
I am Hayakawa, and I am in charge of finance, accounting and investor 
relations. 
I would like to explain our financial results for Q3 of the fiscal year 
ending March 31, 2023.



Please see slide 1.

I present our consolidated financial results for the three-month period 
from October to December 2022.
Although net sales and operating profit exceeded the previous year and 
the plan, ordinary profit and net profit fell short of the previous year and 
the plan due to foreign exchange losses caused by the strong yen.

In the domestic business, we raised the prices of products representing 
60% of sales in September. Although the volume was somewhat affected 
immediately after the price increase due to a decrease in sales promotion 
opportunities, demand recovered toward the end of the year, resulting in 
an increase in sales.
In the overseas business, sales of snacks were strong, especially in 
Europe and the US. As a result, overall consolidated sales increased 
15.8% from the same period last year and 102.7% from the plan, to 
JPY75.3 billion.

Operating profit increased 3.1% YoY to JPY7.8 billion, as the effects of 
price and standard revision both in domestic and overseas outweighed 
cost hikes. Compared to the plan, the result was 105.7%. In the 
domestic business, the achievement rate was 117.9%, as the effect of 
the revisions was greater than planned. In the overseas business, 
operating profit were only half of the plan. This was due to the fact that 
the plan was not achieved in Greater China due to the deteriorating 
market environment caused by the re-expansion of COVID-19 infection.
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Please see slide 2.

This section describes sales by product in the domestic business.
Potato chips and Jagarico enjoyed strong sales after the price revision, 
resulting in an overall snack sales increase of JPY6.1 billion. Cereals sales 
decreased by JPY0.5 billion, and other business increased by JPY0.7 
billion due to the steady performance of the sweet potato business.

The factors behind the change in operating profit are presented in the 
next slide.
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Please see slide 3.

Potato chips sales increased by JPY3.1 billion due to a 5% increase in 
sales volume, reflecting an increase in the harvest of Hokkaido potato 
compared to the previous year, as well as the effect of price revisions. 
Kataage Potato, which celebrated its 30th anniversary and underwent a 
renewal, and large size products performed well.

Sales of Jagarico increased by JPY1.6 billion due to strong sales of 
limited-time products in addition to regular products.

Sales of products with new value and other snacks increased by JPY1.4 
billion. Sales of gift snack items such as Jaga-Pokkuru were almost 
double the previous year's level and nearly 90% of the pre-COVID-19 
level due to a recovery in domestic travel demand and inbound demand. 
Corn-based snacks, for which we did not raise prices in the fall, 
performed well due to a shift in demand from other products.

Sales of cereals decreased due to a decline in demand in the market as a 
whole, despite the implementation of a volume increase campaign and 
TV commercials after the price revision in October. Q4 onward, we will 
work to recover by enhancing the functions of original products, etc.
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Please see slide 4. 

Sales and operating profit of overseas business by region are as shown 
below.
North America contributed to both sales and profits. The factors behind 
the change in each region are presented in the next slide.
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Please see slide 5.

In North America, Harvest Snaps continued to perform well in H1, 
resulting in an increase in sales. We were able to increase sales at key 
customers such as Costco, Publix, and Target. Operating profit increased 
due to the effect of higher sales, including price revisions for Harvest 
Snaps, and cost reductions, which offset the negative impact of lower 
OEM orders.

Sales in Greater China increased due to growth in snacks, but were 85% 
of plan due to lockdowns and re-expansion of infections. In snacks, sales 
of Jagabee and products for babies and kids grew. Cereals decreased 
due to shrinkage in the overall market, despite contributions from Frugra
Less Carbohydrates and muesli made by a local OEM. Although 
operating profit increased, it was only about 40% of the planned level. 
The market recovery is somewhat uncertain, but we will continue to take 
a long-term perspective as we have done since the initial branding.

In other regions, sales increased due to strong performance in the UK 
and Indonesia and the addition of one consolidated subsidiary in 
Thailand. Operating profit declined as Australia and Korea were unable 
to absorb higher transportation, raw material, and other costs.
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Please see slide 6. 

I will explain the factors for the increase in operating profit.
Overall consolidated profit increased by JPY0.2 billion. The domestic 
business was able to absorb the impact of soaring costs by revising 
prices and standards, but increased advertising expenses to maintain 
and expand sales volume resulted in sales that were roughly on par with 
the previous year. In the overseas business, the effect of price revisions 
exceeded cost increases, resulting in an increase of JPY0.29 billion.
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Please see slide 7 and 8 for the cumulative nine-month notice and 
operating profit analysis from April to December.
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Please see slide 9.

Finally, I would like to explain the price revisions announced today.
The third price revision for major products in the domestic business will 
be implemented in June this year. Sales of the subject products will be 
JPY82 billion, and the revision rate will be from 3% to 15%.

This is the end of my presentation. Thank you.
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FY2023/3 Q3 Results Presentation Q&A 
February 6, 2023 

 
Q1: What is the outlook for the effect of price revisions and the impact of higher costs in Q4 
(January-March)?  
The effect of price revisions in Q3 (October-December) was 3.9 billion yen, an increase of 1.1 billion 
yen vs the plan. This was because we brought forward some revisions (from January to November) 
and implemented revisions for private brands and other products that had not been specifically 
planned at the beginning of the period. In Q4, the effect of price revisions is expected to be higher 
than initially planned, but smaller than that of Q3. 
The impact of higher costs in Q3 was 3.4 billion yen, approximately the same as the 3.5 billion yen 
forecast when the Q2 results were announced (based on the exchange rate assumption of 148 yen 
= $1). The impact of higher costs in Q4 is expected to be less than a billion yen below the forecast. 
 
Q2: What is the outlook for the effect of price revisions and the impact of higher costs in 
FY2024/3?  
The amount of higher costs has not been finalized. However, there are no major changes from the 
forecast issued when the Q2 results were announced. Although there are benefits from the stronger 
yen, costs for packaging, etc., rose. 
As for the effect of price revisions, it has not yet been decided how to incorporate sales volume 
fluctuations due to price revisions into the plan and details will be explained at the time of the full 
year financial results announcement in May. 
The price revisions for implementation in June 2023 are designed so that all higher costs known 
when the decision was made are passed on in prices. 
 
Q3: What is your internal assessment of the price revisions implemented in September? 
Sales volumes of Potato Chips and Jagarico rose by 5% and 10% respectively (see financial results 
presentation, p. 3). There was a good potato harvest in Hokkaido, allowing us to conduct sales 
promotion activities with peace of mind, and the measures taken to prevent a drop in sales volume 
were successful. Another reason for the higher sales is that snacks are an affordable product group, 
while the prices of other food products are also rising. 
 
Q4: Will domestic labor and advertising expenses continue to increase? 
Labor costs are set to increase as it is becoming increasingly difficult to hire people. On the other 
hand, we are building a production system that can be operated with a smaller workforce due to 
advances in automation. Advertising expenses are set to increase so that we can raise brand value, 
but we will control rebate, etc., deductions.. 
 
Q5: Can the underperformance in Greater China be attributed to macro factors? Do you 
expect significant profit growth from FY2024/3?  
Not entirely, but we consider the macro factors to be significant. Sales and product strategy did not 
develop as planned due to the lockdown and resurgence of COVID-19. The market is expected to 
normalize, but a sense of uncertainty remains. Once the macroeconomy recovers, we believe we 
will be able to grow by conducting marketing activities. 
Regarding from FY2024/3, we believe the investment phase will continue for some time, although 
it depends on the strategy.  
 
Q6: What is the outlook for the overseas business in Q4?  
Overall, we expect the trend up to Q3 to continue. While North America and the UK are performing 
well, Greater China and South Korea continue to underperform the plan. The overseas business 
as a whole may fall short of the full-year plan by around 1 billion yen, but we expect the shortfall 
overseas to be offset by the effects of price revisions exceeding the plan for the domestic business.  
 

END 
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