so bring plenty of coins. 
(Bottom) All vegetables on 
sale are harvested that very 
morning. Bright and lively 
colors abound. Sales end 
when the supply is sold out. 
Farmers do not replenish 
vegetables until the next day.

Patrons love the freshness and reasonable price of the local 
produce at the stand. Brisk sales begin as soon as vegetables 
arrive at the stand.

Interview and text: Mariko Hatada Photos: Satoru Naito Translation / Daniel Beecham
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oshihiko Ishii’s family has 
operated a farm for generations, 
ever since the Edo Period. When 

I arrived at his vegetable stand at 
around nine in the morning he was 
lining it with just-harvested vegetables. 
Passers-by immediately took notice and 
gathered around the stand. No sooner 
had he put down a veggie than a 
customer grabbed it. Ishii produces 
about 40 varieties of vegetable every 
year and his stand features four or five 
different vegetables each day.  
“When the crop I harvest and put up for 
sale on any given day is especially 
good, I receive compliments from 
customers the next day.  Sales are a 
good gauge of the quality of the 
vegetables I produce.”   
Given the number of regular customers, 
I assumed a very high rate of payment 

ichinori Saito sells 70 percent 
of the vegetables he produces 
through ordinary distribution 

channels and the remainder through 
his unattended sale stand. I was 
shocked to learn that he stakes 30% 
of his earnings on the honesty of 
complete strangers. Saito told me that 
thefts by motorists were frequent in 
the past, but the collection rate 
improved to 90 percent after he 

collection. According to Ishii, however, 
the rate of collection is about 80 
percent. “It doesn’t mean that 20 
percent of customers cheat,” Ishii said. 
“A very small number of motorists drive 
off after grabbing whatever is in sight.” I 
felt sorry for him, but at the same time I 
began to wonder why most customers 
still pay when no one is watching. 
“Apart from the fact that the Japanese 
are fairly honest, I believe the most 

moved his stand off the street and 
closer to his farm. I asked Saito the 
same question I posed to Ishii: why do 
people pay when no one is watching? 
“I had a customer who left a note in 
the money box saying ‘I don’t have 
small change now. I promise to pay 
you on my next visit’,” Saito said. “And 
sure enough, I found the exact amount 
this person owed me in the money 
box the next day.” 

important reason is that my customers 
see me toil the soil every day and grow 
vegetables with love and care, and they 
appreciate my efforts.”
Ishii informed me that farms are 
increasingly scarce even in this part of 
Tokyo. I truly hope he will continue to 
please locals with his delicious 
vegetables for many years to come.

Selling vegetables on the honor 
system poses a special set of worries 
in addition to the worries farmers 
typically face, but Saito keeps on 
selling this way because it “leads to 
more business.” 
“If customers realize my vegetables 
are good, they will come back for 
more. This boosts my confidence in 
growing vegetables. I once received a 
letter from a customer who raved 
about how the edamame soybeans he 
bought from me were extremely 
flavorful. Being appreciated by 
customers for the vegetables I grow 
with utmost care is my greatest joy.” 
The pride and spirit of a farmer was 
clearly evident in Saito’s reply.  

Y
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(Right) The vegetables available at the 
unattended vegetable stands are not secondary 
in quality or appearance to the vegetables 
distributed through the agricultural cooperative.  
(Left) Yoshiko Ishii insists on using organic 
fertilizers and uses the absolute minimum level 
of pesticides.  
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expanded. That business now claims 
a history of over 300 years.
　People were undoubtedly 
suspicious of a sudden visit from an 
unknown salesman. For their part, 
the vendors always took pains to be 
attentive and discreet when entering 
private residences for initial sales 
calls.

Trust in return 
for painstaking 
courtesy

　The vendors were careful to 
observe every courtesy, pausing 
before family altars to pay respects 

to their customers’ ancestors. Noting 
the polite behavior and language of 
the vendor, the homeowner would 
extend a welcome and lend him an 
ear. The apothecary would then 
produce a medicine chest and depart 
without receiving any payment. He 
would return several months—or 
perhaps a year—later to collect 
payment for the items used.
In the Edo period, the common folk 
were not prosperous enough to 
purchase an array of medicines to 
keep on hand for emergencies. 
However, they never knew when they 
might fall ill. Thus, the “use first, pay 
later” okigusuri system, charging only 

for those medicines used in a crisis, 
absolutely delighted the consumers. 
No sooner did they discover that the 
medicines worked than they were out 
the door to spread the news, helping 
vendors increase their clientele by 
word of mouth.
　As apothecaries thus made their 
pilgrimages across Japan, they would 
also stage follow-up visits, estimating 
when households needed their 
products replenished. Vendors 
accumulated data on types and 
quantities of medicines used, and the 
success rate of individual remedies, 
stocking up accordingly and working 
to deliver improved services to their 

he “okigusuri business” 
involved apothecaries 
travelling the length and 

breadth of Japan, depositing filled 
medicine chests at individual homes, 
and returning later to replace 
depleted items and collect payment 
for products used. The system began 
in 1683 when feudal lord Maeda 
Masatoshi, head of the second fief in 
Toyama, took a reinvigorating 
“miracle medicine” known as 
“hangontan” entrusted to him by a 
doctor named Jokan Mandai from 
Bizen (in what is now Okayama 
Prefecture). The medicine worked so 
effectively that Lord Masatoshi 

henceforth always carried some in 
his pocket.
In 1690 on a visit to Edo Castle, 
Lord Masatoshi encountered 
Kawachinokami Akita, a fellow 
nobleman from Miharu (in what is 
now Fukushima Prefecture), who was 
suffering from a terrible 
stomachache. Lord Masatoshi shared 
his hangotan remedy with Akita, and 
the ailment vanished.
Hangotan’s curative power in the 
“Edo Castle Stomachache Incident” 
amazed the many daimyo who had 
assembled from near and far, and 
they reportedly petitioned to acquire 
the medicine themselves.

　Hangotan’s principle effect 
resembled that of today’s 
multipurpose digestive remedies. 
Lord Masatoshi ordered Gen’emon 
Matsuiya, an apothecary doing 
business near Toyama Castle, to fill 
incoming orders for hangotan from 
feudal lords and their retainers. 
Although the legend of Lord 
Masatoshi may be unverifiable, there 
is no doubt that he encouraged the 
cultivation of medicinal plants and 
studied remedial powers of various 
combinations. He subsequently 
promoted nationwide marketing of 
the medicine, and the “okigusuri” 
business run by Toyama’s merchants 

Originating in Edo-period Toyama…

Edo period wholesale apothecary 

Typical Toyama itinerant apothecary

Wicker trunks carried on the apothecaries’ backs

Medicine

 “Kakeba-cho” ledger

 “Toyama okigusuri” refers to a unique marketing system in which a vendor leaves a 
medicine chest of over-the-counter items at a customer’s home on a “use first, pay later” 
basis. The unique arrangement, which only requires payment for medicines used, dates 
back 300 years in Japan, and is now spreading to other nations. The “okigusuri story” 
whisks us back to feudal times in Japan…
Text/Akifumi Homma, JQR Editorial Staff, Illustrations/Itaru Mizoguchi,Translation / Stephanie L. Cook

※ Hangotan is sold even today, but its current composition differs from that of the Edo period.

 The History of
 “Okigusuri” Medicine
 and its “Use First, 
 Pay Later” Concept

The Business of Having Faith in Humanity
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Thus, the role of the apothecaries 
traversing the nation exceeded the 
simple peddling of remedies. 

How the globalized 
“use first, pay later” 
system works

　The okigusuri industry is entering 
the overseas market in response to 
requests from governments 
worldwide. In Mongolia, grassland 
nomads represent some 35% of the 
population. As remoteness from 
urban areas and infrequent income 
opportunities (arising a few times 
annually) render the “use first, pay 

later” system workable, Mongolia 
took on okigusuri as a government 
project in 2012. With countries such 
as Thailand and Myanmar also 
welcoming the okigusuri system, 
what started as a unique Japanese 
business model has now gone global.   
Meanwhile, modern Japan has seen a 
new “use first, pay later” business 
evolve in which snacks, vegetables, 
cosmetics, and other items are 
displayed in offices, with payment 
collected at a later date. Consumers 
may obtain the goods whenever the 
mood strikes without leaving the 
office, even as the providers are 
increasingly holding down the cost of 

collecting payment and enjoying their 
monopoly on the “office 
marketplace.” The okigusuri business 
may be old, but it is far from fading; 
rather, it is a groundbreaking 
business model.

Reference website
The Kitanippon Shimbun http://www.kitanippon.co.jp/contents/appear/1/17.html

customers.

The “kakeba-cho” 
ledger corresponds to 
today’s database

　The itinerant medicine vendors 
worked in specified territories known 
as “kakeba.” They kept track of their 
customers in ledgers known as 
“kakeba-cho,” reminiscent of today’s 
databases. The notebooks specified 
type and quantity of medicines 
utilized, family composition/health 
status, and record of payment. 
A single glance at a ledger reveals 
capital turnover, the district’s favored 

remedies and similar data, and 
underscores how exceedingly rational 
and advanced the okigusuri business 
had become. As the ledgers also 
included credit checks made by the 
vendors, they were more valuable 
than the actual accounts receivable. 
Since referencing old notebooks 
would allow one make a quick profit, 
vendors were apparently able to sell 
them to finance their retirement.
The “database” ledger was not the 
only progressive aspect of the 
system. Souvenirs for clients were 
indispensable to the okigusuri 
business. Paper balloons, needles, 
lacquered chopsticks, Kutani ware 

bottles, sake cups, teapots, ukiyoe 
portraits, calendars, and their ilk
—considered as sales promotion 
tools in today’s world—were all 
stocked to keep customers happy.
What pleased customers even more 
than the souvenirs was the chance to 
chat at length with the roving 
salesmen, who brought fresh news 
chanced upon in the four corners. 
The apothecaries produced news of 
the latest rice cultivation techniques, 
and occasionally even brought actual 
rice husks as well; both were said to 
have stimulated development of 
improved rice strains and cultivation 
skills.

References
“Use First, Pay Later,” popular edition, The Roots of Toyama Medicine, The Kitanippon Shimbun (ed.), Kitanippon 
Shimbun, The “use first, pay later” business model, Keisuke Kiritani (author), Tomoyuki Miyazaki (author), Hisanao 
Ohashi (author); Chuokeizai-sha, Inc.
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Souvenirs distributed to various households

Paper balloons - 
a favorite among children

Conversing with the clients - 
a key facet of the job

Medicine vendors of today

“Old-tyme” packages are a big hit

The globalized 
okigusuri system
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 “Office Glico” is confectionery-maker Glico's unconventional “Okigashi®” business, 
which involves lending out “Refresh Boxes®” (see photo) and refrigerators at no cost, 

and placing confectionery, ice cream, beverages, etc. on company premises. 
Customers simply take what they want and leave payment in the money 

box in this Japanese take on the archetypal office snack box.  
Text: JQR　Photos: Kazushi Toyota　Translation: Kirsten McIvor 

What is Office Glico's
 “Okigashi®” Business

 All About?
Part of the Office Glico business since 2000, and 
involved in the model's Tokyo rollout from the start, 
Kotaro Kawabata talks about how he also pounded his 
share of pavements, products in hand. 

Ezaki Glico Co., Ltd.

Kotaro Kawabata 
Office Glico Promotion Department

A “Refresh Box” 
containing Office Glico 
“Okigashi®”. Every treat 
is 100 yen!

Office Glico is a system that allows individual 
employees to take confectionery, etc. when 
they want it and deposit payment in the 
attached money box. Glico covers the cost of 
installing cases, refrigerators, etc., and does 
not seek financial compensation for theft or 
the loss of products or cash. The project was 
launched in 1997, with the first sales center 
opening in Osaka in 1999. In 2002 Glico 
extended the system to Tokyo for full rollout. 
Glico has taken out a patent on the “Okigashi®” 
business model, and the service is available 
in metropolitan Tokyo, Yokohama, Kawasaki, 
Chiba, Saitama, Aichi, Osaka, Hyogo, 
Hiroshima, and parts of Fukuoka. 

Of the several hundred items stocked, 
the most popular are those treats that “fill 
the gap” particularly well. In the “Bisco” 
biscuit range, the company receives 
many requests for the cultured butter 
and wheat germ varieties, as well as the 
standard recipe. The limited-time-only 
cocoa and chocolate chip versions of 
“Friend Bakery” biscuits, which combine 
size and irresistible flavor, also have a 
large following.

Popular Office Glico Treats

Just pay 
for what 

you eat ♡ N
o keys or counters! 

The Business of Having Faith in Humanity

anufacturers usually supply 
their goods to retailers such as 
supermarkets and convenience 

stores via wholesalers, and never sell 
directly to consumers. Large 
confectionery maker Ezaki Glico was 
no exception, until the company started 
pondering whether it could instead 
deliver its products directly to the 
public, in a departure from the 
conventional system. Thus the 
“Okigashi®” business was born.
According to Ezaki Glico's Kotaro 
Kawabata, “Open any office desk 
drawer and usually you'll find some kind 
of sweet treat. But few people go off to 
buy things like that during office hours, 
so it occurred to us that offices might 
present a new business opportunity.”
To turn this idea into reality, Kawabata 
assembled a project team. The aim was 
to meet with customers in person and 
help them become familiar with Ezaki 
Glico’s products, leading to purchases. 
The first sales technique the team 
came up with was the “station lunchbox 
style”, that is, having staff visit offices 
to sell confectionery directly. 
“But when we actually tried it, having 
people roaming around offices calling 
out 'Anyone for candy?' proved to be a 
nuisance for customers. In the end we 
were limited to selling during 

lunchbreaks or after 6 pm, those sorts 
of hours. What's more, direct sales 
prices are low, so the financial 
performance was terrible and we soon 
abandoned that mode of selling. Then 
we hit on the idea of actually placing 
confectionery in offices.” 

Inspired by Roadside
Vegetable Stalls

When it came to launching the 
“Okigashi®” service, one thing Glico 
was firm on was having the individuals 
using the service buy the products, 
rather than having their employers pay 
for them. Glico looked at different ways 
to obtain the cash from individuals, as 
opposed to collectively, and decided on 
the same method used to sell 
vegetables at unmanned roadside stalls, 
which are a common sight across 
Japan.
“To be honest, initially we weren't 
confident we’d actually collect all the 
money owed simply by leaving a money 
box. During our early research, we 
canvassed farmers who sell vegetables 
using an honesty box system to find out 
what percentage of the amount owed 
for their produce was actually paid. 
Most said it was at least 90 percent. 
When you think about it, in Japan we 

take vending machines containing 
merchandise and cash for granted. My 
own theory is that Japanese people 
learn gratitude from an early age, and 
even if vegetables are just placed on 
an unmanned stall, they will picture the 
person who took all that trouble to grow 
the vegetables, and unconsciously 
assume they should pay the proper 
amount. So we decided that once 
people saw our staff delivering 
“Okigashi®” confectionery, we'd be 
able to collect payment even with an 
unlocked box.”

Office Glico
（http://www.ezaki-glico.net/officeglico/）
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When they first started the “Okigashi®” 
service, Glico experimented with 
containers such as cane baskets and 
candy jars for the products, but these 
had insufficient capacity and lacked 
visual appeal. Eventually the company 
chose the current three-tier B5-size 
cases that could just as easily hold 
stationery: all the better to blend in to 
an office environment. Each case holds 
about 24 packets of candy, in roughly 
ten varieties. The frog money box for 
payments has become something of an 
Office Glico mascot, but is actually an 
off-the-shelf item. 
“Most money boxes have an opening 
for coins in the back. We figured that 
since we had to have something, it 
might as well be a box with the slot at 
the front, which also added an extra 
element of fun to purchasing a treat. 
We then found these frog money boxes 
that one of the banks was giving away 
to new account-holders. They just 
happened to be the right size as well 
(laughs).”
Glico's “Okigashi®” service was not 
instantly accepted. Glico salespeople 
visiting companies were frequently 
rebuffed at reception without even a 
chance to talk about the service, let 
alone exchange business cards. In 
particular, after the 9/11 attacks 
companies stepped up their security, 
often making it difficult to just get 
through the door. Despite this, the 
profile of “Okigashi®” gradually grew, 
thanks to the dogged persistence of the 

sales team, combined with other factors 
such as changes in workplace culture 
due the growing number of younger 
management staff in fields such as IT.

Useful Emergency
Supplies

Fourteen years after launching the 
Office Glico “Okigashi®” service, Glico 
now serves around 100,000 
businesses, supplying 120,000 or so 
boxes. Initially the service offered only 
confectionery items people could 
purchase with a single 100-yen coin, 
but in response to frequent requests for 
“something a little more filling”, plus 
drinks, the range has now been 
expanded to include ice cream, 
noodles, beverages and so on, at a 
range of prices. Glico also supplies 
other companies' products, catering for 
customer needs in categories outside 
its own specialization.
Following the Great East Japan 
Earthquake, there is a heightened 
awareness among companies about the 
need for emergency supplies, and a 
growing number are using the 
“Okigashi®” cases as substitute 
reserves.
“In Tokyo, a by-law designed to cater 
for those unable to get home during a 
disaster requires firms to keep three 
days' supply of food and water for 
employees, but procuring these supplies 
with no idea if or when they'll be used 
can be a significant financial burden on 

businesses. However, companies can 
use our service to have food in reserve 
as part of their emergency rations, at no 
cost to them. Office Glico also visits 
regularly to replace any items past their 
best-by date. This means that people 
can access products on a day-to-day 
basis, and also have a managed supply 
for emergencies. I suppose the easiest 
way to describe it is circulated 
stockpiling. In other words, merchandise 
control, obviously, and also quality 
control can be performed at no risk to 
those in the workplace.”
Kawabata adds that the way people eat 
candy at work is also changing.
“There are businesses where they bring 
out the box, usually kept in a corner of 
the office, for everyone to share snacks 
at meetings as they talk. Casual 
snacking on candy seems to make for a 
relaxed mood, and helps break the 
conversational ice between 
management staff and those working 
under them.” 

Over 95% of Payment 
Collected

So what about collecting payment, 
which was initially such a concern? It 
turns out that over 95 percent of 
purchases are paid for, an even higher 
proportion than those roadside 
vegetable stalls. 
“For example, we might find a case to 
be nine products down, but only 800 
yen in the money box. But, next time 
our representative calls, there will often 
be 900 yen for only eight products. 
Presumably someone had gone to buy 
candy but lacked the small change, and 
put the cash in later. The strategy of 
leaving payment up to the customer has 
proved enormously successful, to the 
extent that we now have annual 
turnover of 5 billion yen. It's also great 
to see companies advertising 'Office 
Glico on site' as part of their appeal to 
new graduates.”
Placing their trust in customers has 
allowed “Okigashi®” to grow into a 
huge business, despite the small size of 
the transactions. It would seem that 
sales techniques that stress 
communication are far from obsolete.

Boxes on the cart are crammed with 
confections for restocking. Drinks and 
other foods may also sit on top.

The carts used to 
carry products are an 
original Office Glico 
design, customized to 
fit into small elevators. 
Customer premises 
within a 2 km radius are 
supplied by foot, with 
someone pushing the 
cart. 

The carts contain 
candy, etc. 
sorted into boxes 
and delivered 
using stock data 
managed with a 
portable terminal. 

Off on my 
rounds!

14 152015 vol.252015 vol.25



Each Office Glico center has about 
ten staff, and is easy to spot thanks 
to their bright red (Glico’s corporate 
color) uniforms and carts. Each 
center has its own sales territory, 
visiting customers every 1-2 weeks.
“Each visit to a customer takes 
5-10 minutes. As well as 
replenishing and updating stock, I 
collect request cards, and talk 
directly to customers.” (Omiya-san)

According to Omiya-san, because 
she does her rounds regardless of 
the weather, she often has people 
tell her it cheered them to see her 
battling on through the wind and 
rain. Omiya-san and her colleagues 
thus actually provide more than just 
snacks, in a tangible example of 
how business is based on 
communication. 

Take a product 
and drop 100 

yen in the box. 
That cheeky frog 
always raises a 

smile. 

Staff are also 
asked for their 

recommendations. 
“All products are 

managed using the 
terminal. We also 
use request cards 
to track customer 

preferences.”

Items are restocked 
and regularly 
renewed, for 

example chocolate 
products are 
replaced with 
chocolate of a 
different flavor 
or texture. With 
confectionery 

alone around 150 
different items are 
stocked annually.

Using IT to inject new energy into the fisheries 
industry, Foodison has rebuilt the platforms 
used for distribution of marine products, 
building systems that connect producers with 
restaurants, retailers, and consumers. 

 “We introduced Office Glico here a couple of months ago. It's useful when I 
feel a little peckish during breaks or in the evenings. Our office is on the ninth 
floor, so it's much handier than going out to buy something. Plus they take 
great care to vary the products, so you never get tired of what's on offer. It's 
wonderful to have a service that offers what you want to eat, when you want 
to eat.” (Nagakawa-san)

Foodison Inc.

Kazuhiro Nagakawa 
“Uopochi” operations

Delivering Good Cheer
Along with the Candy

A single coin is all it 

takes – easy!

The Business of Having Faith in Humanity
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Welcome
to my 
patch!

This 
recently 
added 

Merchandise
is updated
regularly

 Office Glico addict here!

The fridge is crammed with a wide 
choice of beverages, including 
coffee, vegetable juice, tea, mineral 
water and nutrient drinks.

Foodison has two Refresh Boxes and a 
refrigerator. Many staff confess that they can't 
resist taking a peek to see what's there after a 
restocking.

I c e  c r e a m s  a r e  a 
popular treat in the 
office. Nagakawa-san 
says, “Especially on 
hot summer days,  I 
often relax with an ice 
cream after my sales 
round.”

Ryoko Omiya 
Office Glico

Omiya-san wears pouches 
around her waist, leaving 
her hands free for pushing 
the cart. Both pouches: one 
for the mobile merchandise 
control terminal, and 
one for a notebook and 
other miscellaneous 
items, are made to Glico 
specifications.


