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 First, I would like to explain our full-year financial 

results for FY2022 and our plan for FY2023.
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 Consolidated revenue increased by 9.2% year-on-year to 

1,989.5 billion yen, and Normalized operating profit (OP) increased by 

15.6% year-on-year to 191.2 billion yen.

 Profit before tax increased by 92.1% year-on-year to 

191.4 billion yen, mainly due to the gain on the sale of China Resources 

Kirin Beverages recorded in the third quarter, which offset impairment 

losses related to Kyowa Hakko Bio.

 Profit attributable to owners of the Company was 111.0 billion yen, up 

by 85.7% from the previous year, achieving in increase in all profit 

levels.

 ROIC, a financial KPI, was 8.5%, a significant improvement from the 

previous year, and Normalized EPS, another financial KPI, increased by 

15 yen to a record high of 171 yen.

 As a result, we plan to increase the dividend by 4 yen to 

69 yen.



 Regarding Normalized OP by company, Kyowa Kirin in 

the pharmaceuticals domain and Coke Northeast in 

the North American beverages business performed 

particularly well, driving profit growth.

 In the alcoholic beverages business, including Kirin 

Brewery and Lion, despite a difficult business 

environment due to soaring raw material prices, we 

were able to secure an increase in profits through a 

recovery in on-premise channels, price revisions, and 

cost reductions.
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 Looking at Normalized OP increase/decrease by factor, 

the negative 40 billion yen impact of soaring costs was 

offset by positive 50 billion yen due to price revisions 

and cost reduction measures, which more than 

compensated for the deterioration in business 

performance.

 In addition, the sharp depreciation of the yen had a 

push-up effect of 18.3 billion yen, resulting in a 

consolidated Normalized OP of 191.2 billion yen, 

which is higher than the pre-COVID-19 Normalized OP 

of 190.8 billion yen.
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 Regarding the impairment of Kyowa Hakko Bio, we have decided to 

recognize it in this fiscal year of 2022.

 For the low-profit amino acid business, we had originally been 

liquidating items on the premise of downsizing, and the fixed cost 

burden tended to gradually become heavier.

 Against this backdrop, earnings were severely squeezed by sharply 

rising raw material and fuel prices, which exceeded the level at which it 

was possible to pass on increased costs to customers through price 

increases.

 Even if we improve the amino acid business by conventional 

countermeasures, we have determined that it will not reach the 

expected earnings we seek in the future. We have decided to downsize 

the amino acid business ahead of schedule to focus on highly profitable 

specialty materials and select and concentrate management resources.

 As a result, the Company recognized an impairment loss of 

approximately 43 billion yen on fixed assets of the amino acid business 

and goodwill.
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 For two years since the political upheaval in Myanmar 

on February 1, 2021, we had been negotiating to 

dissolve our joint venture.

 Last month, on January 23, we were able to sign a 

share transfer agreement, allowing us to exit the 

business in Myanmar.

 With the completion of the withdrawal, in addition to no 

longer capturing future results, a loss of approximately 

19 billion yen will be realized in FY2023 as a result of 

the deconsolidation process.
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 We are aiming for an increase in both revenue and 

profit, with consolidated revenue of 2,115 billion yen, 

up by 6.3% from the previous year, and consolidated 

Normalized OP of 192 billion yen, up slightly from the 

previous year.

 ROIC is projected to be 8.5%, and Normalized EPS is 

also projected to be 171 yen, both on par with the 

previous year.
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 Looking at Normalized OP by factor, we expect a 

negative impact of 7 billion yen due to the exclusion of 

the Myanmar business from consolidation, and 

another negative impact of 50 to 55 billion yen due to 

higher costs than last year, which we plan to cover 

through price revisions and cost reduction measures.

 On the other hand, last fiscal year we did not invest 

enough in marketing, especially in the alcoholic 

beverages and non-alcoholic beverage businesses, 

and this year we will make solid brand investments for 

future growth.

 As a result, we target Normalized OP of 192 billion yen, 

a slight increase over the previous year.
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 With regard to Kirin Brewery, in addition to a recovery 

in the on-premise channels, steady price revisions 

enabled the company to overcome a sharp increase in 

costs and secure an increase in profit.

 This year, we will step up investment in our core KIRIN 

ICHIBAN brand in order to stimulate demand after the 

price revision, and to prepare for the revision of the 

liquor tax.

 As for the craft beer market, which is steadily growing, 

we will establish the craft beer category by taking an 

integrated approach to off-premise channels, on-

premise channels, and direct business (Home Tap), 

capturing the polarization of consumption.

12



 As for Lion, we were able to improve profits thanks to a 

recovery in the on-premise channels and growth in the craft 

category.

 For 2023, since each brand has a different area of strength, 

we will aim for growth in each region by differentiating the 

brands to be strengthened in each state, and make brand 

investments effectively.

 In the craft category, we have achieved growth thanks to the 

contribution of Fermentum, which we acquired, and we will 

continue to further refine our attractive brands this year.

 In North America, we achieved growth that exceeded our plan 

due to the growth of Voodoo Ranger and the integration of 

Bell’s. This year, we will further promote the utilization of the 

platform, including the production of Voodoo Ranger at Bell’s 

plant.
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 Kirin Beverage achieved its profit target for the last fiscal year 

through growth of its main brands and solid cost management.

 For this year, we will change the target index from volume-

based to value-based, and work to improve margins.

 By developing the FANCL brand in addition to Lc-Plasma, we 

will increase sales in the health science domain and lead to 

growth in marginal profit.

 And, we will grow sales and earnings by strengthening our 

brands, including the launch of sugar-free milk tea for our core 

brand Gogo-no-Kocha, and a full renewal of our Nama-cha.

 Furthermore, as part of efforts to improve profit margins, we 

will promote sales of ultra-small PET to raise the composition 

ratio of small PET bottles.
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 As for the Lc-Plasma business, the name recognition 

rate and function recognition rate steadily improved, 

and sales grew.

 This year, we will continue to create needs and 

expand the immunization market by further improving 

recognition of the functions of Lc-Plasma, which we 

have been working on.

 As for Kyowa Hakko Bio, as I explained earlier, its 

performance deteriorated.

 In 2023, we will continue to strengthen specialty 

materials, which will be explained later.
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 As for Kyowa Kirin’s results for 2022, due to the 

impact of the weaker yen and not having reached to 

meet R&D expenses due to the discontinuation of the 

development of KW-6356 and ME-401, Normalized 

OP increased significantly.

 For 2023, we will strengthen R&D to accelerate the 

development of our next-generation pipeline, and we 

will also invest to strengthen our foundation, such as 

by starting our own sales of Crysvita in the U.S.
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 Four years have passed since we 

announced our Long-Term Management 

Vision KV2027 in 2019.

 Our goal is to become a global leader in 

CSV, creating value across our world of 

Food & Beverage to Pharmaceuticals 

based on fermentation and 

biotechnology, and we have been 

working to establish the health science 

domain as a new challenge.

 Looking back, we have experienced 

environmental changes that could not 

have imagined when we started climbing 

this mountain.

 These include the COVID-19 pandemic, 

and geopolitical risks represented by the 

Myanmar political upheaval and Russia’s 

invasion of Ukraine.

 There are many specific changes in the 

business environment that we have to 

deal with in the short term, such as 

changes in consumers’ behavior, 

fluctuations in the market prices of raw 

materials and fuel, exchange rate 

fluctuations, and inflation, but we have 

solved them one by one, confident that 

the future we are aiming for and the 

direction we should go in are right.

 Although we took many detours due to 

the extremely rapid changes in the 

environment, we were able to recover to 

the pre-COVID-19 Normalized Operating 

Profit level in FY2022.

 However, there are many areas where 

the business infrastructure must be 

strengthened in order to reach the 2027 

goal.

 As you know, we no longer have 

financial result from Myanmar Brewery 

as we completely withdrew from 

Myanmar this January.

 Furthermore, we must overcome the 

higher cost of raw materials and inflation 

than last year.

 In addition, considering the realization of 

the Long-Term Management Vision, it is 

necessary to strengthen the foundation 

for growth and solidify it by the 2024 

Mid-Term Business Plan period.

 I will now explain specific directions for 

each domain.
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 Regarding the Food & Beverage domain, let me 

first talk about the future strategy of the alcoholic 

beverages business.

 Now that we have withdrawn from Myanmar, our 

major markets in the group will be Japan, 

Australia, and U.S.

 These markets are mature and share the same 

main challenges.

 The entire group will work to solve common 

issues while satisfying local needs tied to history 

and culture.

 Although rapid top-line growth is not expected in 

mature markets, we believe it is possible to 

achieve sustainable profitable growth by 

promoting premiumization strategies and 

improving productivity while learning from each 

other’s successful experiences in each market.

 Kirin Brewery will continue to focus on craft beer 

as part of its premiumization strategy.

 Our efforts over the past few years have included 

the growth of craft beer in the off-premises 

channels, the recovery of the on-premises 

channels to expand the experience of craft beer, 

and the acquisition of a high-quality customer 

base in the direct channel, Home Tap.

 By taking an integrated approach to customer 

contacts developed through each of these 

channels, we will communicate the appeal of craft 

beer and work to expand the market.

 Furthermore, we will expand exports of Japanese 

whisky to overseas markets, it is highly 

appreciated.

 With regard to productivity, we will optimize our 

supply chain in response to market declines and 

changes in product category composition due to 

environmental changes.

 In terms of sales organization, we will also build a 

lean sales structure suitable for customer contact 

points in line with changes in consumer behavior.

 As for LION, it is the market leader in craft beer, 

and we will further strengthen this highly profitable 

category where we have a competitive advantage 

by nurturing leading brands.

 Furthermore, we will expand our premium spirits 

business, which has been growing in recent 

years, and also strengthen RTDs in the Australian 

market by deploying the knowledge we have 

developed in Japan.

 In terms of productivity, we will continue to 

improve the efficiency of our supply chain, starting 

with factory reorganization, and strive to improve 

processes to achieve an optimal operating model.

 In addition, the sale of the dairy & drink business 

has changed the scope of our business, so we are 

reviewing our head office functions to make them 

more suitable for the alcoholic beverage business, 

and we are streamlining operations.

 As for U.S, we will create a market by offering 

new craft beer value such as Voodoo Ranger, 

which is different from traditional craft beers, and 

by developing different customer bases.

 In addition to New Belgium Brewing, we have also 

acquired Bell’s. We will not only consolidate 

functions, but also increase production capacity to 

create a stronger platform.
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 For the Non-alcoholic beverage 

business, the main markets are 

Japan and U.S.

 Profit growth is a challenge in 

mature markets, but the key is same 

as the alcoholic beverages business, 

to improve productivity with a 

premiumization strategy.

 For Kirin Beverage, as we are 

currently working on, focusing on 

health and strengthening the 

products of the high value-added 

health science domain will directly 

lead to improved margins.

 And, as the health science domain 

in Kirin Beverage expands, it is 

important to develop an optimal 

business infrastructure.

 We will start self-manufacturing of 

ultra-small PET bottle products and 

increase productivity by increasing 

the ratio of self-manufacturing.

 As for the sales organization, while 

strengthening the sales structure for 

selling high value-added products, 

we will also work on improving the 

sales process by utilizing ICT to 

promote a leaner sales organization 

in total.

 The challenge is the same for Coke 

Northeast in U.S.

 While focusing on our core brands, 

we will increase margins per case 

by appropriately combining pricing 

and promotional strategies.

 Furthermore, we will maintain a high 

level of profitability within U.S. 

bottler business by continuing to 

improve processes through utilizing 

ERP, in addition to improving 

delivery efficiency by constructing a 

new automated warehouse.
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 In the pharmaceuticals domain, we will continue to establish a strong global 

business foundation as a global specialty pharmaceutical company.

 As for Crysvita, it has become a blockbuster in both name and reality, with 

a level of sales revenue of 150 billion yen targeted for 2023.

 In order to achieve steady sales and earnings growth in the future, it will be 

essential to build a solid business foundation capable of global production 

and sales.

 This year, in addition to starting our own sales of Crysvita in North America, 

we will also be looking into establishing a global supply system that is 

optimal for the expanding scale of our business.

 Most importantly, we are expanding our pipeline. For KHK4083, which we 

are co-developing with Amgen, we will also proceed with Phase 3 trials on 

a large scale.

 In addition, we will promote the development of KHK4951 as a new pipeline.

 Through these efforts, we aim to achieve an average growth rate of at least 

10% in sales revenue and a Normalized operating profit margin of at least 

24%.
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 Regarding the health sciences domain, I will first explain the structural 

reform of Kyowa Hakko Bio.

 In 2019, Kyowa Hakko Bio was transferred directly to Kirin Holdings and 

started the health science business.

 In order to sell specialty materials globally through the fermentation and 

biotechnology, we are aiming for a highly profitable business model that 

sells specialty materials for which scientific evidence is available.

 From the beginning, we planned to downsize our low-profit amino acid 

business because amino acids, a commodity material, must be produced in 

large volumes to be profitable. However, the vulnerability of the low-profit 

amino acid business surfaced following the lockdown caused by COVID-19 

and the sudden change in the business environment due to the war in 

Ukraine.

 Therefore, the decision was made to write down the assets of the amino 

acid business and reform the business structure ahead of schedule.

 We aim to return to profitability by 2024 by implementing radical structural 

reforms ahead of schedule in order to shift to a highly profitable business 

specializing in specialty materials.
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 Specialty materials include LC-plasma, Citicoline, and Human 

Milk Oligosaccharide, for which evidence of benefits to immune 

function and brain function, etc. are available. By providing 

value-added materials, we will solve people’s health issues.

 The markets to be developed include not only Japan, but also 

Asia-Pacific, which is related to the Food and Beverage domain, 

and U.S., which is the largest market for the health science 

business.

 We will develop a combination of sales of final products and out-

licensing to partner companies, and will utilize the channels in 

which we excel in each region to sell our materials.

 There is no change to our goals of 200 billion yen in sales 

revenue and 15% Normalized operating profit margin by 2027.
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 I will explain the current status of each initiatives of the Specialty Materials.

 As for Lc-Plasma, we are on track to achieve Revenue of 50 billion yen by 2027, and 

we will aggressively invest in marketing while expanding our own product lineup.

 In terms of sales of Lc-Plasma, we will further accelerate alliances, including the out-

licensing of Lc-Plasma to Coca-Cola products this year, and aim for a 30% increase in 

revenue from Lc-Plasma-related sales.

 Also, an award ceremony was held this past Monday, and we received the Minister of 

Education, Culture, Sports, Science and Technology Award for Technology Management 

and Innovation.

 We were evaluated not only on the strength of our research and development and 

evidence of Lc-Plasma, but also on the results we have achieved as a business, is a 

recognition of our CSV management practice of solving health issues.

 As for Citicoline, we are off to a good start with the acquisition of a customer handling 

beverage products in the U.S., where we have been planting seeds.

 The production line for Citicoline, which has been further expanded, has been 

completed, and we will start production by the end of this year to strengthen our 

manufacturing and sales base to meet the expanding needs of our customers.

 Although sales of human milk oligosaccharides are still in the early stages, we were able 

to obtain a safety evaluation in China, the largest market for this product, and at this 

point we are on par with the world’s top runners as an ingredient manufacturer.

 We will prepare for the product launch by the end of this year and establish a foundation 

for growth in the health science domain.
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 Finally, I would like to speak from an ESG perspective.

 On the environmental front, Mercian’s Mariko Vineyard has been certified 

by the Ministry of the Environment as a nature-symbiosis site under the 30 

by 30 (Thirty by Thirty) Alliance for Biodiversity.

 In addition, we will gradually switch to 100% renewable energy at our 

domestic and overseas plants.

 Regarding Social, progress was made in joint research with the National 

Institute of Infectious Diseases, and we were able to confirm the growth 

inhibition mechanism of COVID-19 by LC-Plasma in an in vitro test.

 We believe that this could be an effective means to protect people around 

the world from infectious diseases and contribute to the great social issue 

of ”health,” and we will vigorously pursue our research.

 We will continue to strive to solve social issues without being satisfied with 

the status quo. By building on our dialogue with investors and solving 

issues one by one, we aim to become one of the world’s leading CSV 

companies. Please look forward to the future growth of the Kirin Group.
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 Please refer to the separately disclosed presentation 

material if you would like to see the subsequent 

appendix slides.
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