
I am Tanabe, the CFO. I would like to provide an overview of the financial results for 
Q1 ending March 2026.



Please look at slide one. Here is the summary of todayʼs presentation.

In the consolidated financial results for Q1, the domestic business was firm, with 
both net sales and operating profit achieving the plan. They were JPY700 million 
and JPY100 million above the plan, respectively. The YoY profit decrease was due to 
higher depreciation and other expenses at the new Setouchi Hiroshima Factory, 
which began operations in January 2025, and an absence of last yearʼs high 
operating profit overseas.

In the domestic core business, sales volume grew, while prices and content were 
revised. The promotion of marketing reforms and enhancement of organizational 
collaboration were successful. In addition, the launch of the Setouchi Hiroshima 
Factory and the construction of C-BOSS, a DX measure, are progressing as planned.

In the overseas business, net sales have achieved double-digit growth on a local 
currency basis. In terms of operating profit, the decrease in profit in Indonesia and 
the UK was a negative factor. We will work to implement recovery measures to 
achieve the full-year plan for the entire overseas business.



Please see slide two. I would like to explain our consolidated financial results for Q1.

Net sales were JPY82.2 billion, up 5.9% YoY and 0.9% above the plan. Operating 
profit was JPY5.3 billion, down 31% YoY and 1.8% above the plan. Net profit was 
JPY3.5 billion, down 49.9%% YoY and 1.5% below the plan. EBITDA was JPY9.4 
billion, in line with the plan.

Sales volume grew both domestically and internationally. Operating profit declined 
both in Japan and overseas. Domestic expenses were mainly those planned in the 
plan, including an increase in depreciation costs due to the start of operations at the 
Setouchi Hiroshima Factory and a change in the quarterly recording of promotion 
expenses. Overseas, deteriorating costs in Indonesia, the UK, and other countries 
contributed to the decline in profit. Net profit decreased due to the absence of 
foreign exchange gains and tax breaks compared to the previous year.

Against the plan, we maintained solid momentum in Japan, achieving better-than-
planned results and covering the shortfall overseas.



Please refer to slide three. I will explain our analysis of EBITDA fluctuations.

Overall consolidated net sales decreased by JPY1.6 billion YoY. The breakdown is 
minus JPY0.9 billion in the domestic business and minus JPY0.7 billion in the 
overseas business. In Japan, cost increases due to the weak yen and inflation were 
offset by price and content revisions and the effect of S&OP initiative. Sales volume 
increased due to continued aggressive marketing and sales activities to strengthen 
the brand. However, profit decreased due to higher costs associated with the start 
of operations at the new plant and a change in the accounting standard for 
quarterly sales promotion expenses. The change in the basis for recording 
promotion expenses will have no impact on the full-year results.



Please refer to slide four. Next, I will explain sales by product in Japan.

Sales increased in all categories, including snacks, cereals, and other snacks. 2025 
marks the 50th anniversary of Potato Chips and the 30th anniversary of JagaRico, 
and we are off to a good start.

Overall snack sales increased by JPY4.2 billion YoY. Potato Chips grew by JPY1.7 
billion, JagaRico by JPY1.3 billion, and other snacks by JPY1.2 billion, with growth in 
all categories. Demand for snacks is strong, and volume growth has been achieved 
through the benefits of renewed marketing and improved organizational 
coordination. Souvenir products continued to grow on the back of strong travel 
demand.

Cereal sales increased by JPY0.4 billion. Sales grew 12% for the full year last year 
and continued to increase in the quarter under review. We have been successful in 
expanding our contacts with customers through ongoing marketing, including 
collaborative products, and in-store activities of our sales force. We are working to 
attract new customers in the breakfast market and are leading the cereal market.

Other snacks increased by JPY200 million, with the new business Body Granola
growing.



The following slide will explain the different categories. Please refer to slide five.

Potato Chips achieved a 6% volume growth over the same period last year. Sales of 
regular products such as Kataage Potato and Consomme Punch remained steady. 
Sub-brands such as Potato Chips Nokoking, that responds to customersʼ needs for a 
richer flavor, and the expansion of locally oriented products have also contributed to 
the success. Sales of JagaRico increased YoY. Volume grew by 3%. In response to 
continuing high demand, we have adjusted our operations and strengthened our 
sales activities, resulting in increased sales, especially of regular products. Sales of 
other snacks increased for flour-based, corn-based, and bean-based products. Crips, 
fabricated potato chips, and miino performed well with revamped marketing, 
posting double-digit growth.

Cereal sales increased YoY. Calbeeʼs share of the cereal market grew by a positive 
1.7 percentage points YoY. In addition to standard products such as Original and 
Mygra, which responds to individual tastes, flavor variants also performed well. In 
addition, the limited-time items launched in April are helping to attract new 
customers.



Please refer to slide six. We would like to introduce our efforts in brand value 
enhancement.
The marketing direction center, newly established in April, took the lead in reviewing 
the marketing policy together with the domestic marketing department. To support 
sales growth, we are working to create synergies between topics through marketing 
that captures the hearts and minds of customers beyond the sales floor and 
advertisements by implementing cross-brand and multidimensional media strategies.
Note that a multidimensional media strategy is a marketing strategy that aims to 
create synergies among media and spread the buzz in multiple directions by 
effectively combining and distributing through multiple types of media and 
encouraging the transmission and diffusion of the buzz by consumers.
The three specific initiatives are as follows. The first one is the creation of maximum 
impact across brands. By using a characters who fit the retail buyerʼs demographic 
and can expand the buzz and by introducing multiple brands, we effectively increase 
brand awareness and buzz.
The second initiative is the effective use of social media and TV commercials to 
create a strategic and ongoing buzz. In the case of Crisp and miino, both social 
media platforms and TV commercials continue to deliver content that captures the 
consumerʼs attention through effective marketing. In this way, we are working to 
disseminate and encourage the spread of topics relevant to consumers and broaden 
the popularity of the topic in a multifaceted way. We have actually achieved first and 
third place in Xʼs trending rankings.
Third, we aim to repeatedly stimulate the desire to eat and buy our products by 
appealing to the senses and creating memorable content through the use of eye-
catching images and unintentionally enticing sounds, such as the sound of chewing 
hard-fried rice and music, that appeal to the senses.
By combining these measures, we will improve brand value and increase sales.



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

Overseas, sales increased in all regions on a local currency basis. 

Net sales increased by JPY0.1 billion and profit decreased by JPY0.2 billion in 
Europe/Americas. Net sales increased in both North America and the UK on a local 
currency basis. Existing brands and brands of Japanese origin continue to be strong. 
On the other hand, the UK reported a decrease in profits due to lower productivity 
and a difficult cost environment. 

In Asia/Oceania, net sales increased by JPY0.7 billion and profit decreased by 
JPY0.5 billion. Greater China, Australia, and New Zealand drove revenue growth. 
Operating profit, on the other hand, declined due to increased investment in sales to 
expand recognition and worsening cost of sales.



Please move on to slide eight. I will provide details on Europe/Americas.

North America increased revenues and profits. Harvest Snaps grew mainly at key 
retail chains, and its derivative brand, Harvest Snaps Kids, performed well. In 
brands of Japanese origin, Potato Chips, for which local production started in H2, 
showed growth. We will continue to expand in-house production of brands of 
Japanese origin. Operating profit increased due to higher sales and improved 
productivity.

Revenues increased and profits decreased in the UK. The Seabrook brand, which 
added a line of potato chips, and the brands of Japanese origin achieved double-
digit sales growth as sales expanded at national retail chains. Sub-brands under the 
Seabrook brand are also growing. Operating profit, on the other hand, was affected 
by higher labor costs due to lower production efficiency and soaring costs of 
potatoes and other materials, which offset the effect of higher sales. We will work 
on reviewing our product portfolio to improve productivity for H2.



Please refer to slide nine. Details about the Asia/Oceania region are explained below.

Sales increased and profits decreased in Greater China. Jagabeeʼs supply from 
within China and nearby countries has been expanded to include major retail outlets. 
The use of Chiikawa, which is popular local Japanese IP, has helped attract new 
customers. We will continue to expand the supply of local OEM products, develop 
products tailored to local tastes, and increase the number of sales personnel in 
priority regions.

Finally, let me explain the situation in Indonesia. Indonesia saw an increase in sales 
and a decrease in profit. Sales grew for Potato Chips, for which a new line went into 
operation in June, and for GuriBee. Strengthening channel initiatives by leveraging 
the joint venture partnerʼs distribution capabilities and enhancing marketing 
investments have proven successful. Operating profit was impacted by the 
deterioration of raw material costs, in addition to higher sales and marketing 
expenses and lower production efficiency due to changes in the product portfolio. 
We will continue to expand sales and take actions for cost reduction in H2.

This is the end of my presentation. Thank you very much for your attention.
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FY2026/3 Q1 Results Presentation Q&A  
August 1, 2025 

 
Q1 What pace of profit growth will be required from Q2 onward in order to achieve the full-
year plan? 
The profit level in Q1 may represent a YoY decrease, but we are still progressing according to plan. 
The domestic market is expected to remain strong from Q2 onwards. While Europe/Americas need 
to achieve their ambitious targets, any small shortfalls can be offset by strong domestic 
performance.    
 
Q2 What is the background behind the decline in production efficiency in the U.K. and 
Indonesia?  
Our expanded product portfolio in the U.K. led to a temporary decline in production efficiency but 
is expected to improve in H2. In Indonesia, profits were squeezed by rising promotion expenses for 
competitive measures, and the deterioration of costs due to potato and other cost increases. We 
will continue to respond to the re-entry of major competitors by strengthening our promotion and 
distribution channels.  
 
Q3 What is the outlook for hitting the targets in the overseas business plan?  
While there is some uncertainty in Europe/Americas around the future of U.S. tariffs, recovery 
measures are being implemented to realize our overall overseas business plan.  
 
Q4 Is the overseas revenue base becoming stronger? 
Our most important market is the U.S., with productivity improvements to the Madera factory and 
insourcing leading to improved profitability. There are still tariff risks, so we will continue to proceed 
with our insourcing efforts. 
The decline in productivity in the U.K. and Indonesia arose during our efforts to grow sales, the top 
priority of the overseas business. We will continue to respond flexibly to the market and competitive 
environment as we work to make improvements in H2.  
 
Q5 Domestic sales are strong, but how do you view the market for snacks and potato chips? 
Domestic sales remained strong, driving market growth. Potato chips also saw volume growth, 
continuing their good momentum. 
 
Q6 Domestic business expenses seem to be higher than what was outlined in the full-year 
plan; are expenses such as production and selling expenses still on track for the full-year?   
Although there were some temporary factors that affected expenses in Q1, they were generally in 
line with the plan. While we may flexibly use sales expenses as necessary to increase sales volume, 
we are aiming for profits that exceed our full-year plan in the domestic business.     
 
Q7 What is the change in the quarterly recording for promotion expenses? 
Approximately 400 million yen of domestic selling expenses are being shifted between financial 
quarters, mainly between Q1 and Q4. There will be no impact on the full year. 
 
Q8 Are there any weather-related risks to potato procurement?  
There are no apparent risks at this stage. Recent precipitation and temperatures in Hokkaido are 
improving. We will continue to monitor the weather closely. 
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