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• My name is Takashi Yano, CFO of NISSIN FOODS HOLDINGS. My presentation will follow the 

content related to the Financial Results for FY 3/2022 in the presentation materials.
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• The left side of the slide provides figures on a financial disclosure basis (Institutional accounting 

basis), which we disclose in our financial reports. My presentation will focus on these institutional 

accounting basis (Institutional accounting basis) figures on this page and on subsequent pages.

• Despite revenue increased 7.9% year-on-year due to the significant impact of COVID-19 in the 

previous fiscal year, we exceeded previous-year results and recorded higher revenues across all three 

businesses (Domestic Instant Noodles Business, Domestic Non-Instant Noodles Business, and 

Overseas Business). Consolidated revenue increased 12.6% year-on-year to a record 569.7 billion 

yen. 

• Core operating profit of existing businesses declined year on year for our Domestic Instant Noodles 

Business and Overseas Business due to soaring costs for major raw materials and a negative 

rebound from the impact of COVID-19 in the previous fiscal year. Core operating profit of existing 

businesses was also lower year on year on a consolidated basis. However, we made significant 

improvements compared with the first half of the fiscal year, in which profit was down 14.8%, landing 

at a 5.4% decrease of 49.6 billion yen as of the end of the fiscal year.

• In comparison with forecasts, the FY 3/2021 figures reflect the results after removing the impact of 

COVID-19. Figures for this fiscal period reflect an evaluation based on a constant currency basis, as 

shown on the right side of the slide. As you see in the center column, we recorded 48.7 billion yen in 

core operating profit, up 16.3%. We significantly outperformed our KPI for the year, which was an 

initial forecast of 47.0 billion yen, or a 12.2% increase.
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• Slide 4 shows a summary of financial results for FY 3/2022.

• As discussed earlier, revenue remained at a high level of growth, coming in at a double-digit CAGR 

compared to FY 3/2020, the year prior to the outbreak of COVID-19.

• On the other hand, profit under each measure decreased. This decrease was due to price hikes in 

wheat, palm oil, and other major raw materials, as well as the negative rebound from the impact of 

COVID-19 in the previous fiscal year. CAGR compared with FY 3/2020 was in the +6% to +9% range, 

and given the various cost increases, particularly in raw material prices, we view these results as an 

indicator of continued solid growth.



• Slide 5 provides a summary of financial results by segment.

• As explained on Slide 3, consolidated revenue increased by more than double digits. By segment, 

each of the three businesses achieved their respective earnings forecasts due to significant increases 

in revenue.

• Meanwhile, core operating profit of existing businesses decreased as our Domestic Instant Noodles 

Business and Overseas Business reported year-on-year declines due to soaring raw material prices 

and the negative rebound from the impact of COVID-19 in the previous fiscal year. However, CAGR 

compared with FY 3/2020 was +5.1% and +2.1%, respectively.

• The Domestic Non-Instant Noodles Business saw a 0.4 billion yen increase in profit, or +7.5% year on 

year, due in part to the impact of making KOIKE-YA a consolidated subsidiary. The segment also met 

its forecast.
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• Slide 6 shows revenue results by segment.

• While all segments recorded higher revenue, the most distinctive result was that the Overseas 

Business experienced a 20% increase in revenue year on year, up even further from the 10.3% 

increase in the previous fiscal year. In addition, all overseas regions achieved double-digit revenue 

growth.

• We believe this indicates that the awareness of and demand for instant noodles is growing steadily, 

and that this trend is accelerating in overseas markets, where the market penetration for instant 

noodles is still lower than in Japan.

• Our Domestic Non-Instant Noodles Business recorded revenue of 149.9 billion yen, up 31.1 billion 

yen, or 26.2%. This result was mainly due to continued strong sales in the Chilled and Frozen Foods 

Business, as well as the positive impact of converting KOIKE-YA to a consolidated subsidiary in 

December 2020.
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• Slide 7 shows the details of each segment's contribution to revenue.

• We saw particularly significant growth in overseas markets, as explained earlier. In addition to an 

increase in the number of meals, there is a notable synergistic effect with higher unit prices in response 

to price revisions and higher value-added products.

• Please refer to the following pages for a review of business segment performance and significant 

business issues during FY 3/2022, and FY 3/2023 initiatives. Also refer to page 41 to see revenue 

composition ratio by area in China.

• And since we are always asked, the growth rate for revenue and the number of servings in the United 

States, Mexico, Brazil, Hong Kong, and China are also shown on this slide for your reference.
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• Slide 8 shows the results of core operating profit by segment. On a consolidated basis, we recorded 

49.6 billion yen for existing businesses, which was a -2.8 billion yen, or -5.4%, decrease year on year. 

However, a two-year comparison of CAGR from the fiscal year before last shows a high growth rate of 

+7.5%. Our results compared to forecasts, as shown in the grayed out section on the far right of the 

slide, exceeded plan at +3.6%.

• In comparison to third quarter, our domestic business declined from +0.2 billion yen as of the 

cumulative third quarter to -0.6 billion yen due to the serious increase in raw material costs, 

particularly for wheat. On the other hand, our Overseas Business posted a profit for stand-alone 

quarter, improving from -2.2 billion yen as of the cumulative third quarter to -1.8 billion yen as of the 

year-end.

• This is an indicator of improving overseas profitability, as strong sales coupled with price revisions that 

caught up with rising raw material costs.

• Of the -1.8 billion yen in overseas losses, the majority (-1.4 billion yen) represents the loss of equity-

method affiliates, which we provide in detail on page 9. We believe that we maintained a profit level 

essentially unchanged from the previous year, despite headwinds such as a negative rebound from 

the previous year and rising raw material costs.

• Expenditures for new business, which we expected to come to between 2.5 to 4.5 billion yen 

according to the plan, landed at 2.9 billion yen for the year.
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• Slide 9 shows the contribution of core operating profit of existing businesses. At this point, I will 

provide an overview of major overseas regions.

• Core operating profit in the Americas decreased 1.1 billion yen, or 27.2%, to 2.9 billion yen. Increased 

revenue and higher unit sales prices for premium products could not fully absorb soaring costs for 

major raw materials, nor the increased logistics costs that occurred mainly in the U.S.

• In addition to the increase in raw materials costs in the U.S. due to a sharp rise in raw materials 

prices, the country saw an increased cost of logistics unit prices due to a shortage of truck drivers and 

rising ocean cargo rates. Improved product mix stemming from strong performance among premium 

products and the revenue increase due to price revisions could not compensate for the negative 

factors. Although the country recorded a temporary net loss, we are seeing the positive impact of price 

revisions and a trending recovery over the period from January to March.

• In Brazil, increased sales volume and the effect of price revisions outweighed the high prices of main 

raw materials, resulting in higher profit.

• Core operating profit in China increased +0.6 billion yen, or +10.9%, year on year to 6.1 billion yen.

• In Hong Kong, the impact of soaring raw materials prices and other factors exceeded the effect of 

increased revenue, resulting in a decrease in profit. Meanwhile, as with mainland, the impact of high 

raw materials prices was absorbed by an increase in sales volume for cup-type instant noodles. We 

also reduced costs by changing the physical diameter of the cup. These factors combined to product 

an increase in profit.



• Slide 10 provides an overall view of the factors behind increases and decreases in core operating 

profit of existing businesses.

• The major factors were the change in overseas revenue and the change in overseas CoGS ratio. 

These changes were the result of covering rising material costs through revenue increases stemming 

from higher volume and price revisions.

• Domestic CoGS ratio declined to -1.9 billion yen from +0.4 billion yen in the cumulative third quarter. 

However, this result was due to a serious rise in prices for wheat and other materials.

• Previously, changes in the core operating profit of other domestic segments such as NISSIN FOODS 

HOLDINGS were included in the domestic business. However, beginning with fourth quarter of this 

fiscal year, we changed our method of presentation to include these results under H: Others. We 

made this change to clarify the change in core operating profit for our domestic business segment.
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• Please refer to slide 12. Our FY 3/2023 plan calls for 595.0 billion yen in revenue, 52.0 billion yen in 

profit for existing businesses, and mid-single digit profit growth of 5.0%. However, as we will explain in 

more detail later, this plan was prepared prior to the Russian invasion of Ukraine, so it does not include 

the impact of changes in various market conditions since that time.
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• Our forecast by segment on slide 13 calls for all business segments to increase revenue and profits 

compared with FY 3/2022 results, as well as mid-single digit growth in core operating profit of existing 

businesses. As in FY 3/2022, we plan to spend between 2.5 billion yen and 5.0 billion yen on new 

businesses, which represents 5% to 10% of core operating profit of existing businesses.

• For the purposes of this FY 3/2023 plan, we used the same exchange rates as the previous year, in 

other words, the constant currency rates, for the various overseas business factors to provide a 

comparison of results without the effect of exchange rates. Specifically, we used 112.38 yen for the US 

dollar, 17.51 yen for the Chinese yuan, and 21.10 yen for the Brazilian real.

• In the future, we will disclose financial results according to two formats, one based on the actual 

exchange rate and the other on a constant currency rate based on the plan exchange rate. A continued 

depreciation of the yen could have a higher impact on yen-denominated revenue and core operating 

profit for the Overseas Business.

• Also, the impact of raw materials price hikes, which will be explained later in detail, does not include the 

impact caused by the situation in Russia and Ukraine or any measures to deal with the situation. 

Although differences exist by country and region, overall, we assume that demand growth in our 

Overseas Business will calm to some extent compared to FY 3/2022. We already revised prices in FY 

3/2022 as a response to raw material price hikes. Therefore, we will assume a restraint in revisions 

under our FY 3/2023 plan. However, as of right now, we are considering higher-than-planned or 

outside-of-plan price revisions at overseas locations, including the U.S. and Brazil, to absorb further 

resource price increases expected to occur due to the situation in Russia and Ukraine.
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• At this point, we will go over the impact of raw material prices that affect our assumptions for FY 3/2023 

forecasts. Our FY 3/2023 plan estimates the impact of raw material costs to be about 17.0 billion yen, 

which we have incorporated into the plan. This estimate was based on indicators before the situation in 

Russia and Ukraine. On the other hand, in the wake of the situation in Russia and Ukraine, prices of 

major raw materials have continued to rise, and exchange rates have been volatile.

• At this point, it is very difficult to determine how unstable these various market trends will be, and at 

what level the prices of various raw materials will settle. Given the many uncertain factors in the 

calculation of our earnings forecast, we believe it is not appropriate to present a rational forecast at this 

time.

• The information we can provide currently related to the future outlook is as follows. First, our policy 

overseas is to basically cover the increase in various costs by revising prices in line with the strategy 

for each area. We believe the impact in Japan will be limited to a certain extent, as the current price 

impact of wheat flour will be limited after January 2023, and we already hedged palm oil through the 

first half of FY 3/2023 at a level cheaper than the current index.

• The total impact of foreign exchange rates should be limited, as our direct foreign currency exposure is 

limited. Some of this exposure has already been hedged in the previous year, and the yen conversion 

of overseas profits will be a positive factor.

• Based on the preceding, we intend to update our outlook at a time when the environment has calmed to 

some extent and we can make a rational forecast.
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• Slide 15 provides the concepts behind the consolidated earnings forecast for FY 3/2023 discussed so 

far. Despite the headwinds caused by the situation in Russia and Ukraine, we will leverage the NISSIN 

FOODS Group brand to conduct price pass-throughs and engage in various cost reduction measures, 

sowing the seeds for growth and development of each business to achieve stable mid-single digit 

growth in core operating profit heading toward FY 3/2031 as planned.
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• Last, since we are often asked about the reduction of cross-shareholdings, I will explain our policy and 

status as shown on slide 16. In our annual securities report for FY 3/2021, we announced a policy to 

reduce cross-shareholdings by 20% within the next two to three years compared with FY 3/2020. We 

achieved this plan ahead of schedule by the end of May 2021.

• In May 2021, at the time of our FY 3/2021 financial results report, we announced a policy to sell an 

additional 10 billion yen over the next two years. Based on this policy, during FY 3/2022, we sold the 

entire value of two cross-shareholdings and a portion of two other holdings for a total of 7.8 billion yen, 

based on market value as of the end of FY 3/2021. In this way, we achieved the majority of the policy's 

targets during FY 3/2022.

• As a result, the balance of cross-shareholdings at the end of March 2022 was equivalent to 17.5% of 

total shareholders’ equity, or 9.8% of total shareholders’ equity excluding overseas issues. Since the 

board of directors meeting held in April this year approved a resolution to continue this policy, we will 

continue in FY 3/2023 and reduce the balance of cross-shareholdings further.
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• The recent economic environment has entered a stage where we are looking from the post-COVID-19 

phase to the post-Ukraine phase. Geopolitical risks have increased, and the situation continues to be 

difficult to navigate. Once again, I recognize corporate resilience as an important matter.

• FY 3/2022 was the first year of our mid- to long-term growth strategy toward FY 3/2031. I believe we 

have made a good start overall.

• First, allow me to explain our mid- to long-term growth strategy in terms of the three growth strategies.

• Our first growth strategy is to strengthen the cash-generating capacity of existing businesses. Under 

this topic, I will discuss the global branding of CUP NOODLES and major business initiatives. Following 

that, I will address the progress of our EARTH FOOD CHALLENGE 2030, our second growth strategy. 

• Finally, COO Noritaka Ando will explain initiatives for the third growth strategy, pursue new businesses.
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• We view the global branding of CUP NOODLES and our Overseas Business as the core growth drivers 

of our first strategy, which is to strengthen the cash-generating capacity of existing businesses.

• Since launch, the CUP NOODLES brand has continued to offer unique and new value. In 2021, which 

was the 50th anniversary of the brand, CUP NOODLES reached a cumulative global sales of 50 billion 

servings. According to a domestic brand value survey, NISSIN, CUP NOODLE, and CHICKEN RAMEN

ranked 3rd, 6th, and 33rd, respectively, among global companies in both corporate and product 

rankings. In addition, KOIKE-YA, which became a consolidated subsidiary in 2020, is ranked 14th, and 

we continue to strengthen the value of brands across the group.

• We are transferring the brand power, development capabilities, and marketing expertise cultivated in 

Japan to overseas markets, while implementing strategies tailored to the local markets of each country. 

In this way, we aim to protect the core value of the CUP NOODLES brand as we aim to offer a unique 

value proposition as the centerpiece of our global brands.
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• We are developing products for the domestic market that meet changing living environments and 

diversifying consumer needs.

• Bag-type instant noodles saw record growth in FY 3/2021 due to the impact of COVID-19. In FY 

3/2022, which saw a negative bounce from the previous year, we declared a cup noodle restoration , 

implementing a variety of measures in conjunction with the 50th anniversary of CUP NOODLE and the 

45th anniversaries of NISSIN DONBEI and U.F.O.

• As a result, CUP NOODLE and NISSIN DONBEI saw record-high sales for a fifth and seventh 

consecutive year, respectively. The U.F.O. brand recorded its highest sales this century.

• CUP NOODLE PRO, aimed at health-conscious consumers, is a new category of product offered by no 

other company. The product provides 15 grams of protein and 50% less sugar, while retaining the CUP 

NOODLE deliciousness. We designed the product for consumers to eat cup noodles for health, and it 

has been very well received, driving the expansion of the CUP NOODLE brand. Chili tomato 

flavor, launched in March, is also doing extremely well.

• We regard these high value-added products as an extremely important group of products in our 

strategy, and we intend to develop these products aggressively to improve profit margins.

• The contains the most roasted chili peppers of any CUP NOODLE ever introduced, creating addicted 

fans. And as CUP NOODLE KARAMEN is our response to the fourth super-spicy wave in the market, 

we continue to seek and catch consumer trends in a timely manner, appealing to new values by making 

standard products that meet consumer needs.

• As announced on February 3, 2022, we intend to implement price revisions beginning with June 1 

shipments in response to costs that are increasing at a pace that exceeds our own corporate efforts to 

adapt.

• We will keep in mind risks of future resource price increases and put into place policies that include 

price revisions and production cost reductions. As we aim for continuous growth, even in mature 

markets, we will introduce systems that secure steady profitability through new pricing, leverage high-

value-added products, execute promotions targeting customer insights, and more specifically, develop 

more entertainment-oriented promotions.
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• Next, I will explain our overseas initiatives, which will serve as the source of future growth. Our 

Overseas Business is spread across multiple countries, and we are making steady progress through 

regional diversification. This regional diversification allows us to complement the economies and the 

different levels of popularity for instant noodles in each country. Today, I will address three areas of 

particular importance in terms of scale: the United States, Brazil, and China.

• In the U.S., we are pursuing a strategy to achieve a 50% sales composition ratio of premium products 

by FY 3/2024. During FY 3/2022, we increased this ratio by four points over the previous fiscal year to 

43%.

• This progress is due to our aggressive promotion of premium products and building stronger 

partnerships with major distributors to increase the coverage of premium products.

• In FY 3/2022, we launched CUP NOODLES STIR FRY RICE with NOODLES and Hot & Spicy Fire 

Wok, two products that have been very well received. We exceeded our weekly per-store sales targets 

for these products.

• Even as base products have run their course and total demand in the domestic market as a whole has 

remained at a high level, these strategies have led to revenue growth, driving the market with increased 

number of servings for premium products and offering higher added-value.

• In addition to raw materials costs, the U.S. is a particular market with significant increases in labor and 

logistics costs. To ensure profitability, we implemented two price revisions in FY 3/2022, demonstrating 

market leadership. As a result, the company achieved higher revenue than the previous year, which 

was itself a strong year. At the same time, we increased sales volume steadily throughout the year.

• In terms of profits, material costs, distribution costs, and labor costs continued to trend higher, resulting 

in a temporary decline. However, the two price revisions have progressed smoothly and profitability is 

improving steadily. Therefore, we expect to maintain this momentum and continue to accelerate our 

shift to premium products, while engaging in flexible price revisions with an eye on inflation and 

strengthening our profit base.
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• Next, I will address Brazil.

• As the absolute market leader in Brazil with over 60% market share, we focus on increasing total 

demand for the instant noodle category.

• Aggressive application of the same successful marketing and sales strategies used in Japan have 

worked in Brazil, leading to increased sales volume.

• These marketing activities are fresh and have a high impact on Brazilians. Among our overseas group 

operations, Brazil has become the market most closely resembling NISSIN FOOD PRODUCTS in 

Japan, and the Brazilian entity has earned a reputation as a unique company.

• For example, as shown on the presentation slide, a survey conducted by the national supermarket 

association indicated that our brand penetration is very high, with NISSIN ranked No.1 and CUP 

NOODLES ranked No.2 across all regions in terms of ranking by brand.

• This trend will not only contribute to our sales, but also to the spread and recognition of instant noodles 

as a whole in a market where many people have yet to experience instant noodles. As the market 

leader, we believe we have an important role to play in this regard.

• Although the majority of the market is still dominated by bag-type instant noodles, we will strive to 

expand and develop the cup-type instant noodles market by actively introducing new CUP NOODLES

flavors. In this way, we intend to expand the base of instant noodles consumers in South America, 

offering 12 flavors as standard products, which is even more than in Japan, growing and developing the 

cup-type instant noodles market through ties between food trucks and in-store sales floors.

• While cost increases are no exception in this market, we implemented price revisions twice during FY 

3/2022, partly because the country shows relatively little resistance to price revisions. Even in these 

circumstances, we were able to offset cost increases against the backdrop of strong demand, achieving 

further sales and profit growth compared to the previous year, which was already a strong year for us.

• We will continue to take aggressive measures to boost demand for instant noodles in Brazil.
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• Last, I will discuss the China region.

• China, including Hong Kong, is the largest profit contributor among our overseas business segments.

Last year, we secured 15% revenue growth and 11% core operating profit growth. This is the world’s 

most populous market with a relatively high economic growth rate, and the majority of the market is still 

dominated by bag-type instant noodles. Considering the room for growth in cup noodles, a product in 

which we excel, and rising income and living standards, we will continue to regard this region as an 

important driver of our overseas business growth targets.

• We have seen intensified competition on the mainland in the premium market. Even so, the CUP 

NOODLES brand is growing steadily in popularity, especially among young people with high disposable 

income. By expanding our sales area through a larger sales force and by differentiating our products 

through the weapon of high-added value and new flavors, we achieved a double-digit increase in the 

number of servings sold during the last fiscal year. Sales of CUP NOODLES Big, which satisfies the 

larger appetites of young people, have been particularly strong.

• These trends indicate a shift from bag-type instant noodles to cup-type instant noodles on the 

mainland, growing demand for high value-added products, and the steady development of other trends 

in line with our strategy.

• In Hong Kong, where the market size is limited and instant noodles have become a mature market, we 

are seeking to grow our Non-Instant Noodles Businesses, including frozen foods, confectionery, and 

beverages. Here, our intention is to expand our businesses through a multi-category approach, meeting 

diversifying and upscale consumer needs and responding to changing lifestyles.

• As in other markets, we have been affected by rising raw material costs. We implemented price 

revisions on March 1 for the mainland and on April 1 for Hong Kong. And as I explained earlier, we 

achieved double-digit growth in sales and profit. 

• More recently, sales have remained favorable in this environment, and we will continue to maximize 

profit-earning opportunities.
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• Allow me to address page 15 of the presentation to add to CFO Yano's remarks. Our mid- to long-term 

growth strategy targets mid-single digit growth, and we plan to achieve core operating profit of 52.0 

billion yen in FY 3/2023.

• FY 3/2022 core operating profit amounted 49.6 billion yen, growing 18% from FY 3/2021 results after 

excluding the impact of COVID-19. At the same time, FY 3/2022 core operating profit fell 5.4% 

compared to the 52.4 billion in FY 3/2021, which includes the impact of COVID-19. We plan for 52.0 

billion yen in core operating profit for FY 3/2023, the same level of profit as in FY 3/2021. We had 

assumed it would take three years to recover from FY 3/2021, which was a good year for us due to 

impact of COVID-19. However, we expect to achieve this 52.0 billion yen target in two years and make 

an early comeback.

• As shown at the far right of the graph, we approximate growth of approximately 5% to 6% heading 

toward the year 2030.

• One of our concerns is the rising costs associated with the situation in Russia and Ukraine, as 

mentioned in our materials. Core operating profit of 52 billion yen planned for FY 3/2023 includes raw 

material price hikes of 17 billion yen. However, figure was planned before the situation in Russia and 

Ukraine. We will add future raw material cost hikes to the figure.

• In particular, wheat, palm oil, crude oil, and foreign exchange are major impact factors. We have 

already factored into our plan in the 2021 increase both domestically and overseas for wheat. We 

hedged the first half of the year for palm oil. And while we will take into account price increases related 

to the situation in Russia and Ukraine, we expect to be able to pass on higher prices based on the 

strength of our brands. We think we can implement price revisions relatively smoothly overseas due to 

inflation. In Japan, however, we may have to reexamine our response to price hikes even after the June 

price revisions.

• At the same time, we are working to reduce costs. Digital transformation and other measures helped 

reduce G&A expenses. Over the past several years, the ratio of G&A expenses to revenue has 

declined from 14% to 12.8%.

• We consider the exchange rate to be almost neutral as a factor, partly due to the conversion of 

overseas profits. As I mentioned earlier, our remaining task is to consider how to respond to the impact 

of the situation in Russia and Ukraine on raw materials in the second half of the year and beyond.

24



• Next, I will discuss the progress of our second growth strategy, EARTH FOOD CHALLENGE 2030. The 

NISSIN FOODS Group pursues initiatives along the two axes of Well-being and Sustainability to 

improve the non-financial value we deliver.

• In this context, we identified several materialities directly related to group businesses and which may 

pose business risks or opportunities over the medium and long term.

• From the perspective of Well-being, we engage in Food Safety and Security and Providing Food and 

Health Solutions via Technology. From the perspective of Sustainability, we take on the Challenge to 

Climate Change, the Challenge to Effectively Use Resources, and the Challenge of Building 

Sustainable Supply Chains.

• Our quantitative targets under our mid- to long-term sustainability strategy, Earth Food Challenge 2030, 

includes a 30% reduction of CO2 emissions under Scope 1 and 2 by 2030, and 100% sustainable palm 

oil procurement by 2030.
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• Based on these concepts of well-being and sustainability, we made four commitments at the Tokyo 

Nutrition for Growth Summit last December. We are striving to achieve all four commitments by the 

year 2030.
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• Now, let’s look at Scope 1 and 2 CO2 emissions. Compared to the base value of 416,000 t-CO2 in 

2018, emissions in 2020 increased 5.3% to 438,000 t-CO2 stemming from an increase in sales. In 

2021, emissions were 427,000 t-CO2, a decrease compared with the previous year, but an increase of 

2.7% compared to the base year of 2018.

• Our 2030 target is a 30% reduction compared to 2018. But when taking organic growth into account, 

we must reduce emissions by about 45% to reach this target. In 2022, we plan to for further renewable 

energy procurement, which should help our progress in reducing CO2 emissions, settling to 

somewhere near our 2018 results, which is the baseline volume.

• We will continue working toward the targets set under EARTH FOOD CHALLENGE 2030 in terms of 

palm oil initiatives and reduced water usage.
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• Next, I will explain our major sustainability-related initiatives.

• For our CUP NOODLE products, we eliminated plastic lid stickers, reducing plastic use by 33 tons. We 

also made steady progress in developing cultured meat, and while it will take some time to perfect, we 

have succeeded in producing edible cultured meat for the first time in Japan.

• In terms of sustainability governance, we established a Sustainability Advisory Board to reflect the 

opinions of outside experts in our management decisions.

• As far as third-party ESG evaluations, the global DJSI index selected us among seven world-class food 

industry companies, ranking us among the top two companies in Japan in recognition of our ongoing 

high-level initiatives. The FTSE series, one of the investment indexes used by the GPIF, selected our 

firm for the first time.
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• The organizational structure supporting corporate governance recognizes not only environmental 

concerns, but also the importance of policies related to society and governance. Today, I want to take 

this opportunity to go over our governance initiatives.

• We strive for higher levels of corporate governance, strengthening the oversight functions of the board 

of directors, which consists of a majority of outside directors. We have also established the 

Management Advisory Committee, chaired by an independent outside director and composed of a 

majority of independent officers , to ensure management transparency and fairness. The table here 

shows the results of committee activities.
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• We look for director candidates who possess a wealth of experience, high levels of insight, and high 

degrees of expertise, considering the overall balance of knowledge, expertise, and talent for our board 

of directors. Defining and visualizing skills based on our mid- to long-term growth strategies is one way 

in which we ensure management transparency.

• The skills we seek in our directors are described in detail in the appendix to this presentation. We 

defined skills based on our mid- to long-term strategy, and our directors have demonstrated their 

command of these skills.
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• The NISSIN FOODS Group is actively in disclosing non-financial information, including ESG 

information, across a variety of media. We also publish a very unique Value Report and a Sustainability 

Report, which I encourage you to review.
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• My name is Noritaka Ando. Today, I want to discuss the third component of our growth strategy, which 

consists of new business initiatives. As first announced in our May 2021 financial results presentation, 

and the subject of a news release we published today, we will sell Delicious Complete Nutrition Meals 

as packaged food products.

• In this first phase, we created a new packaged foods brand called KANZEN MEAL, crossing over to 

existing brands that include CURRY MESHI and RAOH. As seen on the lower part of this slide, we will 

release five SKUs under this brand.

• To provide some more information, the CURRY MESHI product on the bottom left tastes almost exactly 

as the CURRY MESHI we already offer. Only now, the product is a Complete Nutritious Meal. We 

expect these products to contribute to sales as convenient meals that are ready in as little as five 

minutes using hot water. RAOH is a product ready in five minutes with hot water, and this is a non-

soup product for the summer season. With its strong pork flavor and spiciness, the product has a very 

powerful flavor, and is very popular right now. Now, in the form of a Complete Nutrition Meal, we believe 

everyone who tries it will be pleasantly surprised.

• We also plan to release GREEN SMOOTHIE and BANANA SMOOTHIE. We believe that Complete 

Nutrition Meals are important for breakfast and as snacks. We developed smoothies and DAIZU 

GRANOLA, another breakfast product, as easy options for women on the go and to address hidden 

malnutrition often seen among women.

• These five SKUs will be available first through our online store beginning May 30. We intend to expand 

the product lineup to supermarkets, convenience stores, and other retailers in the near future.
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• Next, I will address our KANZEN MEAL. One example is the KANZEN MEAL CURRY MESHI, which 

has 471 kcal. The recommended daily calorie intake for an adult male is approximately 2,200 to 3,050 

kcal per day. The number is approximately 1,650 to 2,350 kcal per day for women. So the 471 kcal for 

this KANZEN MEAL CURRY MESHI is a very healthy calorie setting, with significantly reduced 

saturated fatty acids at only 2.8 grams. And while the Smart Meal Standard for salt per serving is a 

recommended 3 grams, our KANZEN MEAL CURRY MESHI contains only 2.7 grams, and yet 

succeeds in reproducing a rich and delicious taste.

• As stated in the product literature, the three major nutrients of protein, fat, and carbohydrate are also 

balanced perfectly in this product. One serving of KANZEN MEAL CURRY MESHI offers 20.9g of 

protein. Dietary fiber content is 11.1 grams, and the fat content is also well balanced, making for a very 

well-balanced product.

• Another feature of this product is the fact that a single serving contains all 33 nutrients specified in the 

Dietary Reference Intakes for Japanese, as provided by the Ministry of Health, Labour and Welfare. 

There are no excesses or deficiencies. In fact, 90% of registered dietitians who responded to our 

survey said that they would recommend this product, even though it’s a so-called instant meal.

• People have challenges thinking about nutritional balance for a wide variety of reasons. Some tend to 

have unbalanced nutrition due to busy work lives. Some people love cup noodles but are becoming 

concerned about body composition. Some people don't have time to eat breakfast. Some people want 

to lose weight in a healthy way. Others just want to get into shape. We heartily recommend this product 

to all who want to consume a good balance of taste and nutrition.
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• Next, I will discuss page 35. We plan to begin selling packaged food via our online store on May 30, 

then gradually rolling packaged foods to physical stores. In the future, we are looking to develop 

packaged food products not only for use with hot water, but also frozen foods, confectioneries, 

beverages, and so on.

• As health management has been gaining wider attention recently, we intend to introduce Complete 

Nutrition Meal technology at employee cafeterias as well. We have already received many inquiries 

about the employee cafeterias, and we plan to bolster and grow an employee cafeteria business. We 

are looking at the various side dishes sold in supermarkets and convenience stores, and we hope to 

team with retailers to sell Complete Nutrition Meal lunch boxes that incorporate our complete nutrition 

technology. In the future, the more complete touchpoints for Complete Nutrition Meals available in more 

places, the more we can expect measure to advance in the battle against presymptomatic disease.

• In 2023, we will begin offering recipes and food technology to the fast food and restaurant industry, 

including family restaurants, to further expand our touchpoints.
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• In FY 3/2023, we expect to achieve first-year sales of 3 billion yen for CURRY MESHI, RAOH, and 

other packaged foods.

• Our goal for FY 3/2024 is to expand sales to 10 billion yen for these products.
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• As I mentioned earlier, complete nutrition technology can be applied to frozen foods, freshly prepared 

lunch boxes, restaurant menus, and meal kits, not to mention in with hot water poured over packaged 

foods such as the KANZEN MEAL. The photos here show an experimental company cafeteria menu, 

and of course we will be able to make fresh foods like these.

• Currently, we are planning about 300 menu options, with an average calorie content of 500 kcal per 

meal. Since food satiety and the consumption of excessive calories have become a global problem, we 

set the calorie content of our menu options at levels to prevent metabolic syndrome and counteract 

presymptomatic diseases. Salt content is in line with the Smart Meal Standard I mentioned earlier, less 

than 3 grams per serving. And even so, NISSIN technology reproduces a rich and delicious taste. And 

with a perfect protein-fat-carb balance, a person can consume all 33 nutrients. We plan to grow this 

business on multiple fronts across a variety of foods via this technology and a delicious taste that 

satisfies the appetite.
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• This section describes specific approaches to each touch point.

• With the packaged food development release published today, we will expand our business of lunch 

boxes and side dishes in supermarkets and convenience stores,  and base ingredients, as well through 

BtoB and BtoBtoC businesses. We are also preparing for the employee cafeteria business I mentioned 

earlier.

• Third, in terms of medical collaborations, medical professionals and researchers are increasingly 

focusing on app-based lifestyle improvements, particularly for individuals diagnosed with metabolic 

syndrome, etc. These professionals and researchers believe that complete nutrition technology may be 

effective in this context. For example, diabetes and hypertension patients require very strict dietary 

restrictions. We are working on medical collaboration projects to provide patients with delicious meals 

based on complete nutrition technology, which will lead to a significant improvement in quality of life.

• Fourth, we are conducting research on the feasibility of using complete nutrition technology to extend 

the healthy life expectancy of the elderly by combating frailty. Our research in cooperation with local 

governments looks into the potential to reduce the burden of nursing care and medical costs in the 

future by using complete nutrition technology to prevent frailty. Frailty is a major problem in Japan 

today.

• Fifth, one of the most important factors in the advent of smart cities—cities featuring advanced 

technologies—is health promotion through food. We are pursuing projects to achieve smart cities 

through our food technology.

• Sixth, we want to link our advancements to solutions for global food desert issues. Regional disparities 

and income disparities lead to situations in which people consume calories but lack nutrition. We are 

looking to use our complete nutrition technology to address this very big problem and expand our 

businesses overseas.
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• This year alone, we published a number of press releases regarding our technology-based initiatives, 

so please allow me to discuss a few.

• On April 26, we issued a release regarding Woven City, a proof-of-concept town developed by Toyota. 

In connection with this concept, we are conducting specific studies related to creating well-being 

through food.

• We will continue to advance our complete nutrition technology to a level where for implementation in 

the Woven City smart city environment.

• On April 20, we announced the details of a partnership to create a new business by combining our 

complete nutrition technology with health data developed by Kao under that company’s virtual human 

body generation model.

• Medical institution testing will be conducted together with the Hyakuga Tokinokai clinic, formerly called 

the medical corporation Yuseikai. Diabetes and hypertension patients have diet restrictions that seem 

to result in a low quality of life in terms of food. To address this problem, we conducted an introductory 

trial for diabetes and hypertension patients at the Hyakuga Tokinokai clinic. The patients were very 

pleased that—thanks to complete nutrition technology—they were able to eat filling “junk” foods that 

they couldn’t eat normally. We look forward to expanding this technology to more medical institutions in 

the future.

• On May 11, we concluded a comprehensive partnership agreement with Rakuten, Inc. regarding 

Complete Nutrition Meals. We will begin offering Complete Nutrition Meals at Rakuten's employee 

cafeteria at the end of this month. At some point, we will also begin selling KANZEN MEAL packages to 

active Rakuten Ichiba users.

• Rakuten is also engaged in the insurance business. Here we are working with them to support 

measures against presymptomatic diseases, incorporating a project for complete nutrition meals as 

part of this support. In addition, the Rakuten Senior Business is pursuing a variety of initiatives to 

combat frailness and other issues through comprehensive partnerships.

• The Nightingale initiative, which we discussed in the April 21 release, is a partnership with a Finnish 

health tech company that offers blood testing services. We hope to leverage this partnership to verify 

the effectiveness of the service in combating presymptomatic diseases.

• The Ryobi Smart City began Delicious Complete Nutrition Meals in its employee cafeteria on February 

28.

• As I mentioned earlier today, our specific sales targets for these packaged foods and other products are 

3 billion yen for FY 3/2023 and 10 billion yen for FY 3/2024. We will report again in the future as we 

begin to see tangible results from these collaborations and multifaceted development of complete 

nutrition technology.
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