
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 the fiscal year ending March 
2025.
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Please look at slide one, Executive Summary.

Consolidated net sales increased by JPY4.5 billion and income increased by JPY0.4 
billion in Q1, reaching a record high in Q1 from April to June. For the fiscal year 
ending March 2025, we plan to achieve record profits for the full year, and we have 
exceeded that Q1 plan.

Since the end of the previous year, we have maintained solid momentum through a 
variety of measures in Japan. In Q1, various marketing and sales initiatives were 
implemented together, resulting in an increase in revenue. Volume trends since the 
June price revision this year have been within expectations.

Operating profit, on the other hand, decreased YoY, although the cost increase due to 
the effect of the revision was offset. The reason for the decrease in profit was due to 
the spreading out of marketing and growth-oriented investments deliberately that 
concentrated in Q4 of the previous fiscal year. Operating profit exceeded the plan due 
in part to sales growth versus the plan.

Sales and profits increased in the overseas business. Although sales in Greater China 
remained sluggish, growth in North America and other regions drove the overall 
overseas business. Operating profit achieved a record-high quarterly profit.

Capital investment was executed as planned, and the delivery of the new Setouchi 
Hiroshima Plant building was completed on June 28.
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Please see slide two. I would like to explain our consolidated financial results for 
FY3/2025 Q1.

Sales were JPY77.7 billion, up 6.2% YoY and up 1.5% from the plan. Operating profit 
was JPY7.7 billion, up 5.9% YoY and up 8.1% from the plan. Net profit was JPY7.1 
billion, up 13.1% YoY and up 57.2% from the plan. 

Compared to the same period of the previous year, domestic sales increased and 
profits decreased, while overseas sales and profits increased. Net sales increased due 
to sales volume growth in Japan and foreign exchange effects overseas.
Operating profit increased, driven by overseas. Although foreign exchange gains 
decreased YoY, net profit increased due to the utilization of tax credits to promote 
wage increases and other benefits. 

Against the plan, both net sales and operating profit achieved the plan.
Two factors are responsible for this. The first was the contribution of increased profits 
from sales growth by the maintenance of solid momentum in the domestic business. 
The second is the upswing in overseas operating profit. Net profit exceeded the plan 
due to foreign exchange gains resulting from the depreciation of the yen.
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Please refer to slide three. I will discuss the breakdown of changes in operating profit.

Overall consolidated profit increased by JPY0.4 billion YoY. The breakdown is as 
follows: domestic business minus JPY0.2 billion and overseas business plus JPY0.6 
billion. 

In the domestic business, profit decreased due to continued marketing investments 
to strengthen the brand, as well as investments in new infrastructure, human 
resources, and other areas for growth, although volume growth and the effect of 
revisions offseted cost increases caused by yen depreciation and inflation. 

The main reason for the soaring costs is imported raw materials due to the weak yen. 
The numbers are as you can see.
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Please refer to slide four. 
Next, I will explain sales by product in the domestic business. 

Sales increased in all categories, including snacks, cereals, and other businesses.
Overall snack sales increased by JPY2.1 billion YoY. Potato Chips grew by JPY0.7 
billion, JagaRico by JPY0.8 billion, and other snacks by JPY0.6 billion, with growth in 
all categories. 

Demand remained strong, and the company was able to reap the benefits of the 
price revisions and exceed the high sales level of the previous year. Gift snack items 
remained strong due to rising demand for travel and other factors.

Cereals sales increased by JPY1.1 billion and maintained high momentum due to the 
success of marketing and sales activities that have been implemented since the 
previous fiscal year.

Sales in the other business segment increased by JPY0.2 billion, with growth coming 
from such products as Body Granola, which was launched in April of the previous 
year. The factors for these results are presented in the next slide.
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Please refer to slide five.

Sales of Potato Chips increased YoY due to strong sales of standard products such as 
Usu-Shio flavor, and Potato Chips The Atsugiri, which was sub-branded and newly 
launched in March of this year. On the other hand, sales volume declined slightly YoY. 
Kataage Potato, whose productivity fell on the impact of potato quality harvested last 
fall, and products with a diminished price advantage, such as large bags, brought the 
overall volume down.
As part of our efforts to strengthen our brand, in June we began distributing 
“Jagaimono”, a content promoting Calbee's commitment to potatoes. We will 
continue to work to raise the level of the Potato Chips brand.

JagaRico sales increased YoY, and in response to continued strong demand, we 
concentrated on the production and sales of standard products. Volume was on par 
YoY, maintaining the high sales volume that has continued from last year.

Sales of other snacks increased due to strong sales of gift snack items and wheat-
based snacks such as Kappa Ebisen. Gift snack items grew due to an increase in 
domestic travel and inbound demand. Kappa Ebisen's measures implemented since 
the previous fiscal year, such as newspaper advertisements featuring the 60th 
anniversary of the company and other measures tailored to the target generation, 
boosted overall sales.

Cereal sales increased YoY. Calbee's share of the cereal market was up 2.7 
percentage points YoY. Increased sales of Calbee continued to drive the cereal 
market. Thanks to the effects of TV commercials and campaigns, sales of standard 
products and sugar-free products increased. Frugra Nangoku Shirokuma Flavor, a 
limited-time-only collaboration product, also made a contribution.



Please refer to slide six. I would like to explain the performance of our overseas 
business by region.

Europe and Americas reported an increase of plus JPY2.3 billion in sales and an 
increase of JPY0.1 billion in profit. Both sales and profits increased in North America 
and the UK. Existing mainstay brands such as Harvest Snaps in North America and 
the Seabrook brand in the UK performed well, boosting overall sales. In addition, the 
high growth of brands of Japanese origin is also encouraging. Both North America 
and the UK have expanded their facilities and are aiming to increase sales in the 
future.

Next is Asia and Oceania. Sales were down 3% YoY, with the rest of the world 
outside of Greater China holding steady, but Greater China saw a decline overall. 
Operating profit increased by JPY0.5 billion, driven especially by Indonesia.
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Please refer to slide seven. We will provide details on our main areas of focus.

In North America, both sales and profit increased. Sales of mainstay Harvest Snaps 
grew due to contributions from large-scale sales promotions and increased cargo 
distribution. Strong demand continued for brands of Japanese origin such as Kappa-
Ebisen and JagaRico, and sales expanded in both Asian and American supermarkets. 
In PB and OEM, new orders were received, but the impact of the decline in orders 
due to the industry-wide restructuring that continued until H2 of last year did not run 
its course, resulting in a decline in sales.

The UK also reported an increase in both sales and profit. In the mainstay Seabrook
brand, increased sales of pellet snacks contributed to the increase in sales, in addition 
to expanded distribution of potato chips. We will promote capital investment and 
marketing activities to strengthen our potato chips business.

In Greater China, sales declined and profit increased. Sales declined due to 
deteriorating business confidence and the impact of customs restrictions on mainstay 
snacks that have persisted since H2 of the previous year. As for local OEM production, 
sales of Jagabee started as planned in late May. Operating profit exceeded the 
previous year's level, despite the impact of lower sales, due to the delayed timing of 
posting of sales promotion expenses.

Finally, I would like to explain about Indonesia, which has grown the most in the 
Asia-Oceania region. Potato chips and Guribee, for which a new production line 
started operation in December of the previous year, saw sales increase. Operating 
profit increased significantly due to sales growth, a revised product portfolio, and 
continued improvements in raw material costs.

This is the end of my presentation. Thank you for your attention.
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1/1 

FY2025/3 Q1 Results Presentation Q&A 
August 2, 2024 

 
Q1 Do you think the Q1 earnings uptick be carried into the full-year results?  
At this stage we envisage this being a contributing upside factor. Although we will need to assess 
the situation with respect to this year's potato harvest, we do not currently foresee any major 
problems with potato procurement. 
 
Q2 How do you expect sales to trend, taking into account the price and content revisions 
you implemented in June? 

Mainly basic products of Potato Chips, we have been able to generate growth in our target areas. 
Although there was weakness in some products from April to mid-May due to raw material quality, 
this has been resolved. The impact of price and content revisions has been stronger than expected 
and we think there is still room for further improvement. 
 
Q3 What are the factors behind the increase in profit from the domestic business compared 
to plan? 
The increase in domestic business profit was due to higher sales volume and the effect of revisions. 
Overall sales volume of snacks increased slightly less than 1% compared to plan. Although there 
were increases in selling, raw material, and other costs, these were offset by volume growth and 
an improved sales mix. 
 
Q4 Selling expenses have increased year on year. Are you seeing results from this? 
The scale of selling expenses was in line with the plan at the beginning of the period. The previous 
year's expenses were heavily weighted toward the second half of the year, but this year's expenses 
are balanced. Ongoing marketing investments have helped maintain good momentum for both 
snacks and cereals. 
 
Q5 What impact on earnings would you expect if the yen continues to strengthen? 
At the ¥150/US$ level, we do not expect any significant impact on operating income. 
 
Q6 What regions of your overseas business are growing? 
In North America, the double-digit growth in Harvest Snaps and Brands of Japanese origin 
contributed and we will work to maintain this momentum. Profitability in Indonesia improved due to 
cost reductions and an improved sales mix. Other regions also generally performed well. 
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