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This is Kikuchi. For the fiscal year ending March 31, 2022, I will first report on the
third quarter results and then explain the revision of the full-year plan.
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Page 2 is a republication of materials from past financial results briefings, so I will skip
the explanation.
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Please see page 3. I will explain the consolidated performance for three months in the
third quarter of the fiscal year ending March 2022.
Gross sales exceeded both the previous year and the plan. On the other hand, operating
profit, ordinary profit, and net profit all fell short of the previous year and the plan.
Gross sales increased 4.8% YoY to JPY73.6 billion. Domestic sales declined 0.3% YoY to
JPY56.6 billion due to the significant impact of the smaller potato harvest. Overseas
sales increased 26.2% YoY to JPY17 billion due to strong sales in all four major regions.
Operating profit decreased by 14.1% YoY to JPY7.6 billion. We failed to cover the sharp
rise of raw material prices and energy prices. As a result, domestic operating profit
decreased by 12% YoY to JPY7.2 billion and overseas operating profit decreased by 38.9%
YoY to JPY400 million.
Net profit decreased by 5.2% YoY to JPY5.5 billion due to the decrease in operating
profit, despite the recording of foreign exchange gains.
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Please see page 4. I will now explain the results of our domestic business.
Gross sales were impacted by a change in the commercial distribution of cereals to
China of JPY600 million. Excluding these factors, gross sales in real terms
increased slightly, but overall, it decreased by 0.3% YoY to JPY56.6 billion. In
snacks, sales of potato chips decreased, but overall sales were on par with the
previous year due to a focus on sales of other snacks.
For cereals for domestic consumers, sales of Calbee cereal were at the same level as
the previous year due to growth in competing oatmeal products. On the other hand,
overseas export sales decreased due to the change in commercial distribution to our
Chinese subsidiary, as I explained earlier. In other businesses, sales increased by
JPY400 million due to the expansion of the sweet potato business.
Operating profit declined 12% YoY to JPY7.2 billion, and the operating margin
deteriorated by 1.7 percentage points YoY to 12.7%, as we were unable to cover the
impact of JPY1.5 billion in soaring raw material and energy costs compared to the
previous year.
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Please see page 5. I would like to explain in a little more detail the situation by product in
our domestic business.
As for potato chips and Jagarico, sales of potato chips decreased by JPY1.4 billion due to the
smaller potato harvest in Hokkaido. Sales of Jagarico increased by JPY100 million, partly due
to growth in sales of products with different flavors.
In products with new value and other snacks, sales of miino, a bean-based snack, continued to
be strong. In addition, new flavors were introduced to high value-added products such as the
Zeppin Kappa Ebisen, resulting in an increase in sales. In the area of souvenir products, we
strengthened sales to souvenir stores and general channel events, but this did not reach the
level of the previous year due to the increase in demand from the GoTo Travel campaign in the
previous year, resulting in a decrease in sales.
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Please see page 6.
Sales of cereals were flat YoY, partly due to growth in competing oatmeal
products, despite strong sales of health-promoting Furugura Less
Carbohydrates. In Others, the sweet potato business, sales of Benitenshi, an
original brand of baked sweet potatoes, increased due to strong sales at
wholesalers, company-owned shop and e-commerce.
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Please see page 7. I will now explain the results of our domestic business.
Gross sales were JPY17 billion, up 26.2% YoY. Excluding the effect of foreign
exchange, sales in local currency terms increased by 15.6%. As in Japan, operating
profit decreased by 38.9% YoY to JPY420 million, mainly due to soaring raw material
prices.
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Please see page 8. Let me explain a few details by region.
Sales in North America, on a local currency basis, increased 7% YoY. Sales of Harvest Snaps
increased due to the success in expanding the distribution of small-volume and low-priced
products to the dollar store channels. On the other hand, sales of snacks for ethnic sales floor
decreased due to the shortage of ocean freight containers. Operating profit decreased by JPY420
million YoY due to the increase in raw material cost ratio and labor cost ratio.
Sales in Greater China increased 33% YoY on a local currency basis. In snack foods, Jagabee and
Honey Butter Chip continued to perform well, growing both in e-commerce and retail stores.
Sales of cereal products for EC declined due to a reactionary drop of the demand from staying at
home in previous year. Delays in the transfer of commercial distribution to retail stores and
real stores that occurred in the first half of the fiscal year were resolved, and sales achieved
the plan on three months basis. Operating profit increased by JPY200 million YoY to JPY240
million due to the effect of increased sales.
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Please see page 9.
Sales in UK increased by 15% YoY on a local currency basis. Sales of potato chips,
the main product, increased due to the expansion of distribution areas. Sales of
other snacks increased due to the start of distribution of Seabrook brand Loaded
Fries and Loaded Bites products through major distributors. Operating profit
decreased by JPY40 million YoY due to the impact of soaring prices of raw
materials such as cooking oil and packaging materials.
Sales in Indonesia increased by 45.1% on a local currency basis. Sales of potato
chips grew substantially as a result of aggressive promotions following the
withdrawal of competitors. Sales of other snacks increased due to strong sales of
Krisbee and new texture product Guribee. Operating loss was JPY20 million,
narrowed by the effect of increased sales.
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Please see page 10.
This is the operating profit analysis for three months. Operating profit
decreased by JPY1.2 billion to JPY7.6 billion on a consolidated basis as a
whole. In Japan, the impact of soaring prices of raw materials such as cooking
oil is approximately JPY1.2 billion. In addition, we were unable to cover the
impact of the steep rise in the energy cost, which was approximately JPY300
million, resulting in a decrease of JPY1 billion on net basis.
Overseas, the impact of sharp rise of raw materials was JPY500 million. On net
basis, it was a decrease of JPY300 million.
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Please see page 11.
This is consolidated results for the first nine months of the fiscal year ending
March 2022.
Gross sales exceeded the previous year's plan in both domestic and overseas
markets. Operating profit was lower than both the previous year and the plan due
to the significant impact of the sharp rise in raw material and energy costs. Net
profit exceeded both the previous year and the plan due to the recording of
foreign exchange gains.
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Please see page 12.
The operating profit analysis shows that the overall consolidated operating
profit was JPY20.9 billion, a decrease of JPY900 million YoY, with a breakdown
of JPY100 million decline in Japan and JPY800 million decline overseas.
The factors behind the increase/decrease in domestic business are as shown in
the graph.
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Please see page 14. I will explain the revision on the full year forecast.
We have revised our full-year plan in light of the business results up to the
third quarter, current business trends, and the market environment.
First, gross sales have been revised upward by JPY1 billion from the initial plan
to JPY276 billion, reflecting the decline by the impact of smaller potato harvest
and the continued upswing in overseas sales.
Operating profit was revised downward by JPY2.5 billion from the initial plan to
JPY25.5 billion for the full year, in light of higher-than-expected raw material
and energy costs. As a result, we have revised downward ordinary profit and net
profit by JPY1.5 billion and JPY500 million, respectively.
In order to minimize the impact of high prices, our action for the fourth quarter
will be to revise the snack standards both in Japan and overseas. In addition, we
plan to reduce manufacturing and SG&A expenses.
This concludes my explanation. Thank you very much.
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FY2022/3 Q3 Results Presentation Q&A
February 1, 2022
[Addressing higher costs]
Q1: Costs have increased more than anticipated. Will the price/content revisions in
January of this year be able to cover cost increases next year and onward?
Costs are increasing rapidly, so we are forecasting that raw material costs are also likely to
be higher next year than this year. As for the price/content revisions we implemented in
January, the increase in prices is a level that can cover these rising costs if sales volumes
return to normal, but actions will be needed to address next year’s rising costs. We have
begun considering what actions we should take, including the possibility of additional price
increases.
Q2: How much were you impacted by cost increases this year, in terms of monetary
value?
Cost increases were 3.5 billion yen domestically (2 billion yen for cooking oil, 700 million yen
for imported potatoes, 600 million yen for energy prices), and 1.5 billion yen overseas. For
imported potatoes, transport costs increased in addition to depreciation of the yen.
[FY2022/3 forecasts]
Q3: Your reductions to selling expenses in the third quarter seem to have been
insufficient. What is your outlook on that from next year onward?
Our products sold even without sales promotions last year due to nesting demand, but in the
market environment this year we cannot sustain momentum without sales promotions. Next
year we must push forward with reductions to cover the rising costs of raw materials, but
since there is little room for these reductions, we plan to keep watch over the market
environment and exercise control according to the circumstances.
Q4: Why will domestic profit be decreasing in the fourth quarter year-on-year?
The steep rise in raw materials costs had an impact of 1.6 billion yen, and we believe
shortages of potatoes will slow down sales.
[Overseas business]
Q5: What is the status of price revisions overseas?
The markets in the US and Europe are more accepting of price revisions, so we have been
implementing these starting in January 2022. Asia is highly price-sensitive like Japan, so we
are proceeding more cautiously there than we are in the US and Europe and opening up
negotiations. Our position is to cover the increases of raw materials prices with price/content
revisions in every region.
Q6: Your overseas sales have been good, but can that be sustained?
This is the result of fortunate external factors such as the withdrawal of a competitor in
Indonesia and another competitor in the UK running into problems, in addition to depreciation
of the yen. Therefore, we do not expect that we can maintain the current growth rate, but we
believe demand will remain strong.
Q7: Is your strong performance in Indonesia really due to the withdrawal of a
competitor?
Price wars with competitors have largely abated and the market environment there has

improved. In order to capture market share, we had previously been offering products that
would sell but have a high cost. Now we are more profit conscious and have a highprofitability product lineup. Capacity utilization has also increased, and cost reduction
activities have produced some effects, so it appears that we are on the path to improvement
albeit gradually.
[Performance forecasts for next year and onward]
Q8: What are your expectations and forecasts for profits next year and two to three
years from now?
We will need to determine whether the current rapid increase in raw materials costs is
attributable to the COVID-19 pandemic, or to structural changes in the balances of supply
and demand. We cannot currently forecast how raw material prices will change when the
pandemic begins to subside. Our planning must be based on raw material price levels that
we see at the time.
In addition to passing along raw material costs in the form of higher prices, we are also
looking to maximize profit by expanding sales of high added-value products and reducing
costs (saving labor, automation, and similar measures at production sites). Our biggest profit
driver next year will be higher sales.
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