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Again, my name is Ito. We start with the cover page of the document, and here are the 2 
pages. 

I would like to begin with a summary of the first half of the fiscal year and an 
explanation of our future plans.



Next, please turn to slide 3. 

As a summary of the first half of FY2022, we were forced to change our sales policy in the 
first half of the fiscal year due to high global raw material prices and concerns about 
the shortage of domestic potatoes. Despite this, we were able to achieve our sales and 
profit targets by responding quickly to changes and implementing measures from a medium-
to long-term perspective.

We believe that, in addition to the growth of existing products both in Japan and 
overseas, new products using Calbee's proprietary technology as well as new businesses, 
such as the Sweet Potato business acquired in 2020, have contributed to the achievement of 
the overall plan due to synergy effects.
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Let's move on to slide 4. 

I will explain our policies and strategies for the second half of the fiscal year and 
beyond. For the purpose of further consolidating our existing domestic business, we will 
revise snack prices and expand our cereal business in the second half of this fiscal year 
in order to maintain and improve high profitability. To support this, we will further 
strengthen our raw material procurement system.

As for the cereal, it's a medium dose and size. We will strengthen the product size of 
medium-dose products and renew products that appeal to health and function in order to 
strengthen our product lineup, expand our customer base, and increase our market share.

In addition, the oatmeal market is growing during this period, and we are also preparing 
to enter the fast-growing oatmeal market. In terms of overseas business, we will continue 
to launch new products and conduct promotional activities in order to increase awareness 
of the Calbee brand.

We will also revise prices in North America and the UK to cope with the high cost of raw 
materials. As for business development in the region, we are still running several 
projects led by our new business division. We will continue to aggressively search for new 
materials or new businesses.
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Next, please look at slide 5. 

This will explain the price of snacks and the revision of standards. Due to high 
temperature drought in Hokkaido and high temperature drought in summer, the quantity of 
potatoes decreased significantly. In addition, we are revising our prices in response to 
soaring prices of raw materials such as cooking oil.

The target products are those that account for about 45% of domestic snack sales. For 
potato chips, we will raise the prices of our mainstay products, such as Lightly Salted 
Chips, Consommé Punch, and Seaweed Salted Chips, by 7% to 10% based on estimated selling 
prices. 

On the other hand, the price of Jagarico will remain unchanged, but the current 60-gram
Jagarico Salad will be reduced to 57 grams, and the price will be increased by changing 
the content volume. Implementation will begin on January 24, 2022, and revisions will be 
made sequentially.
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Please continue with slide 6. 

This is a response to the shortage of potatoes that occurred this summer, and we have been 
making long-term efforts to increase the amount of potatoes procured as raw materials.

About 5 years ago, we were also affected by unseasonable weather, such as typhoon damage 
in Hokkaido. We have been taking measures to cope with climate change and other factors, 
and we have procured 1.5 times the amount of potatoes we harvested in Japan in 2008. 

On the other hand, if the total amount of potatoes harvested in Japan would be 100 in 
2008, this number has dropped to 80 in 2020. While the overall production and area of 
potatoes is decreasing, we have increased our production by 1.5 times, and we are making 
good progress in expanding our supply. However, the impact of climate change is very 
significant, and we will take further measures to deal with it. 

We are expanding our area of production in Hokkaido, but also in the Tohoku region. We are 
the only company in Japan that can import fresh potatoes, but we are also increasing the 
volume of imports.

We will continue to increase the amount of land in Japan, the yield, and the productivity. 
As for imports, back in 2020, we were still able to import only half the months of the 
year, but we are now in a position to import the entire year. However, since we are 
limited to our 2 production plants, we cannot import more than the production capacity of 
those 2 plants, so any further increase will have to wait until the next expansion of our 
production base in Shin-Hiroshima.

Although we are expanding the area of potatoes, the effects of climate change are likely 
to continue, so the most effective response is to improve the varieties of potatoes.

In this year's case, because of the heat and the fact that it was in July, varieties that 
are produced in the early season were affected. At present, I think that it will be a big 
measure to promote varieties that can withstand the heat and can be harvested later. We 
are also developing and focusing on cultivation methods that are adapted to such weather 
conditions. 

At the same time, since this kind of fluctuation inevitably occurs with this crop, we will 
expand our business not only with potatoes but also with other products. We have also 
signed a partnership agreement with Hokuren, and we will continue to promote business 
diversity and raw material diversity in a way that is not influenced by the environment. 
We are also working to build a strong global procurement system. 6
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Finally, on page 8, I would like to report on our shareholder return policy. I would like 
to explain the shareholder return policy that was resolved at the Board of Directors 
meeting held today.

The Company will repurchase its own shares for the purpose of further enhancing the return 
of profits to shareholders and improving capital efficiency. To date, we have steadily 
increased dividends and raised the dividend payout ratio, aiming for a payout ratio of 40% 
or more. 

In the future, in addition to the stable dividend payment, we will flexibly buy back our 
own shares in order to achieve the ROE of 12% as set in the mid-term management plan. 
First of all, we will implement a maximum of JPY12 billion and 5.5 million shares this 
fiscal year. That's all I have to say. Thank you very much.
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Thank you. Now, I would like to continue with the business results report for the first 
half. This is Kikuchi.

Please see slide 10. 

This slide is the same as the one in the previous presentation on the treatment of the 
accounting standard for revenue recognition. This is a restatement, so I will spare you 
the explanation.
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Please see slide 11. 

In terms of consolidated results for the first half, both sales and profits exceeded the 
previous year's plan. Total sales increased 4% YoY, to JPY136.2 billion, as both domestic 
and overseas sales increased. Domestic sales increased by 1.4% to JPY105.7 billion due to 
strong sales of snacks such as Jagarico, while overseas sales increased by 14.2% to 
JPY30.5 billion due to contributions from Greater China, the UK, and Indonesia.

Operating income increased 2.2% YoY to JPY13.3 billion. While the price of raw materials 
such as cooking oil has been soaring worldwide, we were able to increase sales and control 
selling expenses in Japan and offset the impact of the sharp rise in the price of raw 
materials, which was roughly JPY600 million, resulting in a 7.3% YoY increase to JPY12.2 
billion.

On the other hand, overseas, there is the impact of soaring raw material prices. This is 
about JPY500 million, but we were not able to cover this, and the figure was JPY1.1 
billion, down 32.9% from the previous year. Current net income increased by 11.6% YoY to 
JPY9.2 billion, mainly due to the recording of foreign exchange gains.
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Please see slide 12. 

In the domestic business, total sales increased 1.4% YoY to JPY105.7 billion. As I 
mentioned earlier, Jagarico is doing well. In the Snack Foods business, sales increased by 
JPY2.9 billion due to growth in new value products such as miino, a bean-based snack. 

On the other hand, sales of cereals for domestic consumption decreased by JPY1.2 billion 
since the demand for consumption-from-home calmed down since last year. Sales of overseas 
exports decreased by JPY900 million due to a shift in commercial distribution to our 
Chinese subsidiary, resulting in a total decrease of JPY2.1 billion. As for other 
businesses, sales increased by JPY700 million due to the expansion of the Sweet Potato 
business.

Operating income, as I mentioned earlier, increase 7.3% YoY to JPY12.2 billion on a net 
basis due to the effect of increased sales and the curbing of selling expenses for snacks, 
despite the soaring price of cooking oil. The operating income margin improved by 0.6 
percentage points YoY to 11.5%.



Please see slide 13. 

Let me explain in a little more detail by product. As for potato chips, there was a 
concern about a shortage of in April. In July, the harvest of potatoes produced in the 
Kanto region was delayed due to the long rains, which resulted in reduced sales promotion, 
suspension of sales of some products, and postponement of sales. As a result, sales are 
under control, and as for potato chips, sales are on par with the previous year.

On the other hand, sales of Kataage Potato increased due to the continued high demand 
among households for home consumption. As for Jagarico, in addition to the aggressive 
introduction of limited-time products such as the Garlic Butter Soy Sauce Flavor and the 
German Potato Flavor, there is also a large-sized Jagarico Salad Bits. In addition, we 
diversified our packaging formats through formats such as Otonano Jagarico, which led to a 
significant increase in sales.

In other snacks, sales of miino, a bean-based snack, and then Potato Deluxe, which has 
expanded its sales area, were strong. In terms of souvenir products, the number of inbound 
and domestic travelers continues to be low. On the other hand, sales increased from the 
previous year due to aggressive expansion into the event areas of product stores and 
general channels.
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Please see slide 14. 

Sales of cereals decreased since the demand for consumption-from-home calmed down since 
last year. Increased competition is another factor. Products that appeal to health and 
functionality, such as Frugra Sugar Free and Granola+, maintained high demand and 
performed well, but overall sales declined. 

From the second half of the year onward, in addition to promoting health functions, we 
will try to regain our footing by expanding our lineup of products and products in the 
medium volume range, which our competitors are increasingly targeting.

As for other products, in the sweet potato business, there is the original brand of baked 
potatoes, Beni-Tenshi. Both wholesale sales and sales at directly managed stores were 
strong, resulting in increased sales.
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Please see slide 15. 

In terms of overseas business results, total sales were JPY30.5 billion, an increase of 14.2% 
YoY, but on a local currency basis, which excludes the effect of exchange rates, sales 
increased only 6%. Operating income decreased by 32.9% to JPY1.1 billion.
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Please see slide 16. 

Let me explain in a little more detail about our performance by region. Sales in North America 
decreased by 0.9% YoY on a local currency basis. Harvest Snaps, which you can see here, is a 1-
dollar store. We are continuing to expand the distribution of small-volume, low-priced products 
to the dollar stores, and this has led to an increase in sales.

On the other hand, due to the spread of the coronavirus, we were unable to supply snacks for the 
ethnic section as we had hoped due to the shortage of containers, resulting in a decrease in 
sales. Sales at Warnock Food Products declined due to the lack of progress in developing OEM 
contractors.

Operating income decreased by JPY340 million to JPY50 million compared to the previous year due 
to the increase in the ratio of raw materials and labor.

Sales in Greater China increased 5.7% YoY on a local currency basis. In snack foods, Honey 
Butter Chips and Jaga Pokkuru continued to perform well, and sales increased due to growth in 
ecommerce, retail stores, and physical stores. However, sales of cereals, when we exclude the 
increase due to the change in commercial distribution, decreased since the demand for 
consumption-from-home calmed down since last year.

As for profits, we have been aggressively investing in promotions, and operating income was 
JPY640 million, about the same as the previous year.
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Please see slide 17. 

Sales in the UK increased 5.9% on a local currency basis. Sales of potato chips, our 
mainstay product, are growing. In addition, we launched new snack products other than 
potato chips, such as Loaded Fries and Loaded Bites, which also contributed to the 
increase in sales. However, operating income decreased by JPY70 million compared to the 
previous year due to the soaring price of raw materials for cooking oil.

Sales in Indonesia were up 22.3% YoY on a local currency basis. As for potato chips, our 
competitor, Lay's, withdrew from the market, and our product, Japota, performed well.

In the snack category, sales increased due to the strong performance of Krisbee and the 
introduction of a new product, Guribee. Operating loss of JPY370 million was recorded due 
to the impact of soaring prices of cooking oil and packaging materials.
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Please see slide 18. 

Finally, the operating income analysis shows that the overall consolidated operating 
income was JPY13.3 billion, an increase of JPY300 million over the previous year. 
Breaking it down, there was an increase of JPY800 million in Japan and a decrease of 
JPY500 million overseas. Further details on the factors behind the increase and decrease 
in the domestic business can be found on this slide.

This concludes my explanation. Thank you very much.
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