
*Notice: This document was prepared by machine translation（Nissin AI-chat powered by GPT-

4o), and manual modification has not been made to the translated contents.

I am Yano, the CFO. Today, I will focus on the first item in the "2024 Full-Year Financial Report"

materials, which is the "2024 Full-Year Performance" and the "2025 Plan." The second item,

"Progress of the Medium- to Long-Term Growth Strategy," will be explained by the CEO and

COO at the financial results briefing scheduled for May 12. Please note that at the May 12

briefing, to make effective use of time, we plan to omit the explanation of figures as they overlap

with today's presentation. I will refer to the page numbers at the bottom right of the materials.
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Please look at page 2. It summarizes the key points I want to convey today. Firstly, regarding the

2024 results, sales revenue and core operating profit from existing businesses reached record

highs, with a 6% and 4% increase year-on-year, respectively. In the domestic business, despite

cost pressures from rising raw material and logistics costs, we achieved increased sales and

profits across all segments through effective marketing activities. In the overseas business, the

decline in sales volume in the U.S. and the profit decrease in the equity-method affiliate

Mareven in Europe were partially offset by Brazil, China, Asia, and EMEA, resulting in a 3%

decrease in profit compared to the previous year.

Next, regarding the 2025 forecast, we plan to achieve record-high sales across all three

businesses. We aim to maintain the level of core operating profit from existing businesses

despite increased depreciation from capital investments and negative exchange rate effects due

to yen appreciation. From this year's plan, we have changed the method of calculating forecast

values from using the exchange rates from the previous year's financial results to using the

current actual exchange rates, considering significant changes in exchange rate levels and the

economic environment. The planned exchange rates for each currency are shown on page 8 of

the supplementary materials, with the dollar-yen rate assumed to be 145 yen. The core

operating profit from existing businesses, excluding exchange rate effects, is shown on page 14,

with a 2 billion yen, 2% increase compared to the previous year. Regarding the impact of U.S.

tariffs, the U.S. business has minimal imports of finished products, and the impact is limited to

some material costs. The performance forecast incorporates the 20% additional tariff on China

under the IEEPA, which is part of the so-called Trump tariffs of 145%. Details are explained on

page 12.

The third point is the enhancement of shareholder returns. In 2024, we conducted a share

buyback totaling 40 billion yen, and combined with dividends based on progressive dividends,

the total return ratio exceeded 100%, significantly expanding shareholder returns. Additionally,

today we announced a new share buyback totaling 20 billion yen. Last year, we significantly

raised our ROE target, aiming for 15% by 2030, and we will continue to acquire our own shares

flexibly and maintain progressive dividends to achieve this target.

2



3



Please look at page 4. Sales revenue increased in all segments, with domestic non-instant

noodle business leading the overall growth, primarily due to the penetration of price revisions,

reaching a record high of 776.6 billion yen, a 6.0% increase, or 43.7 billion yen, compared to the

previous year. Core operating profit from existing businesses covered the profit decrease in

overseas business with domestic business, landing at 83.5 billion yen, a 3.6% increase, or 2.9

billion yen, compared to the previous year. The overseas profit includes a 1.5 billion yen

exchange rate effect due to yen depreciation, but excluding this, the core operating profit from

existing businesses grew by 1.8% as shown on the right side.
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Please look at page 5. This page analyzes the factors affecting changes in core operating profit

from existing businesses for the full year, displayed on a "constant currency basis." The increase

in sales revenue factors shown in the second pink graph from the left exceeded the cost

increase factors shown in the third and fourth gray graphs, resulting in a profit increase for the

full year. Analyzing by domestic and overseas business, in the domestic business, price

revisions and increased sales volume covered cost increases in materials, logistics, and sales

promotion, resulting in a profit increase. Additionally, the absence of donation factors included in

"Others" last year contributed to the profit increase. In the overseas business, although there

was an increase in sales volume and price revisions in all regions, temporary cost increases due

to the use of external warehouses in the U.S., increased material costs due to the switch to

paper cups in the U.S., palm oil price hikes in Brazil and mainland China, and profit decreases in

the equity-method affiliate Mareven in EMEA resulted in an overall profit decrease in overseas

business. As a result, core operating profit from existing businesses increased by 2.9 billion yen,

or 4%, compared to the previous year.
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Page 6 shows the factors affecting changes in core operating profit from existing businesses

compared to the previous year on a quarterly basis, with the increase and decrease for the

fourth quarter shown in the bottom right. In the fourth quarter, the increase in sales revenue due

to increased volume and price revision effects in both domestic and overseas markets, as well

as the absence of donation factors included in "Others" last year, were the main reasons for a

significant profit increase of 8.3 billion yen compared to the previous year. The impact of

domestic raw material and logistics costs was limited to an 1.1 billion yen increase compared to

the previous year, the smallest figure among the quarters in 2024. On the other hand, the

relatively large increase in overseas raw material and logistics costs was mainly due to

increased material and logistics costs in the Americas. In terms of material costs, Brazil

experienced cost increases mainly due to palm oil price hikes, but measures such as price

revisions in February have already been implemented. Logistics costs increased mainly due to

the use of external warehouses in the U.S. compared to 2023, but inventory levels have started

to decline.
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Next, page 7 is the segment financial summary. Detailed explanations will follow on the next

pages.
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Please refer to page 8. This is the breakdown of sales revenue by segment. The domestic

instant noodle business saw an increase of 8.5 billion yen, or 3.1%, compared to the previous

year. The domestic non-instant noodle business saw an increase of 13.4 billion yen, or 7.4%,

compared to the previous year. The overseas business saw an increase of 20 billion yen, or

7.4%, compared to the previous year, with increased revenue in all regions.
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Please look at page 9. This is the performance of core operating profit by segment. The

domestic instant noodle business saw an increase of 1.4 billion yen, or 4.3%, compared to the

previous year. The domestic non-instant noodle business saw an increase of 1.8 billion yen, or

14.4%, compared to the previous year. The overseas business saw a decrease of 1.3 billion

yen, or 2.9%, compared to the previous year.
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Please look at page 10. Pages 10 to 14 are related to the "2025 Plan."
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Please look at page 11. I will explain the 2025 full-year consolidated performance plan. For

2025, we plan a 4.3% increase in sales revenue to 810 billion yen compared to 2024, while

profit is planned to remain flat compared to the previous year. However, excluding exchange

rate effects, as shown on page 14, we expect a 7% increase in sales and a 2% increase in

profit. As we aim for mid-single-digit profit growth by 2030, this year, we face an environment

where short-term profit growth is slowing due to unavoidable cost increases such as rising

material prices, logistics costs, and labor costs, as well as increased depreciation costs from

strengthened capital investments in recent years. In this context, we position the coming year as

a phase to address the issues that became apparent last year and lay the groundwork for a leap

toward becoming a truly global company, focusing on business reforms. Regarding the timing of

core operating profit in the first and second halves, we do not disclose half-year performance

forecasts, but we plan for higher profits in the second half. The background to this is that last

year, we did not revise prices in the domestic instant noodle business, so unlike in 2023 and

2024, there will not be an increase in profit in the first quarter from the price revisions

implemented in June of the previous year. Additionally, in the U.S. business, the impact of

reduced volume at major retailers is expected to continue throughout the first half, resulting in a

planned profit decrease in the first half. However, from the second half, this impact wil

disappear, and various measures, as explained on page 27, will contribute to increased profits.

Furthermore, price revisions will be implemented by NISSIN YORK from June and KOIKE-YA

from July, contributing to larger profits in the second half. Additionally, since last year, we have

been progressing with the leveling of marketing expenses, which were previously concentrated

in the fourth quarter, to align with actual conditions, resulting in a plan with less quarterly profit

fluctuation. However, we will consider advancing the use of marketing expenses as needed.
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Please look at page 12. Regarding the impact of U.S. tariffs, as mentioned at the beginning, our

overseas business operates on a local production and consumption model, and in the U.S.

business, imports of finished products manufactured in other regions are very limited, with the

impact confined to some materials imported from countries other than the U.S. Therefore,

compared to many U.S. companies that import finished products from overseas, we believe the

impact is relatively minor. The performance forecast incorporates the 20% additional tariff impact

under the IEEPA, which is part of the so-called Trump tariffs of 145%, but does not include the

uniform 10% tariff and reciprocal tariffs. The impact of the uniform 10% tariff is expected to affect

some materials such as palm oil procured from outside the U.S., but the impact amount is

estimated to be limited to a single-digit billion yen level due to increased material costs.

Additionally, the plan does not incorporate the possibility of price revisions, but depending on

future U.S. tariff policies, if the impact on performance is expected to be significant, we will take

measures such as switching imported materials to domestic procurement.
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Please look at page 13. From this fiscal year, in response to changes in business structure due

to the progress of globalization, we will implement changes in the allocation standards of

headquarters costs incurred by the holdings to domestic group companies and increase royalty

rates for overseas business companies. As this is a change in management accounting, there is

no impact on the consolidated figures. To make it easier to compare with the 2025 plan, we

have recalculated the figures by applying this change to the 2024 results and shown them on

the right side of the slide. As you can see, the main changes are in cost items between HD and

subsidiaries, so there is no impact on sales revenue for each business company, but there will

be an impact on profit items below core operating profit. By business company, the costs for

NISSIN FOOD PRODUCTS, which previously had a heavy burden of headquarters costs, will

decrease, while costs for the Americas and EMEA regions will increase.

13



Please look at page 14. We present the 2025 segment performance forecast in comparison with the 2024 results. The 2024 results
have also been replaced with figures after the allocation standard change for comparison on the same basis.
As stated here, we plan for increased sales and profits in all segments: domestic instant noodles, domestic non-instant noodles, and
overseas. However, due to profit suppression from exchange rate effects and increased group-related costs mainly due to rising labor
costs, the core operating profit from existing businesses is planned to remain at a level almost flat compared to the previous year.
As shown in the red frame at the bottom of the slide, excluding exchange rate effects, the actual figures indicate a 6.9% increase in
sales revenue and a 2.3% increase in core operating profit from existing businesses.
Now, I will explain by segment. First, in the domestic instant noodles business, while focusing on core brands, we will also focus on
expanding low-priced products that are currently in strong demand, pursuing a strategy focused on increasing volume. Additionally, by
implementing more effective marketing and various cost reductions, we aim to absorb cost increases in materials, logistics, etc. As a
result, sales revenue is planned to increase by 14.3 billion yen, or 5%, and core operating profit by 0.5 billion yen, or 1.4%.
Next, in the non-instant noodles business, sales revenue is planned to increase by 9.2 billion yen, or 4.8%, and core operating profit by
0.2 billion yen, or 1.7%. Looking at the breakdown, in the chilled and frozen business, as a response to rising costs, NISSIN CHILLED
FOODS and NISSIN FROZEN FOODS will implement price revisions from March 2025, and NISSIN YORK will do so from next month,
resulting in a 4.1% increase in sales revenue. However, due to increased depreciation burden at NISSIN YORK, core operating profit is
expected to remain flat. In the confectionery business, KOIKE-YA will implement price revisions from July. The effect of price revisions
implemented by each company during 2024 also contributes to an overall 5.5% increase in sales revenue and a 4.1% increase in profit,
indicating a strong performance outlook for each company.
While domestic material prices have remained relatively stable, considering the ongoing inflation and wage increases in Japan, the
pressure for cost increases remains high. Although wheat prices are on a downward trend, the main cost increases in 2025 will primarily
be in palm oil, ingredients, and cup materials.
Next, regarding the overseas business, on a current exchange rate basis, sales revenue is expected to increase by 8.2 billion yen, or
2.8%, and core operating profit by 1.6 billion yen, or 3.8%. On a constant currency basis, we plan for a 10% increase in sales revenue
and an 8% increase in core operating profit. I will explain by region, and the figures for the year-on-year increase in sales and profit on
a constant currency basis are shown on the right side of the slide, so please check them as well.
First, in the Americas region, sales revenue is expected to increase by 1.4 billion yen, or 0.9%, with exchange rate effects keeping it
almost flat, while core operating profit is expected to increase by 1.2 billion yen, or 7.7%. On a constant currency basis, we plan for an
8% increase in sales revenue and a 15% increase in core operating profit. The increase in sales is mainly driven by Mexico and Brazil,
while the increase in profit is mainly driven by the United States. For the U.S. business, we assume that the reduction in volume at
major retailers that occurred in the second half of last year will continue this year. However, by expanding sales channels such as club
channels and value channels and introducing new products like CUP NOODLES PROTEIN, we expect a low single-digit percentage
increase in volume and a mid-single-digit percentage increase in sales revenue on a constant currency basis. Additionally, the reduction
in external warehouse costs, which was a major factor in last year‘s profit decline, is expected to lead to an increase in core operating
profit. However, we are observing changes in U.S. tariff impacts and consumer sentiment, and we will continue to closely monitor
market trends. Regarding the current situation, in the fourth quarter of 2024, the reduction in volume at major retailers compared to the
previous year continues, but all other channels have turned to year-on-year increases, showing signs of recovery. Details will be
explained at the U.S. IR briefing on May 21. The third plant, which was scheduled to start operations in August 2025, is currently being
carefullyexamined, and we plan to make a cautious decision based on market conditions and business circumstances. In Brazil, the
construction for acceleration and efficiency improvements to meet increasing demand has been completed, stabilizing the production
system. We expect a low single-digit percentage increase in quantity and over 10% increase in sales revenue on a constant currency
basis. The effect of price revisions implemented in June last year and February this year also contributes to the profit increase plan on a
constant currency basis, but due to the impact of the Brazilian real depreciation, the profit increase level on the planned exchange rate
basis is expected to be flat compared to the previous year.
In China, amid intensifying U.S.-China trade friction and economic uncertainty, it is necessary to monitor demographic changes and
market trends. However, the overall market demand for instant noodles is on a recovery trend due to the effects of China's economic
stimulus measures and the continued trend of trading down. We expect a 5.5% increase in sales revenue compared to the previous
year for 2025. We will focus on expanding sales of high-priced bag noodles like NISSIN RAOH and Chicken Ramen, as well as
developing new flavors for DEMAE ICCHO and CUP NOODLES, and strengthening cooperation with wholesalers to develop new
channels and areas. Additionally, we will expand our portfolio through M&A in surrounding areas added to existing non-instant noodle
businesses and strengthen the rapidly expanding GEKI brand in Vietnam, which is a consolidated target. We expect a 1% decrease in
profit on a yen basis compared to the previous year, but a mid-single-digit profit increase on a local currency basis, and a 12% increase
in sales revenue and a 3% increase in profit on a constant currency basis.
In the EMEA region, although the per capita consumption is still low, the market is rapidly growing, and major countries such as the UK,
Germany, and France saw double-digit growth in consumption last year. In this situation, NISSIN FOODS Europe plans to launch new
products both in cup-type and bag-type, and transactions with new partners and retailers are steadily increasing, leading to a double-
digit sales increase on a constant currency basis and a plan for increased sales and profits. Additionally, Mareven, an equity-method
affiliate, is expected to rebound from last year's continued profit decline due to rising material costs, and Premier Foods is expected to
increase profits on a constant currency basis, resulting in a 5.4% profit increase for the entire EMEA region and an 8% profit increase
on a constant currency basis.
In Asia, sales revenue is expected to increase by 5.3%, and profit is expected to decrease by 0.1%, but on a constant currency basis,
we plan for a 13% increase in sales revenue and a 2% increase in profit. For example, in Thailand and India, we expect growth in the
CUP NOODLES brand, in addition to responding to the strong demand for bag noodles and expanding the high-priced bag noodle
GEKI series.The policy of controlling investment in new businesses at a level of 5 to 10% of core operating profit from existing
businesses will continue. At the earnings briefing on the 12th, COO Noritaka Ando will also explain that we plan to accelerate overseas
business expansion from 2025 and rapidly build a business foundation for achieving profitability in some domestic businesses from
2026. 14



Next, please look at page 15. This shows the trends in EBITDA and cash flow over the past six

years.As you can see, the level of EBITDA has doubled since 2018 and has risen to over 100

billion yen at present.On the right side, you can see that the free cash flow for 2024 is slightly

less than a negative 20 billion yen. This is mainly due to the increase in investment cash flow

from aggressive capital investment, but it also includes technical factors such as the timing of

accounts payable payments being affected by the end of the fiscal year being a holiday in 2023,

leading to a shortening of the payment site in 2024, as well as overseas inventory swelling due

to the impact of yen depreciation. Therefore, the actual figure is slightly smaller.

In 2025, free cash flow is expected to remain negative due to continued capital investment, but

capital investment is planned to peak in 2025, and free cash flow is expected to return to a

positive trend from 2026.
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On page 16, we show ROE growth on the left side and shareholder returns and Net

Debt/EBITDA trends on the right side. Regarding the ROE target, we have changed our capital

strategy from last year to focus more on capital efficiency, raising the target from the previous

10% to 15% by 2030 through organic growth.

Shareholder returns for 2024 include dividends of 70 yen per share, totaling 20.8 billion yen,

along with a share buyback of 40 billion yen, bringing the total return ratio to over 100%. We will

continue to implement progressive dividends with a target payout ratio of 40% and conduct

share buybacks flexibly.

Additionally, in 2024, we obtained an AA rating from two rating agencies and issued 50 billion

yen in corporate bonds as our first bond issuance, resulting in the Net Debt/EBITDA ratio

reaching a positive level for the first time in five years. We plan to keep this ratio below 2 times

while utilizing external debt to continue growth investments and share buybacks in an optimal

balance.
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Next, please look at page 17 for the capital investment plan.

We plan for capital investment of 100 billion yen in 2025, which is expected to be the peak level

for the time being.

In 2024, the actual results were 78.1 billion yen against the initial plan of 95 billion yen, with

some shifting to 2025. We have previously explained that we expect capital investment in 2025

to be slightly smaller than in 2024, but when adding the 78.1 billion yen actual results for 2024

and the 100 billion yen plan for 2025, the total falls below twice the 95 billion yen, so the

cumulative capital investment amount over two years is roughly as planned.

The 2025 capital plan includes new plants in the U.S. and Brazil, which have already been

announced, and a second plant in Mexico scheduled to start operations in 2026. Additionally,

NISSIN FOODS Europe plans to acquire land for a plant in Hungary.

Furthermore, we plan to invest in strengthening efficient production systems in domestic instant

noodles and non-instant noodles businesses, as well as the aforementioned investments in

Europe.
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In 2024, we diversified our funding methods by creating stable operating cash flow and issuing

corporate bonds. We will continue to focus on expanding shareholder returns while enhancing

our revenue base through investments in businesses with expected organic growth.

Capital investment is planned to peak in 2025, followed by a transition to cruising speed. As

explained earlier, as you can see, free cash flow is planned to turn positive from 2026.

That concludes my explanation.

18



19



I am Ando, the CEO. Last week, CFO Yano explained the financial figures for the fiscal year 2024.

Today, I, along with Noritaka Ando, will discuss the progress of our medium- to long-term growth

strategy, the outlook for global expansion supporting it, and our initiatives in new businesses. Please

open to page 20. First, reflecting on the period from fiscal year 2020, when our medium- to long-term

growth strategy started, to fiscal year 2024, we have managed to respond to the rapid global

expansion of the Instant Noodles business during the COVID-19 pandemic, followed by stabilization

and coping with macroeconomic changes such as sharp cost increases. We have achieved record-

high profits for four consecutive years, expanding the core operating profit of existing businesses

from the 40 billion yen level to the 80 billion yen range. On the other hand, fiscal year 2024 revealed

challenges in our U.S. business. The U.S. business, which has been central to our growth strategy

since the late 2010s, has seen rapid growth with core operating profit increasing approximately

sixfold over four years, driven by our premium product strategy and steady sales activities expanding

distribution channels. However, fiscal year 2024 was challenging due to changes in the competitive

environment. There are various challenges that were not visible behind the growth, but I have seen

the field myself, and I will explain in detail later. Additionally, besides the domestic Instant Noodles

business, which generates stable cash flow, I recognize the significant growth of non-Instant

Noodles businesses and the Asia region, leveraging our strength in a wide product portfolio and

global expansion. For example, the success of NISSIN YORK and KOIKE-YA serves as a good

example that can be horizontally expanded across Group companies. Particularly, KOIKE-YA aims to

further expand its business in the United States, where it has established a subsidiary, targeting the

large snack market in the U.S.

Next, I will explain the foundational ideas for our strategy until 2030. First, the NISSIN FOODS

Group operates in 21 countries and regions, with 63 factories and businesses, constructing a

balanced business portfolio that does not rely on specific countries or businesses. We believe

maintaining and developing our strength of a globally resilient business structure will enable us to

respond to non-linear economic growth fluctuations in various countries and difficult-to-predict

geopolitical risks, bringing sustainable and stable growth. The second strength is our ability to

expand areas, categories, and food opportunitiescentered on marketing and innovation, promoting

global branding, and having a culture rooted in realizing this. Specifically, we will enhance the value

of existing brands globally and strengthen our product portfolio to meet consumer needs. Expanding

high-value-added product groups to improve profitability and creating future growth opportunities by

strengthening production systems are also important points. Although we won't delve into details

today due to time constraints, I would like to add that our ability to positively respond to external

environmental changes with high quality in non-financial areas such as environment, climate change

issues, and human capital is also one of our strengths.
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Please open to page 21. Fiscal year 2024 saw revenue growth across all segments. For fiscal

year 2025, we plan to achieve mid-single to double-digit revenue growth across all segments,

updating the record-high consolidated sales, based on the constant currency growth rate

indicated in parentheses for overseas. Despite the globally unstable economic environment, we

believe there is significant growth potential in the global Instant Noodles market, and we will

continue to focus on business operations aimed at top-line growth, including new capital

investments.
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Next, I will discuss core operating profit by business portfolio. Fiscal year 2024 saw a decrease

in profit due to reduced sales volume in the Americas and the impact of equity-method affiliate

Mareven in EMEA, but other segments covered this, achieving increased profit on a Group

consolidated basis. We believe this is a strength of our company, which does not rely on the

U.S. and operates globally. Through stable growth across all segments, we plan to update

record-high profits on a Group consolidated basis for fiscal year 2025. The core operating profit

margin in the EMEA region is approximately 34%, partly due to the contribution of equity-method

affiliates. The China region has a core operating profit margin of approximately 11%. The

Americas also have around 10%. The Asia region, benefiting from equity-method contributions,

has a core operating profit margin of about 32%. The domestic Instant Noodles business has

around 13%, while NISSIN FOOD PRODUCTS maintains a high profit margin of approximately

14%. The non-Instant Noodles business has a relatively low profit margin of about 7%, but we

expect improvement.
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This page shows the growth of three businesses over the past decade. Core operating profit has

tripled during this period, achieving an annual growth rate of 13%, with the overseas business

composition ratio rising to about 45%. We expect the overseas core operating profit composition

ratio to exceed 50% after 2030 when the depreciation of recent capital investments settles.
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With the backdrop of tariff policies, the world market is fragmented, and we believe domestic

production and consumption will become the norm. Given the lightweight and bulky nature of our

products, they are not suitable for import/export, so we adopt a local procurement, production,

and sales business model. We have been advancing global expansion through a local

production and consumption model, investing in each region to build a balanced portfolio. We

recognize the business model as being reevaluated in an environment unaffected by changes in

political and economic conditions.
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Continuing to page 26, looking at the core operating profit of overseas business segments over

the past decade, we have achieved approximately 16-fold growth. Until fiscal year 2021, China

and Brazil led growth, but the main player in fiscal years 2022 and 2023 was the U. S. We

believe EMEA, with relatively low consumption, and the rapidly growing Asia regions have

significant potential. We will continue balanced investment in each region, aiming to build an

optimally balanced business portfolio that maintains high growth potential under any

circumstances without excessive dependence on specific countries or regions.
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Next is the strategy for the Americas region. In the U.S., we aim to increase sales volume

through innovative new products and expanded distribution channels. Regarding distribution

expansion, fiscal year 2024 saw a decrease in volume in major distribution on the West Coast,

but we are progressing nationwide expansion, including areas previously not distributed, and

enhancing presence in other channels, paving the way for increased volume. For fiscal year

2025, we will advance the rollout of CUP NOODLES, a global brand, as shown in the slide‘s

bottom right. We plan to stimulate new demand and aim for increased volume through the

continuous introduction of innovative large products, referred to as new CUP NOODLES. We

will remove the paper sleeve covering the outside and advance sleeve-less packaging. This

transformation will result in a more stylish and sophisticated product, enhancing taste and

texture through microwave cooking and paper container consumption, and eliminating the paper

sleeve, which may appear as excessive packaging. The base category CUP NOODLES will

move from the commodity category to a new stage as “branded CUP NOODLES." In the

premium category, which we have pioneered, we will fully launch “RAMEN BISTRO" and

"HOTPOT," already launched in some channels, and sequentially introduce products like " CUP

NOODLES PROTEIN," rich in protein and established in Japan, and “GEKI," responding to new

trends in Korea and Asia, nurturing them into core premium products. Additionally, we will

establish RHQ-Americas, Regional Headquarters, in the U.S. to oversee the Americas region in

fiscal year 2025. Yokoyama, who was CSO, will lead as Chief Representative of the Americas,

serving as President, enabling swift decision-making and smooth support and function transfer

from Holdings' CXO, facilitating the promotion of overall strategy in the Americas region. The

U.S. CEO will also be in the second year, becoming fully operational, realizing the evolution of

the business foundation towards sustainable growth.
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Next is Brazil. In Fiscal year 2023 we have been strengthening and improving the efficiency of

production lines to enhance production capacity, and fiscal year 2024 we achieved double-digit

growth in volume as a result of these efforts. With a commanding market share of 70% in value

and 60% in volume, new products have a high retention rate, with variations of CUP NOODLES

and U.F.O. steadily establishing. On the right side of the page, we present three long-term

strategies. First, we are advancing the construction of a third plant to meet strong demand. We

anticipate the Brazilian Instant Noodles market will grow from 2.6 billion meals annually in 2024

to 3 billion meals by 2030. In addition to the existing two plants, we plan to further expand our

presence by strengthening production capacity at the new plant to be operational, firmly

addressing increased demand. Next is the expansion of exports to the South American market.

With the supply system in place, we will strengthen exports to Colombia and Argentina, aiming

for the No. 1 share. We will also accelerate growth in multi-categories, not just Instant Noodles.

In the first half of fiscal year 2025, we will launch "Crisp Choco," a Brazilian version of the "Croc

Choco" sold by NISSIN CISCO. The Brazilian chocolate market is about three times the size of

the Instant Noodles market, so we aim to capture new demand as a market where the strong

NISSIN brand can be leveraged. "Croc Choco" is already launched in Hong Kong and Asia,

where the NISSIN brand is well recognized outside Japan, and similarly, we will maximize

synergies of non-Instant Noodles in Brazil, where our brand recognition is high, across the

Group.
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The strategy for the China region. We will achieve stable business growth through the

expansion of Cup-type Noodles and high-priced bag noodles sales in China and Hong Kong,

and further expansion of the business portfolio through proactive M&A in surrounding regions.

We will focus on expanding sales of high-priced bag noodles like RAOH, strengthening

collaboration with wholesalers, and expanding coverage in inland areas. Additionally, we will

advance portfolio expansion through inorganic methods, further strengthening competitiveness

in the Chinese market, aiming for sustainable growth. CUP NOODLES is also reviving in

Guangzhou and is progressing smoothly. Although China's economy is severe and uncertain,

we have received reports that government policies are stimulating consumption, with gradual

recovery trends in home appliances, EVs, IT equipment, etc. Fiscal year 2025 in the China

region is expected to have sales of 77.5 billion yen and a core operating profit rate of 8.2 billion

yen, approximately 10.6% profitability.
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Page 30 is the Asia region. We aim to become the top company in the premium Instant Noodles

market, driven by the growth of the “GEKI" brand. The “GEKI" spicy flavor has expanded from

Thailand to seven countries, growing approximately tenfold in sales volume over seven years,

achieving higher growth than Korean manufacturers in some countries. We will strengthen

product development and marketing strategies tailored to regional characteristics, aiming for

further growth in the Asia region. Although sales are still 24.5 billion yen in this region, it is a

highly profitable area, benefiting from contributions from equity-method affiliates. Among the

Asian region, the Indian market is expected to have the largest growth, with the expansion of

“GEKI" becoming increasingly important.



Now, let me explain about EMEA. In Europe, we are accelerating sales further with the operation

of new lines. Since the start of the "Authentic Asia Concept" at the Hungarian plant in fiscal year

2019, the growth of NISSIN in Europe has accelerated. We are expanding demand, including

investments in production lines for cup-type noodles and bag-type noodles. Collaboration with

equity-method affiliate Premier Foods is also progressing smoothly, and in the UK, the combined

share of NISSIN and Premier Foods has expanded presence to rival the top local brand.

Although sales are 27 billion yen in this region, the core operating profit is 9.2 billion yen.
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Finally, let me discuss the domestic Instant Noodles business and non-Instant Noodles

business. The Instant Noodles business is promoting the enhancement of existing brand value

and strengthening the product portfolio. Having both NISSIN and MYOJO brands with different

price ranges is considered very positive in providing consumer choice amid inflation. In the non-

Instant Noodles business, we pursue business scale expansion with profitability by expanding

high-value-added products. Specifically, in the growing frozen business, we strengthen the

ramen group, which is our strength; in the beverages business, we expand facing and depth of

NISSIN YORK's PILKUL brand; and in the confectionery business, we strengthen NISSIN

CISCO's GOROGURA brand and KOIKE-YA's high-value-added product group. The growth

factors of the non-Instant Noodles business are believed to be the synergistic effects of food

tech at the R&D center, the WAVE, and the marketing capabilities of each company. Additionally,

we are enhancing the production capacity of each business corporation, establishing a system

to reliably capture growth opportunities. The following pages introduce slides on sustainability

and human capital enhancement efforts at our company. Due to time constraints today, detailed

explanations are omitted, but all initiatives are progressing smoothly. More specific details are

available in our integrated report, VALUE REPORT, so please refer to it. Utilizing NISSIN AI

Chat, powered by generative AI, is also contributing to productivity improvement.
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Hello, I am Noritaka Ando, President of NISSIN FOOD PRODUCTS. I would like to explain the 

domestic business of NISSIN FOOD PRODUCTS and our new businesses.
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First, please look at page 38 regarding the business of NISSIN FOOD PRODUCTS. Starting

with the graph on the left side of the slide, regarding the domestic market environment for fiscal

year 2024, consumer saving tendencies remain strong due to real wages being in negative

territory as price increases outpace wage hikes. In this environment, as shown in the upper right,

NISSIN FOOD PRODUCTS has surpassed the previous year in both value and quantity.

Particularly, as noted in the lower right, CUP NOODLE achieved record sales for the eighth

consecutive year. DONBEI has done so for ten consecutive years, and U.F.O. has reached

record sales since 1996, indicating the strong performance of our core brands. Additionally, as

shown in the bottom right, the rice shortage in last summer has been a tailwind, leading to

record sales for our cup rice group, such as CURRY MESHI.
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Next, I will explain the initiatives for NISSIN FOOD PRODUCTS for fiscal year 2025, as shown

on page 39. This is the product portfolio of NISSIN FOOD PRODUCTS. First, in the center

labeled "Core," we have core brands such as CUP NOODLE, DONBEI, U.F.O., and CHICKEN

RAMEN. These are the most profitable brands, and we aim to maintain their quantity through

effective marketing. In the upper left labeled "Health-Conscious," we have CUP NOODLE PRO,

which was enhanced last year with reduced salt, in addition to being high in protein, low in

carbohydrates, and rich in dietary fiber, increasing its value as CUP NOODLE PRO. We will

focus on health-conscious products in fiscal year 2025. Below that, labeled "Price-Conscious,"

we have low-priced CUP NOODLE and DONBEI series, such as ASSARI OISHII CUP NOODLE

and ASSARI OISHII DONBEI. These have slightly less quantity and lighter taste than regular

CUP NOODLE, gaining significant support from senior customers. As noted in the lower left, the

composition ratio of purchasers in their 60s and 70s is 1.7 times larger compared to core

products, showing significant volume growth. There is little cannibalization with core products,

so we aim to increase the quantity of price-conscious products as a revenue support in fiscal

year 2025. Below that, labeled "Big," we have the MEGA series of U.F.O., featuring a package

with two servings of noodles, released two years ago, showing strong performance with double-

digit growth for two consecutive years. It is becoming a face of the U.F.O. brand. On the right

labeled "Novelty and Buzz," we regularly introduce limited-time products with novelty, creating

buzz on SNS and keeping the instant noodle category vibrant. We believe this news value and

marketing buzz are crucial for the category. In the upper right labeled "Increase in No. of

Nuclear Families/Households," we changed the package of RAOH from a five-pack to a three-

pack last year, aligning with modern household structures, making it easier to purchase and

handle. In fiscal year 2025, we plan to introduce various restaurant-style products in two-pack

and three-pack formats, establishing a new category while increasing profit margins. In the

upper right labeled "Cup-Type Rice," we have rice-based products like CURRY MESHI, which

have shown double-digit growth for over ten years, indicating potential for further growth. With

our strong lineup and marketing capabilities, the key for fiscal year 2025 is to flexibly adjust the

product portfolio based on market conditions, aiming for single-digit growth in quantity despite

cost pressures from rising material prices, committing to profit increase. This concludes the

explanation of NISSIN FOOD PRODUCTS.
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Page 40 discusses the basic research on Optimized Nutri-Dense Meals. Optimized Nutri-Dense

Meals allows for the intake of 33 essential nutrients for Japanese people without excess or

deficiency, designed with an ideal balance of protein, fats, and carbohydrates. Using unique

technology only available at NISSIN FOOD PRODUCTS, we are currently optimizing various

menus into Optimized Nutri-Dense Meals, including curry rice, pork cutlet rice bowl, pasta, and

pizza. We are advancing research and development, as well as product development. Today, I

would like to explain the clinical trials of our basic research. Please proceed to the next page.
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Page 41 presents data from a conference presentation three years ago. The results of the first

clinical trial on what happens to the human body when consuming Optimized Nutri-Dense Meals

continuously are shown. Starting from the upper left, 84% of all male subjects experienced

weight loss. Women generally control their calorie intake significantly, so there was no

significant weight loss observed among them, while 84% of men experienced weight loss. In

comparison, in the upper middle, 81% of individuals with a BMI of 25kg/m² or higher, classified

as obesity level 1, showed improvement in BMI. In the upper right, 73% of individuals with high

blood pressure showed improvement in blood pressure. In the lower left, 86% of individuals

experienced a reduction in visceral fat area. 71% of individuals reported improved work

performance. Optimized Nutri-Dense Meals contain ample dietary fiber, resulting in increased

bowel movement frequency for 88% of individuals. Other results include improved bone density

and increased beneficial gut bacteria. This clinical trial involved replacing 40 out of 84 meals per

month with Optimized Nutri-Dense Meals, showing significant improvement in vital data by

simply balancing nutrition in an environment where it is typically imbalanced. Please proceed to

the next page.
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Page 42 discusses the development of Optimized Nutri-Dense Meals for diabetes and

hypertension patients. As you may know, patients with diabetes and hypertension face strict

dietary restrictions, resulting in low quality of life in terms of food. However, using our Optimized

Nutri-Dense Meals technology, patients can enjoy junk food like pork cutlet rice bowl, curry rice,

and pizza, which they are typically advised against. We have developed Optimized Nutri-Dense

Meals for patients, which are even lower in salt and carbohydrates than regular Optimized Nutri-

Dense Meals. Clinical trials showed a decrease in blood glucose and blood pressure. We

believe we can establish a new food category for patients. Please proceed to page 43.
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Page 43 discusses Optimized Nutri-Dense Meals for seniors. In Japan, a super-aging society,

senior nutrition is crucial. We have developed Optimized Nutri-Dense Meals with added

nutrients that seniors tend to lack, such as protein, omega-3 fatty acids, and vitamins A, B, and

K. Clinical trials showed improvement in walking speed, cognitive function, and happiness. We

anticipate creating a new market for senior food. Please proceed to page 44.
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Page 44 presents the latest clinical trial results announced this spring, focusing on Optimized

Nutri-Dense Meals for women. Women experience premenstrual syndrome (PMS), premenstrual

physical and emotional discomfort. We conducted clinical trials on Optimized Nutri-Dense Meals

for women to alleviate PMS. With added nutrients like folic acid, which women tend to lack, the

trials showed reduced discomfort before and during menstruation, alleviating PMS. We believe

we can enter the women's nutritional food market. Please proceed to the next page.
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Page 45 presents the most significant recent clinical trial results, confirming the anti-aging

effects of Optimized Nutri-Dense Meals. This is a joint research project with the Keio University

School of Medicine. Consuming Optimized Nutri-Dense Meals can extend healthy lifespan, with

DNA methylation age reversing by approximately two years. Aging progresses as genes within

cells undergo methylation, but reversing DNA methylation suggests potential rejuvenation or

extended healthy lifespan through balanced nutrition. This is a significant finding, and we aim to

continue developing new food products based on this basic research.
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Next, I would like to explain the recent status of the KANZEN MESHI brand. Please look at page

47. Sales of the KANZEN MESHI series have surpassed 40 million meals. Since its launch in

2022, three years have passed, and last year, fiscal year 2024, sales reached 7 billion yen, with

expectations to surpass 10 billion yen this year. In the lower right, brand recognition has

exceeded 50%. Regular cup rice Curry Meshi is approaching a 20 billion yen brand, with

recognition around 49% to 50%. Achieving 50% recognition before reaching 10 billion yen is a

promising figure. Please proceed to the next page.
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KANZEN MESHI has received various awards, gaining attention. As shown on the left, it won

the Grand Prize in the food category of the "Nikkei Trendy" industry hit awards and the Food

Industry Technology Merit Award from the Food Industry Newspaper. On the right, it won the

Grand Prix at the Food and Health Awards at the Japan Drugstore Show. In the lower left, it

received the Excellent Hit Award from the Japan Food Newspaper and the Best Award in the

New Excellent Product Service Awards from the Nikkei Newspaper. The latest award, on the far

right, is the Frozen of the Future award for frozen KANZEN MESHI. Please proceed to page 49.
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This page presents the KANZEN MESHI TV commercial series. Last year, we featured Takeshi 

Kitano, and this spring, we have Football Hour and Takafumi Horie. The commercials have 

increased recognition. On the right, Takafumi Horie, known for his health obsession, has praised 

KANZEN MESHI's technology, continuing to promote it on SNS as his favorite.
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Next, on page 50, we present the new product lineup for KANZEN MESHI this spring. The upper 

left shows the largest new product, KANZEN MESHI CUP NOODLE WITHOUT SOUP, growing 

at 127% of the plan. Next to it, the pink package is the women's KANZEN MESHI rice product, 

TOM YUM RICE, which is also selling well. On the right are staple products, KANZEN MESHI 

Curry Meshi and U.F.O. In the upper right, KANZEN MESHI Anpan, a collaboration with 

Kimuraya Sohonten, launched at Family Mart and Lawson in the Kanto region, is performing 

well at 132% of the plan. The lower gold package is the redesigned frozen food, with the 

interesting new product on the lower left, MEAT DUMPLINGS, a new KANZEN MESHI product 

launched in March. Please proceed to page 51.
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This page presents the KANZEN MESHI DELI, a frozen product line exclusive to NISSIN FOOD 

PRODUCTS online store. As shown in the left photo, we offer 28 menu items, including pork 

cutlet rice bowl, beef and rice bowl, chicken and egg rice bowl, curry rice, okonomiyaki, omelette

rice, pasta, curry udon noodles, pizza, mapo tofu rice bowl, bibimbap, and champon nooldles. 

Like a family restaurant lineup, it is performing well, growing 438% year-on-year and 124% of 

the plan. In the lower right, frozen KANZEN MESHI rice balls for women have been launched, 

meeting modern women's needs for quick, healthy meals, receiving positive feedback and 

popularity. Please proceed to the next page.
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Next is the collaboration with retailers for KANZEN MESHI DELI. We are advancing initiatives

for KANZEN MESHI bento as prepared meals at supermarkets nationwide. We supply items like

pasta sauce, meat sauce, and curry roux to supermarkets, where they prepare noodles and rice

for in-store cooking and sales. We aim to expand differentiated, healthy deli bento offerings.

Please proceed to page 53.
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Other initiatives include the corporate cafeteria business on the left. Health and productivity

management and well-being management are gaining attention, leading to growth in installed

and catering-style KANZEN MESHI cafeterias. We currently serve 100 companies with 128 units

for installed style and 8 companies with 21 locations for catering style. Offers are increasing,

particularly for installed style, where we lend refrigerated cases and provide 28 menu items like

the online-exclusive family restaurant, allowing employees to eat 24/7, accelerating health

management. We believe this business model will grow. On the right, we have collaborations

with family restaurants and delivery pizza chains for dine-in and take-out.
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Page 54 shows how our Optimized Nutri-Dense technology can be deployed in various ways,

which has become evident recently. In the upper left, we have instant noodles, instant rice

dishes, soups, retort, and frozen foods, to which bread and snacks have been added as

KANZEN MESHI. Furthermore, as shown in the upper right, we are expanding into bento and

deli at supermarkets and convenience stores as KANZEN MESHI. In the middle left, number 2 is

the corporate cafeteria, promoting health and productivity management and well-being

management, with increasing demand for KANZEN MESHI cafeterias. On the right, number 3 is

medical collaboration, improving QOL for diabetes and hypertension patients, potentially

creating new revenue from KANZEN MESHI series for patients. In the lower left, in Japan's

super-aging society, Optimized Nutri-Dense Meals for seniors to counter frailty is expected to

grow in demand, reducing caregiving burden and healthcare costs. In the lower right, number 5,

this year, Toyota is developing a smart city, Woven City, at the foot of Mt. Fuji, where NISSIN

FOOD PRODUCTS is responsible for the food infrastructure. We aim to experiment with how

Optimized Nutri-Dense Meals link with people's lives in Woven City. At the bottom, outside the

frame, number 6 is overseas, where we believe all initiatives can be deployed internationally.
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Page 55 shows the outlook for profitability in the domestic KANZEN MESHI business. The top

section labeled "B to C Grocery" referring to the packaged foods like CUP NOODLE WITHOUT

SOUP, which is expected to become profitable around fiscal year 2028. In comparison, the "B to

C Frozen" section below is expected to become profitable around fiscal year 2027. Further

below, the "B to B Corporate Cafeteria Business" is expected to become profitable next year,

fiscal year 2026. Other sections for retail, dine-in, and manufacturer collaboration are expected

to take until fiscal year 2029. The largest revenue segment, B to C Grocery, is expected to

become profitable later than frozen due to representing KANZEN MESHI in TV commercials to

increase overall recognition, incurring significant marketing costs. As the face of KANZEN

MESHI, B to C invests heavily, resulting in profitability in fiscal year 2028.
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Next, on page 56, we discuss our overseas business. We plan to launch KANZEN MESHI under

the brand name "KANZEN MEAL" internationally, starting with a test sale in the United States in

June. As shown in the lower left, we will begin with frozen foods, specifically pasta dishes like

Spaghetti Bolognese and Alfredo. We aim to expand our menu to include items like pizza in the

future. Starting in June, we have already secured distribution in 600 stores through independent

chains and plan to expand further.In the lower right, we are considering the introduction of

KANZEN MEAL in Europe. We are preparing to launch products like the hot water-ready

KANZEN MEAL curry rice and the yakisoba-type KANZEN MEAL. We anticipate starting test

sales by the end of this fiscal year or in the first quarter of the next fiscal year.

As we advance the KANZEN MEAL project overseas, we plan to continue investing

approximately 5% to 10% of the core operating profit from existing businesses of the NISSIN

FOODS Group into new businesses. While new investments may seem significant when

considering profits one or two years ahead, my focus is on building new competitive strengths

for the Group over the next five to ten years. We are also beginning our international expansion.

Domestically, we are working to create new revenue streams in areas like B to B and medical

sectors, where NISSIN FOODS has not previously ventured. Therefore, I believe it is necessary

to continue making solid investments in new projects for the time being. This concludes the

explanation of our new business initiatives.
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