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Hello, everyone, I’m Hayakawa. 
I will explain our business results for the fiscal year ended March 2022, 
our plans for the fiscal year ending March 2023, capital investment, and 
shareholder returns.
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Please see slide 4. 

From the fiscal year ended March 2022, the Company applies the 
Accounting Standard for Revenue Recognition. Please refer to the 
definition of terms and details in this presentation material.
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Please see slide 6. 
I will now explain the financial results for the fiscal year ended March 
2022.

Gross sales increased by 4% YoY to JPY278 billion due to strong 
business, but operating profit declined by 7% YoY to JPY25.1 billion, as 
the effects of price and standard revisions failed to offset the impact of 
surging raw material and energy prices both in Japan and overseas.

The result was that it did not reach the planned value of JPY25.5 billion, 
which was revised when the financial results for the third quarter were 
announced. This was due to higher-than-expected raw material and 
energy prices resulting from the situation in Russia and Ukraine.

Net profit increased by 2% from the previous year to JPY18.1 billion due 
to a foreign exchange gain of JPY1.7 billion from the weaker yen, and a 
gain on debt forgiveness of JPY400 million.
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Please see slide 7. 
I will now explain the results of our domestic business.

Gross sales were JPY213.6 billion, on par with the previous fiscal year. 
New value-added products, such as bean-based snack miino and the 
sweet potato business, offset the impact of the change of cereal 
distribution to a local subsidiary in China, and the decrease in sales due 
to lower potato yield.

Operating profit decreased by 6% from the previous year to JPY23.2 
billion, due largely to a JPY4 billion rise in raw material and energy prices 
, which was offset by a decrease in sales promotion opportunities 
resulting from a shortage of potatoes, the effect of price and standard 
revisions, and other factors contributing to higher profits, including cost 
reductions.
The operating margin decreased by 0.7 percentage points to 10.8%.
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Please see slide 8.
Next, I would like to explain the status of our domestic business by 
product.

Snacks were divided between products with and without raw potatoes as 
an ingredient. Sales of Potato Chips declined by 4% due to the 
suspension or postponement of some product launches and curbs on 
sales promotions due to a shortage of raw materials. Sales of Jagarico
increased by only 1%.

On the other hand, sales of products made from beans, wheat, and 
frozen potato dough increased due to aggressive proposals. In 
particular, the bean-based snack miino, for which TV commercials were 
aired, and Potato Deluxe, for which the sales area was expanded, 
contributed to sales.
Sales of souvenir products increased due to the development of antenna 
store events and product store openings, although travel demand has 
not returned.
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Please see slide 9.

Cereal sales declined by 5% due to a rebound in demand from the 
previous year’s stay-at-home demand and growth in competitive 
oatmeal. The sales have been recovering since the second half of the 
fiscal year due to the enhancement of product lineups of medium-
volume types, etc.

In the sweet potato business, the volume of procurement was steadily 
expanded, and wholesale sales, directly managed store sales, and e-
commerce sales were all strong, resulting in an increase in revenues.
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Please see slide 10.
I will now explain the results of our overseas business.

Sales increased in all areas, with gross sales of JPY64.4 billion.
Revenue increased 21% in yen terms and 12% in local currency terms.

Operating profit decreased by 16% YoY to JPY1.98 billion, mainly due to 
soaring raw material prices.
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Please see slide 11. 
Now, let me explain each area.

In North America, sales increased by 5% on a local currency basis, 
mainly due to the growth of Harvest Snaps in the dollar store channels, 
but income declined by JPY600 million in Warnock due to a decline in the 
composition of high-margin PB and OEM products.
Although the impact of cost hikes was smaller in North America than in 
other regions, from December 2021, we are gradually revising standards 
for PB and OEM products with low-profit margins and passing on the 
cost increases to customers.

In Greater China, both sales and profit increased. In snack foods 
Jagabee and Honey Butter Chip continued to perform well, growing both 
in e-commerce and retail stores. Sales of cereals increased due to the 
expansion of sales to retail stores.
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Please see slide 12.

In the UK, sales increased by 11% on strong sales of mainstay Potato 
Chips and corn-based snacks.
Operating profit decreased by JPY110 million due to higher prices of raw 
materials such as cooking oil and packaging materials. In response to 
rising costs, prices and standards have been revised since January 2022.

In Indonesia, sales of both Potato Chips and snacks were strong, 
increasing by 40%, and the operating loss narrowed by JPY100 million.
Sales of Potato Chips grew substantially as a result of aggressive 
promotions following the withdrawal of competitors. In addition to 
Krisbee, Guribee, a new texture product, contributed to sales growth in 
snacks.
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Please see slide 13. 
I will explain the factors decreasing operating profit.

Overall consolidated net sales decreased by JPY1.9 billion from the 
previous year to JPY25.1 billion.

In the domestic business, the effects of sales promotion restraints due to 
the potato shortage of JPY1.5 billion, and price and standard revision of 
JPY300 million could not offset a JPY3.2 billion rise in the price of raw 
materials, such as cooking oil and a JPY800 million rise in energy prices, 
resulting in a JPY1.5 billion decrease in profit.

In the overseas business, although there was an increase in sales and a 
JPY400 million effect of price and standard revision in North America and 
the UK, a JPY2 billion rise in raw material prices was significant, resulting 
in a JPY400 million decrease in earnings.
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Please see slide 15. 
I will now explain the full-year forecasts for the fiscal year ending March 
2023.

The impact of cost increases expected in the fiscal year ending March 
2023 is JPY12.2 billion. This is almost double the JPY6 billion level of the 
previous year. We will pass on cost increases to prices both in Japan and 
overseas. 
At the same time, we will launch products and implement promotions to 
maintain and expand sales volume, aiming for a 9% increase in sales, 
and a 1% increase in operating profit.

15



Please see slide 16.

In the domestic business, operating profit is expected to decrease by 6% 
because the effect of the revision will mainly occur in the second half of 
the year, although the effect of the price and standard revision, and the 
increase in sales due to higher volume, is expected.
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Please see slide 17. 
I will now explain the key initiatives of our domestic business.

For snacks and cereals, we will implement price and standard revisions 
in all product categories, including those revised in the fiscal year ended 
March 2022.
In order to avoid a drop in sales volume due to the revision, we will 
strengthen promotions such as TV commercials, and launch additional 
new products.
We will also seek to improve the product mix by recovering the highly 
profitable souvenir business and launching high-value-added products.

Cereals will be responding to the growing demand for oatmeal by 
launching a new product, Baked Oats, this April, with the aim of 
capturing market share.

The sweet potato business, which is performing well, will continue to 
strengthen both purchasing and sales.
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Please see slide 18.

In the overseas business, we project a 19% increase in sales and 
operating profit of JPY3.8 billion, almost double the previous year’s 
figure, due to the expected effect of increased sales from higher volume 
and revised prices and standards.
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Please see slide 19.
Overseas business, we plan to revise prices and standards in all areas, 
aiming to increase profits beyond the impact of soaring costs.

In North America, we will place the highest priority on improving 
Warnock’s profitability. We aim to increase sales and profits by acquiring 
new PB and OEM products and increasing the composition ratio of high-
margin products.
We will further strengthen Harvest Snaps, which has been steadily 
expanding its sales and introduce our original brand in North America to 
the ethnic food market by combining Warnock’s production capacity with 
Calbee’s processing technology.

In Greater China, we will strengthen our lineup of baby and kids’ snacks, 
mainly for affluent customers.
For the middle class, the center of consumption, we will strengthen 
Potato Chips and muesli by utilizing existing local facilities and OEMs.

In the UK, we will expand the distribution area and introduce the service 
to major distributors.

In  Indonesia, we will continue to strengthen Potato Chips and improve 
profitability through aggressive development of high-margin Guribee
products.

19



Please see slide 20. 
The factors that contributed to the increase in operating profit are 
divided into cost increase effects, price/standardization effects, and 
other factors.

In the domestic business, with a cost increase of JPY9 billion, plus 
JPY7.2 billion in revision effects, and JPY400 million in other profit-
increasing effects, the forecast is for a JPY1.4 billion decrease in profit.

In the overseas business, we forecast an increase of JPY1.8 billion in 
profit, based on a JPY3.2 billion cost increase, a JPY4 billion effect of the 
revision, and a JPY1 billion effect of other factors, including an increase 
in sales.

We expect the effects of domestic prices and revisions to be felt mainly 
from the second half of the year, and gradually from the second quarter 
overseas, although the timing will vary by region. 

Please refer to page 40 of the reference materials for the usual 
increase/decrease factors.
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Please see slide 22. 
Lastly, I would like to explain the capital investment and shareholder 
returns.

Total capital investment for the fiscal year ended March 2022 was 
JPY13.6 billion, which was invested in production capacity expansion in 
Japan and overseas, DX investment, and new businesses.
In addition to dividends, shareholder returns were provided through a 
share buyback of JPY12 billion.

In the fiscal year ending March 2023, we will continue to strengthen our 
core businesses in Japan and overseas, and aggressively invest in DX 
and new businesses.

The dividend per share for the fiscal year ended March 2022 will be 
JPY52 per share, as initially planned.
The Company plans to pay a dividend of JPY52 per share for the fiscal 
year ending March 2023, the same amount as in the previous fiscal 
year.
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Please see slide 23.
We will explain our five-year cash allocation based on our medium-term 
business plan. 

The policy and amount of shareholder returns have been changed from 
those previously presented.
The previous plan, to allocate JPY40 billion to shareholder returns with a 
target payout ratio of 40% or more, has been changed to a plan to 
allocate more than JPY50 billion, by steadily increasing dividends and 
flexibly implementing share buybacks, with a target total return ratio of 
50% or more, and a DOE of 4%.
There will be no change in the amount or details of capital investment 
and growth investment.

That’s all for my explanation. 
Thank you very much.
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Hello everyone, this is Ito. 
Next, I would like to talk about our medium-term business plan.
Please see slide 25.

We have just finished three years of the five years of our medium-term 
business plan, which we announced in 2019. We are making steady 
progress toward our sales target of JPY310 billion for the five-year plan, 
thanks to the expansion of our overseas business and the sweet potato 
business as our entry into a new business.

On the other hand, in terms of profitability, the impact of the 
coronavirus, soaring raw material costs, and a shortage of potatoes due 
to high temperatures in Hokkaido last year, have caused profit margins, 
especially in Japan, to diverge from the target line.
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As Ms. Hayakawa reported earlier, we have set an operating profit target 
of JPY25.5 billion for the fiscal year ending March 2023. Here, I would 
like to explain the situation over the next two years.

For the fiscal year ended March 2022, we made JPY25.1 billion, so the 
gap between the previous year’s result and the current year’s result is 
the cost of raw materials and the decrease in profit due to the decline in 
sales of souvenir products. This is the main reason for the difference.

For this fiscal year and the next, we expect a total of JPY16 billion over 
the two years for increases in the cost of raw materials and other costs. 
In response to this, our basic policy is to pass on the cost increases in 
raw materials and other costs to the prices, so we will achieve a total 
effect of JPY16 billion in revisions over the next two years, plus new and 
high value-added products in Japan and improved earnings overseas. In 
addition, we are projecting earnings from our new business of JPY30 
billion for the fiscal year ending March 2024 on a business basis.

Since we originally planned for JPY40 billion, we plan to implement other 
measures, but we would like to proceed with the JPY40 billion goal over 
the next several years after 2024. Now, although there are changes in 
the business environment due to the current problems in Ukraine, we 
are beginning to build a next-generation production system. We also 
plan to expand our business overseas, which is a priority issue, and in 
new food domains.
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Slide 27 shows the policies for the current and next fiscal year for our 
core domestic business.

First of all, for our domestic business, we will promptly implement 
dynamic price and content revisions in response to this sharp rise in raw 
material prices, as this is the root of our earnings.
Recovering this profit is based on the speed of implementation in a 
reasonable manner. However, there is also the risk of a decline in 
volume if prices are simply raised. So, in order to avoid such a risk, in 
addition to the price increase for current products, we will also promote 
proposals for newly planned products requested by our clients.

We will also add promotions, aggressively propose products in new 
product categories, and take measures this year and next to ensure that 
the sales volume does not drop. This will ensure that profitability is 
restored. Plus, we will promote the development of new value products 
in addition to existing price increases. We will also launch value-added 
products that are health-conscious, “craft”-preference, and SDGs-
oriented, and we will strengthen the development of these types of 
products as well.

On the other hand, with regard to the recovery outlook for the high 
revenue source of gift products, After all, regarding customers from 
overseas to Japan, we do not assume that they will return 100%. 
Therefore, we have started a new sales method that does not rely on 
tourism demand, and our basic policy is to further promote new sales 
destinations and to expand new souvenir products and merchandise.
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Next, slide 28 shows the priority measures for Overseas business.

The first is North America. In North America, there are issues, such as 
the need to strengthen the earnings base.
Harvest Snaps has been on the market for many years, but we would 
like to re-emphasize Harvest Snaps in the Better For You genre, as this 
is a market with a high growth rate. Currently, the US market is 
experiencing inflation, and the Better For You snack genre is a relatively 
affordable product in that relative market. Again, we will appeal to the 
characteristics of these products.
At the same time, the Company will also propose new products for 
Harvest Snaps in new genres. We will need to do so and will proceed.
We have set a medium-term sales target of JPY20 billion for North 
America, and we believe that this target will be achieved almost as 
planned.

In the US market, the ethnic market, which is also a niche market, has 
been growing rapidly since last year and is expanding within the market. 
Since the growth rate of this market is also higher than that of the 
general snack market, we expect to be able to develop the ethnic 
market and the Better For You market over the next two years and 
expand them into the main snack market.
In the ethnic market, we plan to focus on the Jagarico and Kappa Ebisen
brands in Japan.
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Next, on slide 29, I will explain our business in Greater China and 
ASEAN.

As Ms. Hayakawa reported earlier, the demand for the snack business 
has been increasing in the Greater China region. In this environment, we 
would like to quickly expand our brand in the Chinese market through 
various variations of potato-based snacks, cereals, and snacks for kids.

In the potato-based snacks business, in addition to the already popular 
Jaga Pokkuru and Jagabee brands, we are now developing Jagarico, a 
Japanese brand of potato chips for the middle class, and Honey Butter 
Chip, a hit in Korea, which is becoming very popular in the Chinese 
market. We will also develop these products, as they are becoming very 
popular in the Chinese market.

In cereal products, in addition to the development of highly functional 
products, we will also develop low-end muesli products through local 
OEM production in China.

In the Greater China and ASEAN region, the challenge is how to increase 
production volume, but we will take measures to meet this demand by 
strengthening our production bases in Thailand, Indonesia, and Hong 
Kong, where we currently supply our products. At the same time, we 
will take measures, such as aggressively responding to this demand, by 
fully utilizing OEMs in China and other countries.
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Next, slide 30 is about new projects.
Among the new businesses, one that is showing great promise for 
expansion is the development of a new food business based on natural 
ingredients.

In the sweet potato business, sales have been growing steadily, even 
under these market conditions in Japan. So, we will speedily increase 
the number of regions where we purchase production facilities.
In terms of sales, we will strengthen sales at directly managed stores 
with high-profit margins and through e-commerce.
We have also begun to conduct overseas business on a trial basis, with 
very good results, and we intend to promote overseas expansion, 
including sales, purchasing, and production at the earliest opportunity.

In the area of natural ingredients, we are currently working on the sweet 
potato business, and are developing new businesses related to sweet 
potatoes, beans, and oats, which we produce and use the largest 
amount of in Japan.
In terms of genres, as you can see here, we are developing a wide 
range of snacks, beverages, and then breakfast and staple foods. This 
will also be pursued within one year or two years. As a way to 
strengthen these products, both oats and beans are highly regarded in 
the market for health-consciousness, so we would like to move forward 
with this area as soon as possible.
We are also conducting various trials for other products. We intend to 
accelerate business development in new businesses through M&A and 
alliances by seizing growth opportunities.
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Finally, our policy for the next two years is, first of all, to take prompt 
and careful action to deal with the high cost of raw materials, and to 
bring the Company to a state where it can secure profits at the base of 
profitability, which is very important. 

In addition to this, we would like to invest our management resources 
where we have an advantage in overseas markets.

In the new food domains, we will continue to promote our successful 
ingredient-based business and quickly return to a long-term growth 
trajectory toward 2030 in order to achieve business growth. 

We look forward to your continued support.
That’s all from me. Thank you very much.
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FY2022/3 Results Presentation Q&A 

May 10, 2022 
 
[Price and content revisions] 
Q1: How are the sales of products for which your company implemented price and content 
revisions starting in January of this year? 
Sales volumes of the products for which we revised prices have decreased, but we see that as primarily 
caused by our reduction of selling expenses in response to potato shortages. Excluding this impact, 
volumes had not changed since before the price increase. As for the products for which we implemented 
content revisions (content per package), there has actually been an increasing trend in sales volumes 
since the revisions. After implementing the price revisions from January onward, each retailer increased 
in-store prices through the end of February. Sales volumes also recovered significantly in March, and 
we believe that we have acceptance from consumers. 
 

Q2: Are amounts attributable to price and content revisions to be announced in the future 
included in the 7.2 billion yen revision effect in your plan for FY2023/3? 
Or do you expect to cover this entirely with what you have already announced? 
We are planning additional price and content revisions for all items, mainly in the second half, and the 
effects of these are also included in the 7.2 billion yen revision effect in the plan for FY2023/3. 
Many of the revisions we have made thus far have been de-facto price increases through reductions of 
content per package, but price revisions (purely price increases) will be the main focus going forward. 
We expect the profit contribution to be even larger. 
 
Q3: Will revision effects of 16 billion yen from FY2023/3 to FY2024/3 be entirely covered by 
revision effects to be implemented in FY2023/3? 

Fundamentally, we are forecasting that these will be covered entirely by revisions implemented in 
FY2023/3. 
Our policy will be to implement additional price revisions if raw materials costs rise more than anticipated. 
 

Q4: I seem to remember that sales volumes of the revised products fell for roughly a full year 
when you revised prices in the past. Is the situation now any different? 
Excluding the effect of potato shortages, sales volumes of the products for which we revised prices from 
January onward have returned to their previous levels. Supply has been insufficient throughout the 
snack market as a whole, and we are seeing changes in consumer trends and attitudes toward price. 
Retailers and wholesalers who are our direct customers have generally been understanding. We will 
move forward with the additional revisions that we implement going forward while providing attentive 
explanations. We do not believe that these future revisions are risk-free, but for efforts such as rolling 
out products with new specifications and proposing private brands, we will cooperate with retailers to 
work on measures to increase sales volumes despite the price and content revisions. We can factually 
see a trend in which shifts toward private brands occur when prices of national brands rise, so we intend 
to expand our price ranges, increase our offerings of high added-value products, and secure volume. 
 
Q5: Is there any possibility that the state of potato harvests during FY2023/3 might prevent you 
from implementing your planned price revisions? You are planning 92.2 billion yen in sales of 
Potato Chips, which would be your highest ever. Do you have enough production capacity to 
achieve that? 

Our revisions from January onward this year are in response to the spike in raw materials costs and are 
not due to potato shortages. Procurement prices for potatoes will increase in FY2023/3, so we are 



implementing price revisions regardless of harvests. Price revision effects are included in the revenue 
increase for Potato Chips. We will expand Kataage Potato production lines and install automated 
warehousing in the Shin-Utsunomiya Factory in FY2022/3 to boost production capacity, so our sales 
plan is sufficiently feasible.  

 

[The impact of rising raw materials costs] 
Q6: Regarding the spike in raw materials costs, what is the breakdown of the 9 billion yen in 
these costs in FY2023/3? Palm oil prices could still rise another notch, but to what extent have 
current price increases and the ongoing yen depreciation been factored in? 
Breaking down the main factors comprising the 9 billion yen, 2.2 billion yen is attributable to palm oil, 
1.6 billion yen to packaging, 1.3 billion yen to imported potatoes which are impacted by yen depreciation 
and rising transport costs, and 1.2 billion yen to energy prices. 
We based this on an assumed exchange rate of 122 yen/USD, and the price of palm oil itself could also 
continue to increase, but we have already purchased the amount that we will use through December. 

 
[Overseas business] 
Q7: Regarding your overseas business, while your sales may be steadily increasing, the current 
profit margin is low compared to the domestic market. As a result, your consolidated profit 
margin is declining. What are the issues in each region, and what measures are you taking to 
address them? 
In North America, we consider it an issue that cost control of Warnock Food Products is not proceeding 
well. In response, we dispatched personnel from our production and quality assurance departments in 
Japan to launch a project, and this has recently been producing some effects. 
We also see low rates of capacity utilization as an issue. Our approach is to boost capacity utilization 
by offering more variations of our flagship product Harvest Snaps and by developing and releasing new 
products. 

 
In the China region, supply is an issue. There is not currently enough supply to meet demand, but we 
intend to increase production volume in locations such as Hong Kong and Guangdong, Thailand, 
Indonesia, and South Korea for transport into China. We also believe we can improve profitability by 
raising capacity utilization at the production sites. 
 

As for the spike in raw materials costs, the markets in Europe and North America are accepting of price 
revisions, so we believe that we can maintain profitability there. 
On the other hand, the China region and Indonesia are highly price-sensitive, so we might face some 
delays in passing on raw materials price increases. However, we would like to maintain profitability by 
focusing on categories, countries, and regions such as Australia where we can secure profits. 
 

Q8: You plan to double your operating profit in Greater China during FY2023/3, but can you 
achieve that plan while major Chinese cities are enforcing lockdowns? 
Physical in-store sales are impacted in cities where lockdowns are in effect, but our e-commerce sales 
are larger than in-store sales in Greater China. We aim to overcome the lockdowns by investing a larger 
proportion of resources in e-commerce sales promotions from the first quarter through the end of the 
first half. 
In the second half, we also plan to implement new measures to raise awareness of the Calbee brand. 
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