
Thank you. Today, I would like to report on our financial results for 
FY2023/3, outline our plans for FY2024/3, and discuss our growth strategy 
“Change 2025”.



Please see slide one. First, here is a summary of my presentation.

Consolidated results for FY2023/3 show an increase of JPY33.9 billion in 
net sales and a decrease of JPY2.9 billion in profit. Price revisions were 
implemented to counter factors such as a cost increase of JPY14.1 billion. 
However, the effect of the revisions was JPY10.2 billion, which did not fully 
offset the effects of the price revisions.

For FY2024/3, we plan to increase sales by JPY13.7 billion and profit by 
JPY1.8 billion.

We will steadily generate profits through business growth and expansion 
while accelerating efforts to address priority issues and stepping up 
investments necessary for the medium to long term.

As for shareholder returns, we will continue to increase dividends, aiming 
for a total return ratio of 50% or more and a DOE of 4%, with an emphasis 
on balancing returns with investments.
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Next, I would like to present our consolidated financial results for 
FY2023/3. 



See slide three.

Net sales were JPY279.3 billion and operating profit was JPY22.2 billion.

Both domestic and overseas demand remained strong even after the price 
revisions were implemented, and sales of snacks remained strong 
throughout the year. On the profit side, however, our price revisions could 
not completely offset the sharp rise in raw material and power costs. This 
resulted in a decrease in profit.

In Q2, we revised our profit plan downward due to higher-than-expected 
cost increases caused by the yen's depreciation and the ongoing situation 
in Russia and Ukraine. Although the revised plan was not achieved in 
Greater China due to the impact of the lockdown, our results were almost 
in line with the revised plan due to strong sales of snacks in Japan.
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See slide four.

This is a waterfall chart of operating profit, showing the reasons for the 
decrease. You are welcome to review this in your own time.
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Please continue to slide five. Next, I will present an overview of the 
business segment.

The first is our domestic business.

Sales in the domestic business increased 10% to JPY207.1 billion while 
operating profit declined 15% to JPY19.6 billion.

In the snack foods category, the Company implemented price revisions in 
stages in June, September, and November. By implementing promotions 
and renewals even after the price revisions, the Company was able to 
maintain strong sales, especially of Potato Chips and Jagarico, without 
lowering customer purchasing demand. As the coronavirus pandemic 
winds down, gift snack items also saw an increase in sales due to an 
increase in travelers. Sales for FY2023/3 totaled JPY10 billion, recovered 
to 80% of the JPY12 billion sales of the pre-pandemic period.

In cereals, new oatmeal products contributed to sales, but sales of core 
products Frugra and Frugra Less Carbohydrates declined. We believe that 
we have not been able to capture repeat customers to the extent that we 
wanted and will review our product promotion measures in the future.
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See slide six. Next is an overview of our overseas business.

In the overseas business, sales increased 26% to JPY72.2 billion and 
operating profit rose 31% to JPY2.6 billion.

In North America, sales of Harvest Snaps grew due to renewal and lineup 
expansion and made a significant contribution to profits.

In Greater China, sales increased due to lineup expansion and sales 
channel expansion into new channels. Profits declined slightly due to 
increased investment in communication to improve brand recognition.
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Next, I would like to briefly explain the Calbee Group Growth Strategy, 
“Change 2025”. 



See slide eight.

I would like to share with you my thoughts on the management policy 
under the new structure.

Today, Calbee needs to both reaffirm and strengthen what will not change, 
and speed up what must change.

What will not change is Our Values and the founding philosophy written 
here. We hope to fulfill our mission by carefully utilizing nature's bounty, 
creating delicious and enjoyable food, and delivering products that are 
beneficial to everyone's health.
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See slide nine.

We believe that there are now three major things that the Calbee Group 
needs to change.

The first is to move away from quantitative growth, especially in Japan, 
and to re-empower the Calbee brand. We intend to increase our value 
over the medium to long term by strengthening our investments in the 
areas of marketing and branding, rather than settling for existing brand 
recognition.

Second, we will shift from a domestically oriented organization and 
resource allocation and firmly invest resources in growth areas such as 
global and new fields. In order to do so, we must also re-strengthen our 
core domestic business, which is the foundation of our business.

Third, we would like to create an organization, corporate culture, and 
structure to implement change. We are currently working face-to-face with 
our employees to ensure that they understand that the Calbee Group will 
be changing in the future, and we will work together as one.
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See slide 10. From here, I would like to give you a mid-term review and 
explain the start of our three-year growth strategy “Change 2025”, which 
began this fiscal year.

Looking back on our performance over the four years since the previous 
medium-term management plan, which began in FY2020/3, we achieved 
steady growth overseas and expanded into new areas of business. 
However, profits were negatively impacted by various external factors, 
such as the coronavirus pandemic, and soaring costs of raw materials. 
Poor potato crops also had an impact. The cumulative result of these 
effects was three consecutive years of lower profits.

In the current fiscal year, the first year of “Change 2025” we believe that a 
major challenge is to strengthen our domestic profit structure in order to 
withstand these environmental changes and return to a sustainable growth 
path.
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Next, please see slide 11.

During these three years, we will continue to reform our business structure 
by strengthening the profitability of our core domestic business and 
investing the cash generated in the next growth areas of global and new 
business domains.

Today, I would like to discuss the four points listed here in blue.
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See slide 12.

The growth guidance and key policies of our three-year growth strategy 
“Change 2025” are shown below.

We are aiming for organic sales growth of 4% to 6%, consolidated 
operating profit growth of 6% to 8%, and ROE of 10% or more.

The pillars of our business are our core domestic business, overseas 
business, and the new areas of agribusiness and food and health.
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See slide 13.

This is the key to improving the profitability of our core domestic business. 
Here, I am talking about the optimization of sales, operations, and supply.

There are three major structural challenges we face today. One is the risk 
of a decrease in the amount of potato procurement due to climate change. 
The second is the problem of excessive SKUs, and the third is limited 
production capacity.

Calbee has grown primarily through a business model of increasing profits 
through quantitative expansion, but from this point on, the Company will 
move away from mere quantitative expansion and aim for a new business 
model that aims to maximize profits by optimizing the supply chain.

For example, Calbee currently sells more than 1,300 SKUs per year in 
Japan, but an analysis of these SKUs shows that the profit margin varies 
considerably. Rather than pursuing only quantitative expansion, we would 
like to consider optimal qualitative improvement and satisfaction for 
Calbee, our business partners, and our end consumers.
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See slide 14.

In the overseas business, we will expand our business with a focus on 
North America and China, conveying the value of our global brand from 
Japan to the market. Although not yet a large amount in terms of sales, as 
the graph shows, sales of Calbee's Japan-originated products are 
currently growing significantly.

The products will be localized so that they can be incorporated into local 
diets while maintaining their original value.

Local marketing and R&D functions will also be strengthened.

In China, while leveraging the brand recognition of Frugra, we have 
developed Frugra that can be eaten hot, and plan to launch it this fall. In 
terms of sales, we will respond to changes in the retail market in each 
country and focus on channels with greater growth potential.

In North America, the distribution of Asian foods from ethnic markets to 
club stores that line regular snack counters is expanding. In Greater 
China, the growth of club stores with relatively high-priced product lineups 
has been quite remarkable, and sales of Calbee products have also 
expanded.

14



Next, please see slide 15.

Another pillar of our new domain is the food and health business. We will 
launch the Food and Health Business Division this fiscal year to promote 
the creation and development of new businesses.

We recently announced the launch of Body Granola, a new service for 
D2C sales of granola. The service includes testing an individual's intestinal 
environment and delivering granola suited to that person.

The concept of evidence-based personal foods is to provide products and 
services that are tailored to the condition of each individual. We see great 
opportunities for such products in the context of health consciousness and 
diversifying tastes.

In this way, we will actively promote collaboration with outside parties in 
the food and health area and promote the necessary investments in a 
different way and with different ideas from Calbee's core business to date.
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I will now explain our plans for FY2024/3. 



See slide 17.

In the current fiscal year, the first year of our growth strategy “Change 
2025” we aim to increase net sales by 5% to JPY293 billion and operating 
profit by 8% to JPY24 billion, in line with our growth guidance. We will also 
steadily increase each of the major KPIs.

The purple light-colored area on the right is the growth guidance of 
“Change 2025” 
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Next, please see slide 18. This slide shows our forecast operating profit 
for FY2024/3.

In the current fiscal year, we plan to address the sharp rise in raw material 
and power costs, including the previous year's cost increase, by 
implementing a price revision in June.

Investment in human resources is also an important point. In addition to 
base increases, we intend to strengthen our training programs and 
recruitment to enhance our strategic human resources.

The second point is new investment. Although the amount is not yet large, 
we intend to continue to increase investment to create new value products 
and businesses in new areas.

After making these necessary investments, we are aiming for an increase 
of JPY1.8 billion from the previous year and an operating profit of JPY24 
billion.
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See slide 19.

In the domestic business, we plan to increase sales and profits by 
implementing price revisions for major snack products in June.

We plan to proceed with effective promotions to minimize the impact of the 
price revision on cooling consumption. In addition, for gift snack items, we 
will work hard to capture inbound demand, which is on a recovery trend.

For cereals, we will aim to lure back previous customers and attract new 
customers by launching products and promotions that reach out to 
consumers.
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See slide 20. This is our overseas business.

In the overseas business, we aim to increase both sales and profits, 
anticipating an increase in volume and the effects of price and standard 
revisions.

In North America, we will continue to strengthen the Harvest Snaps brand 
and expand sales of products originating from Japan. In April, we 
integrated our management structure and will achieve more sustainable 
and efficient profit growth.

In Greater China, we will aim for sales growth by expanding sales 
channels and product lineups for both snacks and cereals, while making 
upfront investments for brand recognition.
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See slide 21. This is the investment plan.

As for capital expenditures for FY2024/3, based on the three-year cash 
allocation assumption, we will systematically invest in growth investments. 
This includes efficiency improvements at the new Hiroshima Plant and a 
new line of Jagarico products.

The new Jagarico line is expected to start operation in H2. The new 
Hiroshima plant is expected to start operation in the next fiscal year, with 
some of the lines starting in winter 2024 or later.

We will also aggressively invest in DX, new value-added products, and 
new businesses that will serve as the foundation for medium- and long-
term growth.
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Next, please see slide 22.

Regarding shareholder returns, we aim for a total return ratio of at least 
50% and a DOE of 4%. We intend to increase dividends on a stable and 
continuous basis.

Shareholder returns for FY2023/3 included a JPY12 billion share buyback 
in addition to dividends.

The dividend per share for FY2023/3 will be JPY52 per share, as planned, 
to be submitted to the General Meeting of Shareholders. The Company 
plans to pay a dividend of JPY54 per share for FY2024/3, an increase of 
JPY2 from the previous fiscal year.

This concludes my presentation. 

Thank you for your attention.
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