
 

 

 

 

 

 

Takagi: Hello, everyone. I am Takagi from Morinaga & Co., Ltd. Thank you very much for taking time out of 
your busy schedule to attend our financial results briefing. 

Let me first review the key points of the Q3 financial results and then provide a detailed explanation. 

  

Note: This document has been translated from the Japanese original for reference purposes only. In the event of any 
discrepancy between this translated document and the Japanese original, the original shall prevail. 

 



 
 

 

 

 

 

I would like to highlight three key points today. 

The first is that net sales for the first nine months of the year were the highest ever, with the Confectionery 
& Foodstuffs Business and the Frozen Desserts Business continuing to drive growth. Operating income was 
almost on a par with the previous year, although the impact of the sharp rise in raw material prices, 
particularly for cacao-related products, became apparent. Compared to our internal plan as of last November, 
there are variations in performance across different business segments. However, both net sales and 
operating income are generally progressing as expected. 

Secondly, we implemented a price revision last September in response to the sharp rise in raw material prices, 
but the impact on sales volume across our brands has remained within our expectations. In response to rising 
raw material costs, we will implement additional price revisions, primarily for chocolate products, this 
February and March. 

The third key point is that our full year performance forecast remains unchanged from our previous projection 
in November. The Q3 results are generally in line with our expectations, with no significant deviations. While 
the impact of rising cacao prices is expected to increase slightly, we anticipate offsetting this by controlling 
and streamlining SG&A expenses, as well as increased profit contributions from our  subsidiaries. 

 



 
 

 

 

 

First, let me explain the consolidated statement of income. 

Net sales were JPY176.5 billion, an increase of JPY12.8 billion from the previous year. This represents a growth 
rate of 107.8%. Regarding gross profit, the effects of the price revisions, including those implemented in 
September, have been materializing as expected. However, the further surge in cacao prices during Q3, along 
with cost increases due to the weaker yen, could not be fully offset, resulting in a slight decline in the gross 
profit margin. Revenue growth led to an increase in gross profit. 

On the other hand, SG&A expenses increased due to higher spending on advertising, DX, and human capital. 
However, efficiency improvements in selling expenses and the absorption of fixed costs through revenue 
growth led to an improvement in the SG&A expense ratio. 

As a result, despite the impact of rising raw material costs, operating profit and other profit levels at each 
stage remained largely in line with the previous year's levels. 



 
 

 

 

 

Next, I will explain the factors behind the changes in operating income. Factors contributing to a decrease in 
income are shown in red, and factors contributing to an increase in income are shown in blue. 

First, costs increased by JPY5.22 billion compared to the same period last year due to the surge in raw material 
prices, including the impact of the weaker yen. Raw materials are mainly influenced by cacao-related products 
and fats and oils. Additionally, within this amount, the further depreciation of the yen had a negative impact 
of approximately JPY1 billion on profits. We are working to offset these impacts primarily through revenue 
growth and the effects of price revisions. 



 
 

 

 

 

Looking at results by business segment, the Confectionery & Foodstuffs Business and the Frozen Desserts 
Business continued to be the main drivers of revenue growth, and the Food Merchandise contributed to the 
increase in profits. 

In the domestic Confectionery & Foodstuffs Business, sugar confectionery and chocolate have maintained 
strong performance, with sales volume continuing to grow even after the price revisions. As a result, we are 
driving revenue growth. On the other hand, mainly in the chocolate segment, rising cacao-related costs have 
had an impact, leading to a slight decline in the operating income margin. 

The Frozen Desserts Business grew at a pace exceeding the overall market. However, profitability slightly 
declined due to rising raw material costs. 

Overseas sales continued to grow at a high rate, partly due to the effect of the weak yen. On a local currency 
basis, excluding the effect of foreign exchange rates, net sales in the U.S. Business were on par with the 
previous year. Due to strategic marketing investments for business growth, there was a slight decline in 
operating income. 

In the Food Merchandise, as a measure to improve profitability in response to rising cacao raw material costs, 
we have implemented price revisions. Despite these circumstances, the demand for our core products, such 
as chocolate and cocoa powder, has expanded, leading to strong sales and resulting in increased both revenue 
and profit. 



 
 

 

 

 

Next, we will review sales trends. 

In the Confectionery & Foodstuffs Business, the sugar confectionery and chocolate categories continued to 
perform well after the price revision. The biscuit category has slightly underperformed compared to the 
previous year since the price revision in September. However, it is currently showing signs of recovery, and 
the impact remains within our expectations. 

  



 
 

 

 

 

In the Frozen Desserts Business, even after the price revision in September, the overall market remained 
strong, partly due to the lingering summer heat. During this period, our growth outpaced the market. In 
particular, products such as Ita Choco Ice and The Crepe have performed well, driven by strong quality appeals 
and limited-time products, which have led to an increase in the store stocking ratio and purchase rates. 

  



 
 

 

 

 

in Jelly remained unchanged from the same period of the previous year. Sales initiatives leveraging limited-
time products for the exam season have been performing well. Since mid-December, the recovery trend has 
been driven in part by the spread of influenza. 

In the Direct Marketing Business, sales of Morinaga Aojiru were strong, but sales of Morinaga Collagen Drink 
were at the same level as the previous year. 

HI-CHEW in U.S. has been impacted by sluggish consumer demand in the key convenience store channel. As 
a result, performance has remained at the same level as the previous year. Efforts to expand SKUs, particularly 
in the food channel, as well as initiatives to develop new sales channels, are progressing steadily. While the 
current situation is somewhat at a plateau, we are focusing on strengthening sales activities, expanding 
barand touchpoints through strategic marketing investments and product development, while also 
considering increased production capacity with the launch of our new factory. We will achieve medium to 
long-term business growth. 



 
 

 

 

 

Now I will go over the full year forecast for this fiscal year. 

Compared to the performance forecast from last November, both consolidated net sales and operating 
income for Q3 have progressed largely as expected. There are no major deviations from the full year forecast 
on a consolidated basis. Accordingly, we have decided not to revise our full year forecast for net sales, 
operating income and below. We aim to achieve record-high net sales and operating income. 

  



 
 

 

 

 

Next, let's review the changes in operating income. 

Raw material costs, including the further surge in cacao prices, are expected to worsen compared to our 
performance forecast as of November. This represents a deterioration of approximately JPY0.9 billion. This is 
expected to be offset by controlling advertising expenses, optimizing logistics and selling costs, and increasing 
profit contributions from subsidiaries. 

Going forward, we expect external conditions to become even more challenging due to rising raw material 
costs, exchange rate fluctuations, and prolonged global instability. In response, we will implement additional 
price revisions, primarily for chocolate products, in February and March of this year. We will also expand the 
price increase range depending on the product. 

At this time, we have not announced our pricing policy for the next fiscal year. However, given the anticipated 
cost increases, we recognize the need to consider additional measures. We plan to respond strategically by 
carefully assessing the impact on consumer behavior and monitoring market trends, including competitor 
actions. We will continue to pursue a management approach focused on profitability. 



 
 

 

 

 

The full year outlook for each business segment is as shown, with slight adjustments across various categories. 

Lastly, we would like to inform you that at today's Board of Directors meeting, a resolution was passed 
regarding a change in the representative director. 

Effective April 1 of this year, Representative Director, President Eijiro Ota will assume the role of 
Representative Director, Chairman CEO, while Director, Managing Executive Officer Shinya Mori will be 
appointed as Representative Director, President COO. 

Thank you for listening. 



Cautionary statement regarding forward-looking statements 
This material includes forward-looking statements, such as forecasts, plans, and targets for the Company and its 
consolidated subsidiaries. These statements are based on judgments and assumptions on the basis of information 
that the Company has obtained and may be different from actual results and developments in the future. 


