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•

My name is Yokoyama, CFO of NISSIN FOODS HOLDINGS.

•

I am pleased to report on the full-year financial results for FY 2020 announced on TDnet on the
website of Tokyo Stock Exchange and our website at 1:15 p.m. yesterday.

•

You have prepared “Summary of Consolidated Financial Statements for the Fiscal Year Ended
March 31, 2020”, “Fiscal Year ended March 31, 2020 Supplemental Data”, and “Financial Results
for FY2020 (Fiscal Year Ended March 31, 2020) on your hand. I would like to explain in detail by
using “Financial Results for FY2020 (Fiscal Year Ended March 31, 2020)” today.

•

I would like to start by explaining about the “FY2020 Business Report and FY2021 Business Plan.”

•

To begin with, we would like to express our heartfelt sympathy to the people who have suffered
from coronavirus diseases 2019 (COVID-19) and their families, and hope that they will recover as
quickly as possible. We would also like to thank medical professionals for their deep respect and
appreciation for their daily efforts in preventing and treating the spread of infectious diseases.

•

In order to fulfill our supply responsibilities as a food manufacturer, we are striving to ensure a
stable supply of products in the event of a disaster and in response to the rapid increase in
demand caused by such COVID-19.
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•

We report on our performance in FY2020. See Slide 2, Executive Summary.

•

In FY2020, in accordance with the management policy outlined above, we worked to promptly
respond to changes in the market environment, enhance profitability, and restore business
performance.
As a result, consolidated revenue and profits increased year on year, achieving a V-shaped recovery.

•

In the domestic instant noodles segment, revenue and operating profit increased significantly,
reflecting the steady penetration of price revisions and the growth in earnings of mainstay brands. In
addition, stay-at-home demand for instant noodles increased due to COVID-19 in March, which offset
the impact of higher raw materials and distribution costs and depreciation costs for NISSIN FOOD
PRODUCTS’ Kansai Plant. Excluding special factors such as the gain on sales of real estate in the
previous fiscal year, the domestic business as a whole will record increases in both revenue and
operating profit.

•

In the overseas business, revenue and operating profit increased in all regions, except for the impact
of the change in the accounting periods in FY2019 in Asia. This was due to the recovery in the U.S.
business performance, stable growth in China and Brazil, as well as steady growth in Europe and
Asia.
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•

Slide 3 is a summary of FY2020 results.

•

Revenue increased by 17.9 billion yen year on year to 468.9 billion yen.

•

Operating profit increased by 12.3 billion yen year on year to 41.3 billion yen.

•

Profit attributable to owners of parent increased by 10.0 billion yen year on year to 29.3 billion yen.

•

The operating profit margin and ROE are 8.8% and 9.0%, respectively.

•

Operating profit and profit attributable to owners of parent achieved record profits.
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•

Slide 4 shows sales revenue by segment.

•

Revenue from domestic business rose by 13.2 billion yen to 341.2 billion yen, while revenue from
overseas business rose by 4.6 billion yen to 127.7 billion yen. Excluding the impact of currency
exchange rates, revenue would increase by 10.5 billion yen.

•

Please see Slide 5 for operating profit by segment.
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•

Revenue of NISSIN FOOD PRODUCTS increased by 8.1 billion yen to 201.3 billion yen. Major
brands of cup-type instant noodles, CUP NOODLE and DONBEI, achieved record sales, reaching
a 5% year-on-year increase. In the case of bag-type instant noodles, although the OWAN series
remains firm, sales of bag-type instant noodles as a whole were down 2% year on year, in reaction
to the fact that there was a reactivation of the “Manpuku (a TV drama)” effect last year. In the
"Others" category, sales of rice categories such as CURRY MESHI performed well, but overall
sales declined.

•

Revenue of MYOJO FOODS increased by 3.7 billion yen year on year to 36.5 billion yen. In cuptype instant noodles, sales of CHARUMERA and CHUKAZANMAI were strong, and sales of openprice products grew steadily, resulting in 9% increase in year-on-year sales. In bag-type instant
noodles, sales of CHARUMERA and HYOBANYA, open-price products, were strong, resulting in
sales increased of 8% year-on-year.

•

Regarding chilled and frozen foods segment, sales of GYORETSU NO DEKIRU MISE NO
RAMEN, TSUKEMEN NO TATSUJIN and RAMENYASAN were solid, but other routes performed
poorly, resulting in a 5% decline in revenue. On the other hand, sales of frozen food business
increased 7% due to firm sales of both consumer products and commercial-use products.
Consequently, in chilled and frozen foods segment, revenue increased by 1.9 billion yen to 57.3
billion yen.

•

In confectionery and beverages segment, revenue of NISSIN CISCO increased by 2% due to
higher sales of cereals, despite lower sales of confectionery. In NISSIN YORK, sales of the core
PILKUL brand were steady, but sales of TOKACHI NOMU YOGURT declined by 4% due to a
sluggish market. BonChi saw a 1% increase in revenue. Revenue in this segment saw 0.3 billion
yen decline to 41.9 billion yen.

•

Revenue in the Americas increased by 2.5 billion yen to 65.9 billion yen. Excluding the impact of
foreign exchange rates of 3.5 billion yen, substantial increase was 6.0 billion yen. Revenue in the
U.S. increased due to price hikes and an increase in sales volume of premium products. In
Mexico, revenue increased significantly due to the strong performance of CUP NOODLES Intenso
and the effects of price hikes. In Brazil, sales of mainstay bag-type instant noodles grew, and sales
of CUP NOODLES grew steadily, resulting in a significant increase in revenue.
(Go on to the next page.)
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•

Revenue in China including Hong Kong increased by 1.6 billion yen to 43.1 billion yen. Excluding
the foreign exchange impact of 1.8 billion yen, the substantial increase was 3.5 billion yen. In Hong
Kong, overall revenue was on a par with the previous year due to lower MCMS sales in the
wholesale business, while business of instant noodles was firm due to the increase in dining at
home. Revenue in Mainland China increased by 15% thanks to increased sales of CUP
NOODLES and DEMAE ICCHO.

•

In Asia, revenue declined by 0.1 billion yen to 11.3 billion yen. While revenue increased in India,
Singapore and Vietnam, revenue decreased in Thailand and Indonesia. The impact of foreign
exchange rates was negligible. The previous accounting period of Thailand and Indonesia was a
15-month due to the change in the accounting periods in FY2019. Excluding the impact of this
change, revenue in this segment would increase.

•

In EMEA, revenue increased 0.6 billion yen to 7.4 billion yen due to the continued strong
performance of CUP NOODLES and Soba in Europe. Excluding the foreign exchange impact of
0.5 billion yen, revenue rose 1.1 billion yen.

•

Next, I am going to explain the operating profit results by segment. Please turn to Slide 6.

•

In the domestic business, operating profit declined 1.9 billion yen to 34.3 billion yen. This includes
a gain of 5.2 billion yen on the sale of real estate recorded in the previous fiscal year. Excluding
these special factors, operating profit from domestic businesses records an increase of 3.9 billion
yen.

•

In overseas business, operating profit increased 11.4 billion yen to 12.4 billion yen.

•

Combined with a negative 5.5 billion yen in adjustments between Group companies and other
expenses, consolidated operating profit totaled 41.3 billion yen.
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•

Next, I am going to explain the operating profit contribution by segment. Please turn to Slide 7.

•

Operating profit of NISSIN FOODS PRODUCTS rose by 3.9 billion yen to 27.6 billion yen, since
higher revenue resulting from price revision implemented in June and increased demand for stayat-home from COVID-19 in March offset increased depreciation costs of the Kansai Plant, soaring
distribution costs and raw material costs.

•

Similarly, MYOJO FOODS’s operating profit rose by 0.2 billion yen to 2.2 billion yen, as higher
revenue resulting from price revisions and increased demand from COVID-19 offsets higher
distribution costs and personnel costs.

•

In chilled and frozen foods segment, operating profit of chilled food business increased due to
higher sales of mainstay chilled foods and improved profitability resulting from price revisions.
Frozen food business posted a decline in operating profit, mainly due to an increase in distribution
costs, despite an increase in profit from higher sales and a gain on reversal of profit from
liquidation of a subsidiary. Segment profit decreased by 0.1 billion yen to 1.4 billion yen.

•

In confectionery and beverages segment, segment profit decreased by 0.3 billion yen to 2.2 billion
yen. Operating profit for NISSIN CISCO decreased slightly due to an increase in costs. Operating
profits for NISSIN YORK and BonChi decreased due to an increase in depreciation and
amortization. Gain (loss) on investments accounted for using the equity method also increased.

•

In the domestic and others, gains on the sale of real estate amounted to 5.2 billion yen in the
previous fiscal year, resulting in a decline of 5.6 billion yen to 1.0 billion yen.

•

Segment profit for Americas rose by 9.3 billion yen to 4.1 billion yen. Excluding the foreign
exchange impact of 0.3 billion yen, the substantial increase is 9.7 billion yen.

•

In the U.S., operating profit moved into the black thanks to price hikes, shifts to premium products,
and cost-cutting efforts.

•

In Mexico, the effects of the price hike offset changes in the sales channel structure and higher
expenses for strengthening promotions, resulting in higher operating profits.

•

In Brazil, operating profit rose due to higher sales and tax refunds for previous years.
(Go on to the next page.)

7

•

Segment profit for China including Hong Kong increased by 1.0 billion yen to 4.9 billion yen.
Excluding the foreign exchange impact of 0.2 billion yen, the substantial increase is 1.2 billion yen.
Both Hong Kong and Mainland China saw steady growth in sales of their mainstay products.
Mainland China saw an increase in profit, while Hong Kong saw a decrease in profit due to higher
costs resulting from the strengthening of administrative divisions.

•

In Asia, segment profit rose by 0.6 billion yen to 2.4 billion yen. The impact of foreign exchange
rates was negligible. In Thailand, operating profit increased due to continued strong sales of 10baht bag type instant noodles and stable operation of a factory as a production base in the Asian
region. In Singapore, operating profit declined due to a gain on the sale of real estate in the
previous fiscal year. In Indonesia, the loss narrowed, but India and Vietnam are still below the
surface. Gain (loss) on investments accounted for using the equity method was positive.

•

Segment profit in EMEA increased by 0.4 billion to 1.1 billion yen. The impact of foreign exchange
rates is negligible. In addition to Europe, Russia, which is accounted for by the equity method, saw
an increase in operating profit.

•

Please also check the status of the share of profit (loss) of investments accounted for using equity
method as described on page 5 of the supplementary material.

•

Slide 8 shows the impact of non-recurring income and expenses. The content is basically as
explained before.
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•

Next, we show analysis of operating profit on Slide 9.

•

First, I will explain it in domestic businesses.

•

The increase in revenue due to the impact of price revisions and COVID-19, and an improvement
in the selling expenses ratio contributed to a 11.2 billion yen increase in profit, while changes in the
cost of sales ratio resulted in a 0.7 billion yen decline in profit.

•

Distribution costs ratio increased by 1.6 billion yen due to the higher distribution costs per unit.

•

Depreciation and amortization increased by 5.9 billion yen. Of this amount, 3.0 billion yen was
attributable to the adoption of IFRS16. So, this led to a reduction in costs and administrative
expenses.

•

Finally, other income and expenses declined 5.9 billion yen due to a 5.2 billion yen of gain on the
sale of real estate recorded in the previous fiscal year, as well as a 0.4 billion yen of impairment
loss on fixed assets and a 0.5 billion yen of gain on liquidation of an associate recorded in FY2020.

•

Next, I will explain overseas result.

•

The impact of price revisions in the Americas resulted in an increase in profit of 3.5 billion yen.

•

The effect of the change in the cost of goods sold ratio was an increase of 0.4 billion yen, mainly
due to the impact of product mix in China including Hong Kong and EMEA.

•

The 0.9 billion yen decrease in distribution costs ratio was primarily due to the impact of improved
distribution costs in the Americas.

•

The 0.8 billion yen decrease in depreciation and amortization was due to the decrease in
depreciation and amortization in each segment.

•

Finally, the 5.8 billion yen increase in other income and expenses was due to a 5.9 billion yen of
impairment loss of property in U.S. recorded in the previous year.

•

There is a difference in reconciliations of +2.9 billion yen due to the impairment loss of intangible
assets in Brazil recorded in the previous fiscal year.
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•

Next, I would like to explain our management policy for FY 2021. Please turn to Slide 10.

•

In this fiscal year, we will strengthen business base with the aim of achieving the goals of the
Medium-Term Business Plan 2021 and strengthening the management foundation for further
growth in mind.

•

In the domestic businesses, we will advance DX (Digital Transformation) and seek to expand
business operations with a product supply framework that is rock solid even under highly uncertain
business conditions. Secondly, we will aim to expand revenues and generate profits by further
enhancing brand strategy. Finally, we will seek to achieve growth in other business areas (aside
from instant noodles) and use them as a basis for future profits.

•

In the overseas businesses, we will seek to expand sales of added-value products with strategic
priority in the U.S. market, which has made a rapid recovery. Second, we will maintain stable
growth in China and Brazil. Finally, we will aim to make businesses in India, Vietnam and
Indonesia profitable quickly by focusing on strengthening brands and enhancing profitability.

•

Through these efforts, the Group as a whole will continue working as a unified group towards
achieving the goals of the Medium-Term Business Plan 2021. In addition, we will maintain stable
food supply even in the event of an emergency while paying maximum attention to safety and
security, including measures against COVID-19.
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•

Next, see Slide 11. Our business plan for FY2021.

•

We aim to achieve 486.0 billion yen in revenue, 43.5 billion yen in operating profit, and 30.5 billion
yen in profit attributable to owners of parent. This plan raises the target of the current the MediumTerm Business Plan 2021.

•

The operating margin improved 0.2pt to 9.0%.
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•

See slide 12, revenue plan by segment.

•

The target revenue in the domestic business is 350.0 billion yen.

•

The target revenue of NISSIN FOOD PRODUCTS aims for 206.0 billion yen.

•

In overseas business, we aim to achieve 136.0 billion yen.

•

The Americas is targeted at 68.0 billion yen, the China at 47.0 billion yen, the Asia at 13.5 billion
yen, and EMEA at 7.5 billion yen.
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•

Please turn to Slide 13, operating profit plan by segment.

•

Our target operating profit in domestic business is 35.5 billion yen.

•

Our target operating profit for NISSIN FOOD PRODUCTS is 28.0 billion yen

•

In overseas business, we aim to achieve 14.0 billion yen.

•

Targets for the Americas are 4.3 billion yen, 4.9 billion yen for the China, 3.4 billion yen for the
Asia, and 1.4 billion yen for EMEA.

•

Finally, combined with a negative 6.0 billion yen in adjustments between Group companies and
other expenses, consolidated operating profit totaled 43.5 billion yen.
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•

See the slide 14. The impact of non-recurring profit and loss is shown.

•

The current planned non-recurring income and loss is only 0.3 billion yen of the liquidation of
associate in the chilled and frozen foods segment.
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•

Please turn to Slide 15, financial and capital policies.

•

Cash flow is expected to be approximately 54.0 billion yen in the current fiscal year. In principle,
cash flow will be used for shareholder returns, capital expenditures, and business investments.
Should a shortfall arise, cash and deposits, the use of investment securities, and various financing
methods will be used.

•

As disclosed yesterday on a timely basis, we plan to pay a dividend of 110 yen per annum, the
same amount as the previous year, and we will continue to aim for a dividend payout ratio of 40%
or more in the Medium-Term Business Plan 2021 as our shareholder-oriented dividend policy.

•

I have concluded our explanation of our business results for FY2020 and our business plan for
FY2021.

•

Next, President and Chief Executive Officer, Ando will explain the progress of the Medium-Term
Business Plan 2021.
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•

I am Koki Ando, President and Chief Executive Officer.

•

I would like to thank you for participating in our financial results briefing today.

•

We have decided to hold this conference on the telephone because COVID-19 is expanding under
the circumstance that Japanese government declared state of emergency. We appreciate
responding to the change.

•

CFO Yokoyama already explained FY2020 business results and FY2021 business plan, so I would
like to explain the progress of the Medium-Term Business Plan 2021, the plan for the FY2021
based on the current business environment, the status of our response by COVID-19, and our
sustainability activities. This is the final year of the Medium-Term Business Plan 2021, which was
launched in 2016. In FY2021, we entered the new fiscal year without seeing any more than usual,
but we are working together to achieve this plan.

•

This year, we celebrated our 62th anniversary, and operating profit and profit attributable to owners
of parent achieved record high.

•

Also, this year is the 58th anniversary of our listing in 1963. We are aiming for a market
capitalization of 1 trillion yen in this year, the final year of the Medium-Term Business Plan 2021.
We are currently approaching 1 trillion yen with a certain reputation.

•

As NISSIN FOOD PRODUCTS President Noritaka Ando would say after my presentation, CUP
NOODLE has grown significantly in Japan as the 100.0 billion yen brand.

•

As for overall domestic business, in FY2020, we have had impact of the price revisions and
weather fluctuations, such as cool summers and typhoons. In Japan, as the reduced tax rate
applied to our products, demand for our products were not affected by the consumption tax hike.
We also received favorable results due to favorable demand at the end of the year and the special
demand for COVID-19.

•

In the overseas business, in addition to some countries that raised prices, demand for CUP
NOODLES and other bag-type instant noodles increased as a result of stay-at-home demand for
COVID-19. As a result, some countries have achieved good financial results. I believe that this was
a year in which the evolution of a company’s existence value was called into question.
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•

See page 17 of the slide.

•

The business plan for FY2021 does not estimate the impact on COVID-19, but we have analyzed
the situation from the start of the current fiscal year up to today and revised the numerical targets
for FY2021 based on the latest business environment.

•

The main changes from the last year’s revised Medium-Term Business plan 2021 to the revised
plan in this time are as shown in the middle of the gray table, and revenues have been revised
from 480.0 billion yen to 486.0 billion yen.

•

Accordingly, operating profit was revised from 42.5 billion yen to 43.5 billion yen, and profit
attributable to owners of parent was revised from 30.0 billion yen to 30.5 reviewed billion yen.

•

The operating profit ratio in the overseas business was initially set at 30% or more, but it has
settled at 28.3% and is expected to slightly fall short of the target.

•

As a result, ROE was 9%, unchanged from the previous fiscal year, and adjusted EPS was 281
yen.

•

The adjusted EPS for FY2016, just prior to the announcement of the current Medium-Term
Business Plan 2021, was 188 yen, so CAGR for the five-year period is expected to be around
8.3%.

•

Please turn to following slide.
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•

This year is the final year of the Medium-Term Business Plan 2021. I would like to review the
progress of it as the plan for FY2021 has become clear.

•

The plan announced on May 12, 2016 is shown in the left-hand column of the table. On May 13,
2019, we revised the plan for FY2021 to reflect the situation. “FY2021 Plan*1” is shown on the
right. Column for Revenue 480.0 billion yen.

•

After reviewing the results of FY2020 and the recent business environment, we have revised our
plan for FY2021 again. This is the “FY2021 Revised Plan” in the third column from the left. By
achieving this plan, ROE is expected to be 9%, exceeding the 8% target set at the beginning of
2016. The average dividend payout ratio in current Medium-Term Business Plan 2021 is expected
to be 41.3%, although we had targeted an average dividend payout ratio of at least 40% during the
period. The average growth rate of adjusted EPS was then targeted at 10% or higher, but this is
expected to be around 8.3%. I think this is a fairly good rate of return. Under the new MediumTerm Business Plan starting next fiscal year, we aim to achieve sustainable EPS growth by
combining further profit growth with financial measures.

•

Please use the following slide.
*1: The Medium-Term Business Plan 2021 was revised and announced on May 9, 2019.
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•

This figure shows changes in the market capitalization and adjusted EPS during the Medium-Term
Business Plan 2021. As major related events, the Company hold Nissin Brazil as consolidated
subsidiary since the third quarter of FY2016. In May 2016, the Company announced its current
Medium-Term Business Plan 2021 and applied IFRS from April 2018. In addition, prices were
revised at domestic instant noodles business in June 2019. We will continue to aim for sustainable
growth and, as a result, aim to expand market capitalization, which is the market’s assessment.

•

If the stock price rises to 9,600 yen, the market capitalization will be 1 trillion yen. In order to
maintain this, how to grow depends on securing revenues and future growth potential. We
understand that a market capitalization of 1 trillion yen is not meaningful in touch-down and is just
a milestone.

•

We are very grateful to our analysts and investors for the targeted stock price of 10,000 yen, which
we have received from them. We intend to achieve a market capitalization of 1 trillion yen during
the current fiscal year.
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•

See page 20 of the slide.

•

This page contains similar information in detail on page 4 of the Supplemental Data.

•

Figures are officially announced by this segment information, and figures for each company in this
breakdown are not disclosed. Regarding revenue and operating profit, please understand that the
approximate percentage changes will be made.

•

I would like to explain the revised plan for business results by segments.

•

Domestic instant noodles business will add 4.5 billion yen to its revenue target, with a new goal of
242.5 billion yen. We aim to increase operating profit by 0.7 billion yen to 30.2 billion yen.

•

Chilled and frozen foods, confectionery and beverages segment will add 1.0 billion yen to its
revenue target to 104.0 billion yen. Operating profit will be revised by 1.1 billion yen to 4.1 billion
yen.

•

As the Americas is performing well, mainly in Brazil, we will add 0.5 billion yen to our revenue to
68.0 billion yen. Operating profit will be 4.3 billion yen, 0.6 billion yen added.

•

As China including Hong Kong to maintain a stable earnings structure, both revenue and operating
profit will be similar to the previous year. Revenue will be 47.0 billion yen and operating profit will
be added 0.2 billion yen to 4.9 billion yen.

•

Considering the current situation in Asia, we will add 0.5 billion yen to our revenue target to 13.5
billion yen. Operating profit will be increased by 0.7 billion yen to 3.4 billion yen, considering the
increase in equity in earnings of affiliates.

•

Revenue in EMEA will be 7.5 billion yen as planned, but operating profit will be added 0.1 billion
yen to 1.4 billion yen.

•

The sum of these figures will be greater than the 43.5 billion yen operating profit in the revised
plan. The reason for this is that the 6.0 billion yen of administrative expenses are not included, but
all segments saw increases in both revenue and profits. In particular, we would like to achieve 14.0
billion yen in operating profit in the overseas business.
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•

Next, I would like to review of the five key strategic themes in the Medium-Term Business Plan
2021.

•

In the first strategic theme, “Promoting global branding for CUP NOODLES,” we are targeting 1.5
times increase in CUP NOODLES from FY2016. In FY2020, it increased by more than 6% from
the previous year, increasing by 1.2 times from FY2016, and is expected to increase by about 1.3
times by the end of this fiscal year. Therefore, it is difficult to reach our initial target of 1.5 times.

•

The sales volume is a crucial target for nurturing CUP NOODLES as a global brand. However, for
example, in the U.S. we are revising the price of CUP NOODLES which is sold at low prices and
shifting to premium type of CUP NOODLES rather than simply tracking volume. I believe that the
results of our efforts to strengthen our brand power are clearly reflected in our results.

•

In BRICs, where we are focusing our efforts on Brazil, China, and India, sales of CUP NOODLES
brand are growing steadily. At the same time, we believe that we need to prioritize growth
opportunities for premium products regardless of CUP NOODLES in areas where we can expect
growth in the markets for high-quality bag type noodles and noodles without soup.

•

As the previous fiscal year, we expect this change to stabilize the growth rate in FY2021, which is
1.3 times that of FY2016. However, we will continue to strengthen the “promoting global branding
for CUP NOODLES.”

•

In the second strategic theme, “focus on priority locations,” the overseas business overall
performed smoothly, and regional results outside of BRICs were also strong. As a result, we
expect to post an operating profit ratio of 63% in main regions for FY2021. Originally, we targeted
BRICs accounts for 70% of the operating profit in the overseas business. The overseas business is
doing well overall, especially, operating profit outside BRICs such as Thailand, the Philippines, and
U.S. is increasing. So, BRICs itself is achieving its targets, but it is not reaching its target
percentage relatively.

•

The third strategic theme, the “laying stronger foundations for domestic profit base,” will be the
start of full-scale operations of NISSIN FOOD PRODUCTS’ Kansai Plant from FY2021 aimed at a
labor-saving and improving production efficiency in preparation for a future decline in the
workforce. We will work to further stabilize our earnings base by applying the knowledge gained
from this initiative to other plants.
(Go on to the next page.)
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•

In addition, we will continue to cultivate our brand by strengthening our core brands, increasing
added value, and developing attractive products that are simpler and more targeted. MYOJO
FOODS has also developed into major brands such as CHARUMERA and CHUKA ZANMAI.

•

Through these business activities, we expect to surpass our initial target of operating profit for
FY2021 in our domestic instant noodle business.

•

The fourth strategic theme, “establishing a second primary revenue source”, we have not achieved
concrete results at this point with regard to M&A, which we had initially factored in. However, we
will continue to proactively consider M&A if there are good deals in the future. In the cereal and
frozen food business, we believe that our presence in the market has been greatly enhanced.
Profitability is still lower than that of instant noodles, so we will continue to focus on strengthening
the brand and enhancing profitability.

•

Finally, “human resources for global management” about 190 employees were assigned to. The
pool of human resources has almost been satisfied. We will continue to improve the quality of our
human resources pool through systematic rotation and training.

•

Next, I would like to review of investment-related matters on page 22.

•

In the business investment, we invested a total of approximately 24.6 billion yen over four years in
Premier Foods in the United Kingdom, in Thai President Foods, and in Zhuhai Nissin Packaging
Company in China during the Medium-Term Business Plan 2021.

•

Our investment in Premier Foods in the U.K. resulted in increased sales of our European brand
Soba using Premier Foods’ distribution network and an increase in sales of Premier Foods through
OEM contracts. CUP NOODLES for the U.K. market, which was launched in earnest in the first
quarter of FY2020, is a small but increase by 471% year on year.

•

Investment in Thai President Foods contributed to an increase in gain on investments accounted
for using the equity method. Zhuhai Nissin Packaging Company was acquired by NISSIN FOODS
(NISSIN HK) as a company that manufactures instant noodle packaging materials. We will
continue to consider projects that will lead to our growth.
(Go on to the next page.)
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•

Capital investments have exceeded the initial five-year cumulative budget amount of 150.0 billion
yen over a four-year period. Consequently, the cumulative five-year landing is expected to be
around 225.1 billion yen. Please refer to the table for major excess items.

•

Therefore, depreciation and amortization has exceeded our initial plan, and we expect to exceed
our plan by about 6.4 billion yen in FY2021. However, approximately 3.0 billion yen of this increase
was due to the impact of the adoption of IFRS 16, which resulted from the recalculation of leased
assets as depreciation. This is expected to be increased by about 3.4 billion yen substantially.

•

We have been investing primarily in measures to ensure safety and security, resolving issues
related to the shrinking labor population, and investing in growth categories until today.

•

Looking ahead, we will intend to control the total amount of investment including M&A and capital
investment, and to manage expenditure by putting investment in order to priority with discipline
based on factors such as ROI.

•

I have heard that the plan for FY2021 is conservative from analysts and investors. This may be a
matter of our company’s tendency, but please understand that we will only say what we can, and
we will strive to do more.

•

As we enter the final year of Medium-Term Business Plan 2021, we aim to achieve our goals of
486.0 billion yen in revenue, 43.5 billion yen in operating profit, 30.5 billion yen in profit, a ROE 9%
and average payout ratio during the period of 40% or more. We will strive to achieve our goal of
achieving a market capitalization of 1 trillion yen with a reputation from our stakeholders.

•

Next, I will explain how COVID-19 is being addressed, which is becoming more serious.

•

Regarding our response to COVID-19, we have been working from home in Japan, in principle,
since February 27. As a business base, we have promoted the use of TEAMS conference
systems, including Microsoft Office 365, as well as we are doing paperwork without personal seals
by electronic decision-making systems. As a result, about 70-80% employees excluding production
line are working from home.

•

In order to provide consumers with foods as our lifestyle infrastructure, we are working to increase
production by narrowing down SKU of the product and concentrating on core brands to conduct
efficient production.
(Go on to the next page.)
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•

We are also striving to supply products without major problems in material procurement.

•

The impact of COVID-19 on revenue for FY2020 was calculated to be approximately 5.9 billion yen
on a groupwide basis. This means that revenue increased by about 5.9 billion yen compared to the
initial project.

•

Please look the following slide.

•

We are actively pursuing initiatives aimed at sustainable growth.

•

We are going to start “EARTH FOOD CHALLENGE 2030” by 2030. This is a medium-to long-term
environmental initiative unique to NISSIN FOODS Group. By taking on the challenge of highpriority environmental issues and enhancing our ability to coexist in harmony with the environment,
we will avoid future business risks and sustain the business life cycle over the long term. I would
like to explain this in more detail at other opportunities. In the near future, we will disclose our
targets in accordance with the standards of setting targets in line with science ; SBT(Science
Based Targets), and work toward this challenge.

•

In relation to this, our efforts to raise awareness of disaster-related stockpiling through the sales of
CUP NOODLE Rolling Stock Set, which we launched last fiscal year, were recognized with the
highest award in the corporate and industrial sectors of the 6th Japan Resilience Award. I am
confident that we have a strong business structure to deal with contingencies.

•

In addition, based on TCFD recommendations, we have summarized the impact of climate change
on our management and plan to announce it soon. Scenario analysis indicates that the impact is
relatively small, particularly in the raw materials procurement field.

•

Also, for the second consecutive year, we have been included in Asia/Pacific Index component of
DJSI, a global ESG index.

•

As an evaluation of health management, the Japan Health Conference and the METI also certified
2020 (White 500), a good health management company, for the second consecutive year.

•

For the second consecutive year as well, we have been selected as “Semi-Nadeshiko Brand” in
the “Nadeshiko Brand,” which is an evaluation of the active participation of women by domestic
companies. We will continue to promote the active participation of women in the workplace.

•

Thank you for your attention.
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