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My name is Ehara, Representative Director. Thank you very much for attending the financial 
results briefing of our group today. We would like to thank you again for your continued 
understanding and support of our activities.

I would like to summarize our financial results for H1 of FY2025, and report on the progress of 
our growth strategy, Change 2025.
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See slide three. This is the summary we will explain today. 

First, let me summarize the H1 results. Consolidated results for H1 of FY2025 showed an 
increase of JPY10 billion in net sales and JPY1.4 billion in operating profit, with both net sales 
and operating income reaching record highs for H1 of the year. Solid domestic sales and strong 
overseas operations, especially in Indonesia, contributed to the better-than-planned results.

Based on the above favorable H1 performance and H2 initiatives, we have revised upward our 
full-year forecasts for net sales by JPY3 billion, operating income by JPY600 million, and net 
profit by JPY1.5 billion. Mr. Tanabe will explain the details of the revisions to the H1 results and 
outlook later in the presentation.

In H2 of the year, we will continue to invest for sustainable growth in the next fiscal year and 
beyond and accelerate our efforts to address the key issues of our growth strategy called 
Change 2025. 

We will continue to enhance both business growth and promotion of sustainability management 
to improve our corporate value over the medium to long term.

From the next page, we will explain the progress of our growth strategy. 
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First, I would like to reiterate our approach toward our vision for 2030.

“We are committed to harnessing natureʼs gifts, to bringing taste and fun, and to contributing to 
healthy life styles.” Based on this corporate philosophy, we aim to continuously enhance our 
corporate value by strengthening our sustainable growth through business portfolio 
transformation, our financial strategy to support this growth, and our sustainability by 
strengthening sustainability.

From the next page, I will explain the progress of Change 2025, our strategy to enhance 
corporate value.



See slide five. This is a progress summary of the Growth Strategy Change 2025. 
Change 2025ʼs three-year transformation plan has three key themes: Enhancing profitability, 
transforming the business portfolio, and strengthening the business base.

With regard to enhancing profitability, we believe that we can make a certain assessment that 
we have been able to maintain good momentum through strategic price revisions, marketing 
strategies, and strengthening of cooperation between marketing and sales, based on our 
performance up to H1 of the fiscal year. Further efforts will be made to qualitatively strengthen 
the brand, operate next-generation factories, and establish a value chain optimization system 
for S&OP.

Next, I would like to discuss business portfolio transformation. Overseas, the portfolio has been 
strengthened through region management and the investment of human, financial, and 
equipment resources. In new areas, we are expanding recognition and transactions for Body 
Granola, which was launched in April last year, and we believe it is necessary to accelerate the 
cultivation of the next buds.
With regard to the financial strategy that we announced in May of this year, we are building the 
groundwork to enhance its execution by changing specific KPI settings and promoting its 
internal penetration.

Finally, I would like to discuss the strengthening of our business base. Since April last year, the 
Company has been holding round-table meetings at each of its bases in Japan and overseas. At 
these meetings, we have been engaged in face-to-face dialogue with every single employee. As 
a result, we feel that we are beginning to see the seeds of a change in employee awareness. 
We will continue our efforts to foster a sense of change as well as human resource development.
With regard to the implementation of sustainability management, we will promote not only 
stable procurement of potato, but also environmental consideration initiatives and expanded 
disclosure.

The following pages will explain each of these initiatives. 
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See slide six. First, among the efforts to strengthen the profitability of our core domestic 
business, we are working on improving our brand value.

We aim to be the brand of choice. The market environment is changing in various ways, and we 
will respond to these changes while working to enhance our brand value from the consumer's 
perspective, aiming to become the brand of choice.

The market is experiencing sluggish growth in disposable income and a growing preference for 
lower prices. On the other hand, we are also seeing a trend toward so-called polarization of 
consumption, with valuable items getting ahead. In response, we will continue to evolve our 
portfolio structure to one in which each brand has a distinct value and price to meet the needs 
of consumers.

In response to the diversification of food values, consumers' growing interest in a sustainable 
society, and changes in purchasing behavior characteristics due to digital penetration, the 
Company aims to raise the overall value of its brands by promoting its commitment to raw 
materials and manufacturing, a competitive advantage it has cultivated over many years, and 
by improving customer loyalty.

I would like to explain two specific initiatives. 
We are promoting measures to increase awareness of our company's social value by appealing 
to consumers about our longstanding efforts to work together with potato growers. Since June 
of this year, we have been distributing content called Jagai-Mono, which features various people 
involved in the potato production process, while also utilizing social networking and other 
services.

In addition to strengthening fan marketing and collaborating with other companies such as 
Oriental Land to increase the support of loyal customers, we are also working to further expand 
customer contact points by encouraging consumers themselves to use social networking and 
other means to communicate with us.
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See slide seven. This initiative is about building the foundation for next-generation factories.

The Setouchi Hiroshima Factory, which will be our state-of-the-art mother factory, is steadily 
installing line facilities in preparation for operation in January 2025.

This plant is a next-generation factory that offers superior environmental performance, 
increased productivity, and an improved work environment; and is capable of producing 
approximately JPY28 billion per year of products such as Potato Chips and Jagabee. The 
operation of this plant will enable us to increase our supply capacity, which is currently an issue.
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See slide eight. We will provide an overview of the S&OP initiative and its progress. 

Under Change 2025, we are moving forward with a focus on improving the efficiency of our 
supply chain, from procurement to supply. We will promote profit improvement activities by 
creating tools to visualize profit/loss by SKU and by customer, and by introducing a precise 
decision-making process using these tools.

We will create a unique Calbee value chain optimization system called C-BOSS to streamline the 
supply chain through a rapid, data-driven decision-making process that leverages DX. We will 
also continue to examine functions to strengthen the promotion of marketing and sales 
transformation with the aim of further optimizing the value chain. In the previous fiscal year, we 
created a tool to visualize profit/loss by SKU and have been working to improve profitability by 
utilizing this tool since the current fiscal year.

In addition, we are currently in the process of building C-BOSS. We aim to test C-BOSS in H2 of 
the current fiscal year, and to implement the functionality in the next fiscal year in our annual 
plan and operations during the fiscal year. S&OP's efforts to optimize the value chain will 
continue beyond Change 2025. We will work to sustainably strengthen profitability by deepening 
and broadening the structure we have established at this time.
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See slide nine. Next, I will explain our efforts in overseas business among our business portfolio 
reforms.

Overseas, the past performance of both net sales and operating income was dominated by 
North America, but now the Company is shifting to a business growth structure in all regions. 
We believe that the three main initiatives in Change 2025 are behind the realization of this goal.

The first is to implement region-based decision making and speed up execution. The second is 
to strengthen management by deploying top talent and appointing local human resources. The 
third is to invest capital in response to market growth. These efforts have strengthened our 
portfolio structure and created a foundation for sustainable growth.

On the following pages, we will introduce specific initiatives in each region. 
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See slide 10. 
In Europe and Americas, we are promoting sustained expansion of existing core products and 
growth of brands of Japanese origin. In North America, we are strengthening our organizational 
capabilities by sending people from Japan to various areas such as management, marketing, 
development, and manufacturing. In addition, sales personnel are being promoted and 
strengthened by appointing local personnel. This has led to increased sales for both Harvest 
Snaps and brands of Japanese origin.

In the UK, we are promoting and managing the company by appointing talented local human 
resources. We have leveraged high recognition in north England to realize the placement of the 
Seabrook brand in national chains, while also launching brands of Japanese origin. We will 
continue to invest in the future while aiming for sales growth.

In Asia and Oceania, we are strengthening brands of Japanese origin in accordance with the 
characteristics of each region. In Greater China, due to changes in the business environment, 
we are in the process of optimizing investments and building a foundation for future growth. We 
are proceeding to develop our products at competitive prices by local OEM products and imports 
from neighboring countries to meet the market environment in China. Frugra sales to retail 
outlets are expanding. We will continue to move forward with our efforts to expand sales to 
retail outlets by enhancing our sales structure and strengthening the input of Japanese 
knowledge.

In Indonesia, we are sending human resources from Japan to strengthen human resources in 
management and manufacturing. As a result, the Company has improved its management and 
manufacturing techniques for potato production, resulting in significant cost improvements. 
While responding to the robust potato chips market, the Company is also executing investments 
in additional capacity at Guribee, where sales are strong, to achieve sales growth.

Thailand serves as an export hub base, taking advantage of its high quality and location. We are 
also strengthening our sales structure to increase our presence in the domestic market. Sales 
have increased as a result of product enhancements through renewal of existing brands such as 
Kappa Ebisen and Bun Bun, as well as enhanced in-store activities. We have also started selling 
Frugra in Q2. We will continue to aim for expansion in both the domestic and export markets.



See slide 11.

We will explain our human capital strategy initiatives. The roundtable meeting is the first 
initiative Calbee has undertaken since I became president in April 2023, when I realized that the 
organizational culture at Calbee was such that many people were hesitant to take the plunge 
into new things on their own.

In the FY2024/3, we held 62 face-to-face meetings with more than 1,600 employees in Japan 
and overseas. In FY2025/3, we have corresponded with more than 1,200 employees on 25 
occasions through the end of September. As a result, the state of psychological safety, which is 
a prerequisite for an organizational culture geared to challenges, improved in the engagement 
survey conducted in FY2024/3.

In addition, according to S&OP's Change Management Survey conducted in September, more 
than 90% of all respondents believe that they themselves need to change in response to the 
Company's transformation, indicating that awareness of change is spreading.

Human resources will be the driving force for future growth. We will continue our efforts to 
further instill in each and every employee a sense of challenge and change.

11



12

See slide 12. 

Finally, we would like to introduce some of our efforts to promote sustainability management. 
For many years, the Calbee Group has worked together with contract growers on an ongoing 
basis to ensure stable procurement of potato.
As a result, the planted area has been expanded, and we expect to secure sufficient amount of 
potato crop in this fiscal year as well. The Calbee Group uses potato as a main ingredient in 
many of its products. It is very important to promote environmentally friendly practices with 
regard to this potato.

The Calbee Group is also committed to GHG reduction and conservation of natural capital 
through the production of potato. Regarding GHG reduction, we are working with the Ministry 
and with the cooperation of contracted producers to reduce GHG emissions from potato.
In the conservation of natural capital, we work with various stakeholders to promote 
appropriate fertilization activities by focusing on and analyzing phosphoric acid in soil and using 
scientific evidence. 

In addition, we aim to disclose our natural capital conservation efforts in line with the TNFD 
Framework by 2025. We will continue to address environmental and social issues and promote 
activities for a sustainable future.

That is all from me. Thank you for your attention.
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Iʼm the CFO, Tanabe. I would like to explain our H1 and full-year forecasts.
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See slide 14. I would like to explain our consolidated financial results for H1 of FY2025. 

Net sales were JPY157.1 billion, up 6.8% YoY and 100.5% of the plan; 
operating profit was JPY14.9 billion, up 10.5% YoY and 107.4% of the plan; 
and net profit was JPY10.6 billion, down 2.1% YoY and 122.2% of the plan.

Compared to the same period last year, both domestic and overseas sales and profits increased, 
and record profits were achieved in H1 of the year. Net profit was below the previous year's 
level due to the impact of the appreciation of the yen against the US dollar. 

Both net sales and operating profit achieved the plan. We were able to maintain strong 
momentum in Japan, and the timing of some of its activities also exceeded projections. 
Overseas, Europe and the US did not reach their high targets, but this was offset by strong 
performance in Indonesia and other factors.
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See slide 15. I will explain the analysis of the increase in operating profit. 

Overall consolidated profit increased by JPY1.4 billion YoY. The breakdown is as follows: 
Domestic business plus JPY1.1 billion and overseas business plus JPY300 million. In Japan, cost 
increases caused by yen depreciation and inflation were offset by the effects of revisions. The 
increase in sales volume and profit was due to continued marketing investments to strengthen 
the brand.

The effect of the revision includes the following factors: 
The first is the effect of profit increase due to volume growth; 
second is the improvement due to changes in the sales mix; 
and third is the profit improvement by utilizing the P&L by SKU, which is being promoted by 
S&OP.
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See slide 16. I will explain sales by product in Japan. Sales increased in all categories, including 
snacks, cereals, and other businesses. 

Overall snack sales increased by JPY6.1 billion YoY, with Potato Chips up JPY3.3 billion, JagaRico
up JPY1.8 billion, and other snacks up JPY900 million. Thus, we have growth in all categories.

Thanks in part to the marketing activities that we have been focusing on since H2 of last year, 
demand has remained strong since the June revision.

Souvenir products continue to be strong due to rising demand for inbound and domestic travel. 
The planned volume of Hokkaido potatoes for the fall of 2024 is expected to be secured.

Cereal sales increased by JPY2 billion, and we were able to maintain the high momentum from 
the previous year by implementing measures such as brand consolidation, collaboration projects, 
TV commercials, and volume increases to stimulate and maintain consumer demand.

The other businesses segment reported a JPY400 million increase in sales, with contributions 
from Body Granola, which was launched in April of the previous year, and growth in other 
businesses. The factors are explained on the next slide.
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See slide 17. 

Potato Chips sales increased YoY. Sales volumes of standard products such as Usu-Shio Flavor
were firm, with contributions from sub-brand products such as Potato Chips The Atsugiri and 
Super Thin Potato, which contributed to sales volume growth.

Production of Kata-Age Potato declined in April and May due to the quality of the potato 
harvested last fall. Productivity recovered with the switch to new potatoes in mid-May. Demand 
for products with diminishing price advantages declined slightly but is on a recovery trend for 
large bags and other products, due in part to summer vacation demand.

Sales of JagaRico increased YoY. In response to continued strong demand, we concentrated on 
manufacturing and selling standard products. Utilizing the increased production capacity, 
volume increased from the previous year.

Sales of other snacks increased due to strong sales of souvenir products and Potato Chips Crisp, 
while sales of souvenir products grew due to increased domestic travel and inbound demand. 
The low-priced Potato Chips Crisp has maintained strong sales since its relaunch in March.

Cereal sales increased YoY. Calbee's market share increased for the seventh consecutive 
quarter, up 1.9 points YoY. Strengthening of product capabilities and timely implementation of 
campaigns and other marketing initiatives led to growth in sales of standard products such as 
original and Less Carbs products. The limited-time collaboration product, Frugra Nangoku
Shirokuma Flavor, was also well received. The cereal market has been on an upward trend since 
H2 of last fiscal year, driven overall by Calbee's measures, which has the largest share of the 
cereal market.



See slide 18. I will explain the performance of our overseas business by region.

Sales in Europe and the US increased plus JPY3.7 billion, and both North America and the UK 
continued to increase. Existing mainstay brands such as Harvest Snaps in North America, 
Seabrook brand in the UK, as well as brands from Japan, continued to perform well. Operating 
income decreased by JPY200 million, mainly due to one-time costs in North America.

Asia and Oceania. Sales were down 2% YoY, and the decline in Greater China was not fully 
offset by other regions such as Indonesia. Operating income increased by JPY500 million, driven 
especially by an increase in income from Indonesia.
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See slide 19. We will provide details on our main areas of focus.

In North America, both sales and profits increased. Sales of mainstay Harvest Snaps grew due 
to sales promotions and expanded distribution. Sales of brand of Japanese origin such as Ebisen
and JagaRico continued to experience strong demand, and the addition of items such as 
Takoyaki Ball led to increased sales in both Asian and US supermarkets.
Operating income, on the other hand, declined due to soaring transportation costs and one-time 
costs from infrastructure development. We will continue to expand sales and improve profits by 
improving costs through local production of brands of Japanese origin.

In the UK, both sales and income increased. Sales of Seabrook brand potato chips and dough 
snacks grew as major national chains expanded their distribution. In H2 of the fiscal year, we 
will strengthen marketing activities with a focus on potato chips, for which we will expand 
production.

In Greater China, both sales and income declined. 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. Operating income exceeded the previous year's level, despite the 
impact of lower sales, due to a one-time delay in timing of sales promotion expenses. We will 
continue to expand sales to retail outlets by utilizing local OEM production and products 
imported from neighboring countries.

Finally, I would like to explain about Indonesia, which has grown the most in the Asia-Oceania 
region. Sales increased in each category, led by Guribee, for which a new line was added last 
December. In H1 of the year, in addition to increased sales, profits increased due to an 
improved product mix and the utilization of inexpensive potatoes. In H2 of the fiscal year, we 
will aim to increase sales and profits by increasing production of Guribee, for which a new third 
line will start operation, and by controlling raw materials.
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See slide 20. I would like to explain the revision of the full-year plan for FY2025. 

Reflecting the H1 results and the measures taken in H2 of the fiscal year, we have upwardly 
revised net sales by JPY3 billion; operating profit by JPY600 million; and net profit by JPY1.5 
billion, respectively.

There are three main factors. 
The first is that the procurement of potato in 2024 is expected to exceed the planned and 
previous year's levels. 
Second, domestic sales growth is expected to continue the sales growth of H1 of the year. 
Third, we expect an upturn in overseas performance.

A portion of the cash generated in Japan will be used for investments that will contribute to 
future growth and lead to sustainable growth. The figures are as shown.
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See slide 21. I would like to explain our revised operating income plan for the fiscal year ending 
JPY2025. 

In the current fiscal year, raw material and power costs are expected to continue to soar due to 
factors such as volatile exchange rates. The plan is to make effective use of the ample amount 
of potato and to beat back the cost increase by steadily increasing sales.

In Q4 of this fiscal year, our state-of-the-art mother factory, Setouchi Hiroshima Factory, will 
begin operations. To take full advantage of this expanded supply capacity, we will strengthen 
marketing investments to maintain and expand sales momentum in H2 of the year and beyond.

We will also continue to invest in human resources by investing in new areas to expand new 
businesses for the next stage of growth, and by implementing training programs and hiring to 
strengthen our strategic human resources.

As a result, we are targeting JPY29.5 billion in operating income, an increase of JPY600 million 
from the previous plan. We will implement actions in H2 of the fiscal year to steadily achieve the 
plan and lead to the next stage of growth.
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See slide 22. Finally, I would like to explain the price and standard revisions announced today. 

In February 2025, the second revision of the main cereal products in Japan will be 
implemented. The revision entails a 7% to 10% reduction in content.

This concludes the explanation. Thank you for your attention.
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FY2025/3 H1 Results Presentation Q&A 

November 1, 2024  
 

 
Q1 The revised forecasts have lower profit in the domestic business and higher in the 
overseas business. Why? 
Domestically, we have good momentum continuing from H1 and, as we have done to date, we will 
aim to achieve results greater than the forecast. Overseas, we will work to achieve the forecast 
throughout our portfolio. 
 
Q2 What are your thoughts on marketing investment in H2?  
The Setouchi Hiroshima Factory will commence operation in Q4. In order to make the most of the 
resulting expanded supply capacity, we will invest in marketing to strengthen our brand and further 
increase sales momentum. 
 
Q3 Please discuss the status of North America. Why did profit fall in Q2? 
The decrease in profit was due to one-off costs. Sales have been steadily rising, with double-digit 
growth year on year. This stems from expanded distribution and improved turnover rates for 
Harvest Snaps and brands of Japanese origin. 
 
Q4 What is your outlook for sales and profit growth next year? 
Although there is a depreciation cost burden for the Setouchi Hiroshima Factory, we would like to 
show the results of our investments in terms of EBITDA. We want to overcome the slowdown in 
operating profit growth with various efficiency improvements, such as S&OP. We will achieve our 
growth strategy guidance as a three-year commitment. 
 
Q5 What is your outlook for costs for the next fiscal year and beyond, and what is your 
pricing strategy for rising costs, including labor costs? 
If costs rise due to factors such as exchange rate trends, we will consider various options, including 
price revisions. The cost of potato cultivation, including fertilizer, is rising continuously, and we also 
need to take this into account. On the other hand, consumers are becoming increasingly inclined 
to save money, and we think it is important to continue to respond selectively on a product-by-
product basis just as we have been doing. 
 
Q6 What effects have the S&OP initiatives had? 
In this fiscal year and the next, we will realize profit improvement effects by using profit and loss by 
SKU. We are also working on streamlining the supply chain in conjunction with digital 
transformation. C-BOSS, the supply chain efficiency system we are developing, is scheduled to 
commence operation next year, and we expect to see its effects manifest from FY2026/3. As our 
next initiative, we are also considering marketing and sales reforms with digital transformation in 
FY2026/3 and beyond.  
 
Q7 Is there any update on the review of fiscal strategy? 
We would like to proceed with the three pillars of raising the quality of profit, ensuring a sound 
financial position, and the appropriate implementation of shareholder returns. 
With regard to investments aiming for growth through our business portfolio, we will pursue 
investment decisions and returns with the cost of capital in mind. We plan to incorporate KPIs for 
improving profitability of capital into our plans for next year. Furthermore, while taking soundness 
into account, we aim to lower capital costs to around 6% by leveraging an optimal capital structure. 
Shareholder returns are an important management issue, and we aim to stably increase dividends 
while making comprehensive decisions on share buybacks.  
 


