
I am Tanabe, and I am in charge of finance, accounting, and investor 
relations. 
I would like to explain our financial results for Q1 of FY2024/3.



Please look at slide one. First, here is today’s overview.

In Q1, consolidated net sales increased by JPY7.8 billion, and income 
increased by JPY1.9 billion, exceeding the previous year’s results and the 
plan. The main factors for the increase were the effect of sales volume 
growth of JPY0.6 billion and the effect of price/content revisions of JPY4.4 
billion. However, this was partially offset by ongoing cost increases of 
JPY2.9 billion in raw material, power, and other costs.

Demand for domestic snacks remains strong. In June, we launched the 
third price/content revision, and sales volume dropped temporarily. 
Additional marketing activities will be implemented and reinforced from Q2 
onward.

Overseas, sales and profits increased overall due to strong sales in the 
UK, Indonesia, and other regions, although sales in North America and 
Greater China, our key regions, were below the previous year's levels.
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Please move on to slide two. I would like to explain our consolidated 
financial results for Q1 of FY2024/3.

Sales were JPY73.2 billion, up 12.0% YoY and up 2.9% from the plan. 
Operating profit was JPY7.2 billion, up 35.1% YoY and up 11.5% from the 
plan. Net profit was JPY6.3 billion, up 37.3% YoY and up 52.5% from the 
plan, due to foreign exchange gains and other factors.

Compared to the previous year, both domestic and overseas sales and 
profits increased. In Japan, the sales volume of snacks grew, and the 
effect of price/content revisions exceeded the higher cost. Overseas, the 
addition of Greenday Global as a consolidated subsidiary in July of the 
previous year contributed to the increase, along with the recovery of our 
plants in the UK and Indonesia, and in Thailand.

Compared to the plan, both net sales and operating profit achieved the 
plan due to growth in the sales volume of domestic snacks and curbing of 
sales promotion expenses.
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Please refer to slide three. I will explain the factors for the increase in 
operating profit.

The overall consolidated profit increased by JPY1.9 billion from the 
previous year, of which JPY1.6 billion was from domestic operations, and 
JPY0.3 billion was from overseas operations.

Domestic sales increased by JPY1.6 billion. The effect of sales volume 
growth of JPY0.6 billion and the effect of price/content revisions of JPY4.4 
billion were partially offset by soaring raw material and power costs of 
JPY2.9 billion. The main raw material prices are for imported raw 
materials, packaging materials, cooking oil, and domestic potatoes. The 
breakdown is as shown.

Overseas, income increased by JPY0.3 billion. The price/content revision 
effect of JPY0.7 billion was partially offset by soaring costs of JPY0.5 
billion.
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Please move on to slide four. This section describes sales by product in 
Japan.

Overall snack sales increased by JPY7.2 billion from the previous year. 
Potato Chips grew by JPY3.5 billion, Jagarico by JPY1 billion, and other 
snacks by JPY2.7 billion, with growth in all categories.

Cereal sales were flat YoY, while other business sales increased by 
JPY0.4, mainly due to the contribution of the sweet potato business.

The factors for these results are presented in the next slide.
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Please refer to slide five.

Potato Chips sales increased YoY. Sales were weak in the previous year 
due to curbs on sales promotion activities caused by the potato shortage, 
but demand has been strong since then. In particular, sales of standard 
products such as lightly salted Potato Chips and Kataage Potato 
increased.

Sales of Jagarico increased YoY due to continued strong demand from Q1 
of the previous year. The main factors were an increase in demand for 
highly portable packaged products due to an increase in outings, as well 
as a limited-time release of packages with a different logo for standard 
products, which helped raise the purchase rate among younger 
consumers. On the supply side, in order to respond to high demand, the 
Company has also focused on the production of regular products by 
discontinuing some limited-time sales.

Sales of other snacks increased, including gift snack items and wheat-
based snacks. Sales of gift snack items recovered to the level before the 
spread of COVID-19. Wheat-based snacks were well received for their 
relative affordability, and sales expanded.

Cereals were on par with the previous year. In the domestic market, the 
oatmeal boom since 2021 has calmed down, and the overall market is 
shrinking. In this context, Calbee succeeded in partially offsetting the 
impact of lower sales of baked oats with an increase factor due to the 
effect of the price/content revision of original and Less Carbohydrates.
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Please move on to slide six. I would like to explain the performance of our 
overseas business by region.

Sales in North America declined 5% on a local currency basis. Operating 
profit decreased by JPY0.10 billion. Harvest Snaps and products 
originating in Japan supported the results, but PB and OEM products were 
sluggish, resulting in a YoY decline.

In Greater China, sales to retail outlets and e-commerce both declined, 
with net sales down 9% YoY and operating income down JPY0.06 billion.

In other regions, sales increased 17%, led by the UK, Indonesia, and 
Thailand. Business profit increased by JPY0.47 billion.

In the UK, the expanded distribution of Potato Chips and the launch of 
new pellet snacks contributed to the growth. In Indonesia, sales of Potato 
Chips and other products grew, and an improvement in raw material costs 
contributed to the increase. In Thailand, both sales and profit increased 
due to an increase in domestic demand resulting from a recovery in 
human flow and the addition of one consolidated subsidiary in July of the 
previous year.
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Please move on to slide seven. Here are a few more details about North 
America and Greater China.

In the North American market, sales declined on a local currency basis, 
and operating profit also decreased. Although PBs and OEMs are moving 
toward acquiring new customers, orders from existing customers continue 
to decline due to industry-wide restructuring.

Harvest Snaps' sales volume was below the previous year's level due to 
two factors, but overall sales increased due to the effect of price/content 
revisions. The first of the two factors contributing to the drop in sales 
volume was a review of the timing of sales promotions by large customers. 
Secondly, we were unable to exceed the sales volume of the previous 
year's Q1 when we expanded sales.

Products from Japan, such as Kappa-Ebisen, have continued to do well.

Both sales and profit decreased in Greater China. Orders from retail 
stores decreased due to time-consuming inventory adjustments at major 
customers.

E-commerce sales expanded through growing platforms such as TikTok
but were unable to surpass the special demand for lockdowns in the 
previous year's Q1.
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Please move on to slide eight. Finally, I will explain the price/content 
revisions for the August-October period.

The second revision of domestic gift snack items, including Jaga Pokkuru, 
will be implemented at any time from August to October this year. Sales of 
the subject products amounted to JPY7 billion. The revision rate is 5-20%.

This is the end of my presentation.
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FY2024/3 Q1 Results Presentation Q&A  

August 3, 2023 
 

 
Q1 What are the sales trends since the June 2023 price revisions were implemented for 
domestic snacks? What is the context of those trends? 
Snacks as a whole are coming in within expectations. For Potato Chips, the third price hike has 
pushed the in-store price into triple digits, and sales volume temporarily declined due to the relative 
price of competitors' products. However, supplemented by strong demand in snacks, sales volume 
increased more than planned for Q1. 
Also, Potato Chips' sales have recovered from the second half of July. 
 
Q2 Please provide a breakdown of the JPY0.7 billion increase in operating income as 
compared to the plan. 
Domestic business was JPY0.4 billion worse off due to soaring costs but exceeded the plan by 
JPY0.7 billion due to a JPY0.8 billion increase from the effect of price revisions and sales volume 
growth. 
Overseas business slightly exceeded the plan, as the lower-than-expected performance in North 
America was offset by gains in the U.K., Greater China, and Indonesia. 
 
Q3 What are the factors behind the higher-than-expected effects of price and content 
revisions and soaring costs in Japan? What is the outlook for Q2 and beyond as compared 
to the plan?  
The effect of price and content revisions is higher than expected due to sales volume growth, sales 
distribution effects, and an increase in the number of items covered. Soaring costs are mainly due 
to the weak yen and we expect that they will be absorbed by price revisions in Q2. 
 
Q4 Sales in North America and Greater China declined in Q1. What is the outlook for 
overseas operations going forward? 
In North America, the trend of declining sales of PB and OEM products is expected to continue, but 
full-year operating income is on target due to measures such as fixed cost reductions. 
In Greater China, both e-commerce and retail store sales are in a difficult situation. The overall 
food market is declining somewhat, and sales in the cereal market decreased in reaction to 
lockdowns last year. To address supply risk, the company is considering manufacturing in China 
or importing from Thailand and Korea. 
 
Q5 Please tell us about the progress of investments and their future outlook. 
In Japan, sales promotion expenses are lower than expected, but investments in human resources 
and new areas are proceeding as planned. We will make additional marketing investments in the 
future. 
Overseas business is a growth area, and we will continue to make proactive investments as 
planned. We are carefully discussing our approach for Greater China, keeping a close eye on the 
market environment and trends. 
 
Q6 Please tell us about the progress of SKU reduction. 
We are working as planned to reduce the number of SKUs by 300 by 2025. 
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