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Kawamura: I am Kawamura, CEO. Thank you very much for taking the time to join us today. 

I would also like to take this opportunity to express our gratitude for your continued support. 
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Today, I will go over the key points as shown. 
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First, regarding the H1 results for FY2024. Consolidated net sales for H1 were JPY569.0 billion, 

a 4.2% increase YoY. Operating profit was JPY44.3 billion, roughly in line with the same period 

last year. Compared to the initial plan, operating profit exceeded by JPY8.3 billion, primarily 

due to a significant increase in profit within the pharmaceutical segment. 

 

On the other hand, profit attributable to owners of parent was JPY26.8 billion, a 3.8% decrease 

YoY. This decline was mainly due to a reduction in extraordinary income, such as gains on 

sales of shares of affiliates recorded in the same period of the previous year. Compared to the 

initial plan, profit attributable to owners of parent exceeded by JPY5.8 billion, driven by the 

significant increase in operating profit. 
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Next, an overview by segment. 

Net sales in the food segment were JPY455.4 billion, an increase of 2.2% YoY, landing almost 

in line with the plan. Operating profit decreased by 6.9% YoY to JPY27.6 billion. However, in 

Japan, profit increased, with the profit decline in overseas business significantly impacting the 

result. 

 

Looking at the factors of increase and decrease, as shown in the graph, rising raw material 

costs caused a JPY8.0 billion decrease in profit. Conversely, price increases had a positive 

effect of JPY9.1 billion, and measures such as product amount change contributed JPY1.1 

billion. Covering the negative impact of volume and product mix, which added JPY1.0 billion, 

we managed to offset the increase in costs. Distribution and marketing expenses resulted in a 

JPY700 million negative factor, while other expenses, such as indirect manufacturing costs, 
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provided a JPY100 million positive factor. 

 

Subsidiaries were a negative factor of JPY2.5 billion. While subsidiaries in Asia and the feed 

business saw increased profits, subsidiaries in China and the Americas experienced declines. 

 

 

Next, the pharmaceutical segment. 

 

Net sales were JPY113.8 billion, a 12.9% increase YoY. Operating profit was JPY18.5 billion, 

up 16.7% YoY, marking an increase in both sales and profit. As shown in the graph, sales of 

our mainstay injectable antibiotics and REZUROCK launched in May grew. Additionally, early 

shipments of influenza vaccines contributed to a JPY1.3 billion increase in profit. 
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The impact of NHI drug price revisions resulted in a JPY900 million positive factor due to price 

increases for antibacterial drugs. Cost reduction contributed JPY300 million to profit. On the 

other hand, marketing expenses for REZUROCK, Quintovac, a five-in-one combination 

vaccine along with increases in R&D and personnel expenses, combined to result in a JPY3.1 

billion negative factor. 

 

Subsidiary profit and loss provided a JPY3.3 billion positive factor. In Japan, the generic drugs 

sales company saw an increase in profit, aided by revenue growth resulting from completed 

product transfers from Meiji Seika Pharma’s main business unit. Overseas, subsidiaries in 

India and Thailand saw an increase in profits. 

 

This concludes the key points of H1 financial results. With respect to the full-year plan, while 

there are variances in progress among individual businesses, we view the overall group 

performance as progressing smoothly. 
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Next, I will explain the outlook for H2 and the full year. 

 

Firstly, in terms of figures, there is no change to the full-year plan. For both the food and 

pharmaceutical segments, we aim to achieve the initial targets. However, based on H1 

progress, we have revised both sales and profit forecasts for specific businesses within each 

segment. For H2 alone, consolidated net sales are planned at JPY589.9 billion, a 5.5% 

increase YoY. 

 

Operating profit is expected to increase by 4.3% to JPY41.6 billion, with growth anticipated in 

the food segment and a decline expected in the pharmaceutical segment. I will now explain 

this in more detail. 
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First, the food segment. 

 

While operating profit is expected to be flat for the full year, the plan for H2 targets a 10% 

increase in profit to offset the H1 decline. There were three main factors for the variance in H1. 

 

The first factor is a rise in cocoa raw material costs, which exceeded our initial plan. In response 

to this, we revised prices for the BtoB business in September and implemented a 20% price 

increase for commercial chocolate in October. 

 

The second factor is the impact of a product mix shift, with high-margin products such as 

probiotics and infant formula not meeting initial targets. In H2, we plan to recover by 

strengthening these areas and implementing a product strategy leveraging brand power. 
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The third factor is the underperformance of the ice cream business in China. However, as H2 

is an off-season for ice cream, the initial plan does not expect a significant contribution, and 

we do not anticipate variances similar to those in H1. 

 

With these assumptions, we have set our H2 outlook, and I will now explain specific initiatives 

going forward. 

 

 

First, let’s discuss our approach to managing rising costs. 

 

As shown in the graph on the left, while cost increases seemed to peak in H1 of FY2023, risks 

remain, especially with FX fluctuations and a sharp rise in cocoa raw material prices. 
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Our initial estimate for H2 cost increases was JPY5.9 billion, but we have revised this to 

JPY12.9 billion. Of this JPY7.0 billion adjustment, JPY4.8 billion is attributed to cocoa raw 

materials. We have already implemented price increases in response, but with a 20% 

adjustment rate, there are concerns about the impact on volumes. 

 

Previous price increases also led to short-term impacts on volume; however, we have been 

proactive in minimizing these impacts by implementing marketing investments early on. At the 

same time, we are actively working to strengthen our product appeal, which we would like you 

to recognize. 

 

While initiatives like the structural reform of our Meiji Bulgaria Yogurt product line may take 

time to show results, we believe that without efforts to enhance product appeal and pursue 

added value, profitability improvements will not be realized. We will continue to address future 

cost increases by combining price increases with strengthened marketing and product appeal. 
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Let’s start with the cocoa business, which is most impacted by rising raw material costs. 

 

Cocoa raw material costs increased by JPY2.5 billion in H1 and are expected to rise by an 

additional JPY4.8 billion in H2, beyond our initial estimates. The impact is particularly severe 

for cocoa butter, given its shorter inventory period. 

 

As shown in the graph on the left, while we already have raised prices multiple times since 

FY2022, so we consider this October price increase somewhat a challenge, although 

competitors also have raised prices. Naturally, this might have a greater impact on volumes 

than before. Therefore, where possible, without affecting brand value, we are working on 

revising product specifications. 
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On the other hand, for products like Chocolate Kouka where the cocoa raw material is directly 

tied to the product’s inherent value, we will maintain the specifications and continue to 

emphasize the value through marketing investments. We will also enhance our efforts to 

communicate the rarity and value of cocoa. A survey conducted in March showed that 

customers who learned about our sustainable cocoa initiatives made approximately 1.7 times 

more purchases compared to those unaware of them. To link the appeal of sustainability with 

increased sales and customer loyalty, we will actively share this information through our 

website and product packaging. 

 

 

Additionally, we will adjust our channel strategy. 

 

Our focus will be on capturing inbound demand and strengthening e-commerce. In particular, 
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inbound demand is significant, not only for souvenirs but also for purchases made during 

tourists’ stays, which highlights their growing role as a customer base for confectionery. This 

customer segment, which is less deterred by price comparisons with the past, presents an 

opportunity to strengthen our approach across products, marketing, and retail environments. 

 

Specifically, in stores frequented by tourists, we are creating displays themed around Japanese 

ingredients and enhancing our product line to better appeal to inbound demand. We are also 

collaborating with marketing efforts in various countries to encourage purchases once these 

tourists return home. Through these efforts, we aim to minimize the impact from price increases 

on H2 sales and achieve overall profit growth across the business, including overseas markets. 

 

 

Next, let’s discuss our core products in the dairy business, such as probiotics. 
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As shown in the left graph, the yogurt market in H1 remained steady YoY. However, functional 

yogurts alone saw a challenging 7% decline. 

 

The right pie chart shows the status of our probiotics, with H1 sales down by 5%. However, R-

1 showed only a 1% decrease, and if we focus on consumer segment, it even showed a 1% 

increase, which we consider a positive outcome. This success is due to the physician-

recommended messaging resonating as a selling point at retail and the growth of the high-

priced R-1 The GOLD, which has attracted new customers. 

 

In October, we launched a cup type of R-1 The GOLD, and we plan to maintain a positive trend 

by focusing on the stable growth of existing products and the mix improvement driven by R-1 

The GOLD’s growth. As for the home delivery segment, which remains a challenge, we will 

strengthen the physician-recommended messaging that has proven effective in retail. 

 

On the other hand, the three brands other than R-1 all saw double-digit declines in H1. To 

address this in H2, we will strengthen promotions. While it may be challenging to invest in 

marketing for individual products, we will leverage the common feature of functional labeling 

to conduct joint promotions. Additionally, both PA-3 and Shibou Taisaku Yogurt have been 

renewed, and we intend to use these initiatives to curb the downward trend. 
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Next, regarding Meiji Bulgaria Yogurt. H1 sales were overall in line with the previous year, with 

plain varieties up by 10% and both individual-type and multi-packs showing growth, indicating 

that the decline in drink-type yogurt impacted the overall results. Since this impact ended in 

H1 and will not be given in H2 onward, we expect the growth in plain varieties to contribute 

positively to performance. 

 

Of course, it’s not just a matter of recovering naturally. We aim to further amplify strengths 

where they exist. We will enhance the appeal of high-value-added products, including the plain 

yogurt line, HOME MADE STORY, and launch new products. 

 

Next, let’s discuss Meiji Oishii Gyunyu. According to SRI data, the milk market grew 

approximately 3% YoY in H1. While private-label products, which expanded due to a 
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preference for low prices, grew in line with the market, our Meiji Oishii Gyunyu saw a 6% 

increase, which we attribute to the strong brand power driving this difference. 

 

To achieve profitability in the drinking milk busienss, appropriate price adjustments and an 

increased proportion of high-value-added products were necessary. In this context, we have 

strengthened the product line under the Oishii brand, with our October launch of Oishii Milk 

Coffee performing favorably. We will continue to promote the value of the Oishii brand in H2, 

including through television commercials. 

 

 

Additionally, in Japan, we are steadily optimizing the production system. The new Hokkaido 

plant announced last December consolidates production of items like nonfat dry milk powder, 

which will impact not only the dairy business but also nutrition, food solutions, and other 
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segments. 

Furthermore, the new Kanagawa plant announced in September will consolidate yogurt 

production, representing an investment focused on the dairy business. While the new plants 

are scheduled to come online later, the production halt at certain facilities is planned for the 

next fiscal year. This investment will enable cost reductions by optimizing production capacity 

and reducing fixed costs, such as personnel expenses. Additionally, we plan to introduce new 

production technologies to strengthen our product lines of high-value-added products and 

improve ROIC. 

 

 

Next, I will explain the Japan BtoB business, which we have positioned as a growth driver. 

 

Sales from the Japan BtoB business are included in the food solutions business, which may 
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have made it challenging to grasp the full picture; however, as shown in the bar graph on the 

left, it is expected to expand to JPY87.3 billion this fiscal year. 

 

A major area of growth is processed food products for professional use based on unique 

technologies, as indicated on the slide. Moving forward, we will expand our focus to include 

ingredients developing differentiated products. By increasing sales of these core products, we 

aim to enhance profitability across the entire business. 

 

This concludes the key points of our domestic business. 

 

 

Next, let me provide an overview of our overseas business. 

As shown in the table on the left, the full-year forecast for overall overseas sales has been 
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revised downward to JPY82.6 billion, with operating profit adjusted to a loss of JPY7.2 billion, 

both lower than the initial plan. By region, China’s sales and operating profit forecasts have 

been revised downward based on H1 results, but other regions are performing well and are 

expected to exceed the initial full-year plan in both sales and profit. 

 

Let’s start with the situation in China. In H1, ice cream underperformance impacted results, but 

structural reforms outlined in our revival plan, such as reassessing sales channels, are 

progressing as planned. In the short term, sales are declining, but the contribution margin is 

improving, and the focus now is on how to increase profit amounts. 

 

Expanding unique, high-value-added products is essential to achieving this, even amid a 

sluggish consumer environment. We are advancing efforts to broaden our initiatives in high-

value-added areas that continue to grow despite market conditions.  



 

22 

 

 

In the confectionery business, the wholesale clubs channel is expanding, with differentiated 

products like Almond Chocolate, which stand out for their taste and technology, performing 

favorably. 

 

Based on these insights, we are enhancing the development of high-value-added products in 

our drinking milk and yogurt business by leveraging the perspectives of local staff. In terms of 

marketing, we are incorporating local trends through tie-up campaigns and other initiatives. 

 

For the ice cream business, we are working to strengthen product appeal in preparation for the 

next season, which starts in the latter half of H2. Specifically, we are focusing on developing 

new products using our new plant and enhancing our lineup in the low- and mid-price segments. 

Additionally, we are exploring new channels for both businesses, including utilizing distributors. 
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Our strategy remains to focus on deploying unique, high-value-added products across strong-

performing channels. 

 

 

Next, let’s discuss the confectionery business in China, Asia, and the U.S. 

 

Our flagship product, Hello Panda, is expected to generate JPY19.9 billion in sales this fiscal 

year, reaching a scale comparable to major Japanese brands like Kinoko no Yama and 

Chocolate Kouka. The U.S., in particular, has shown strong growth, prompting us to invest 

JPY4.0 billion to expand capacity. We aim to increase sales to 1.5 times the current level by 

FY2026. Production of Hello Panda has also begun in China, so we see significant room for 

further expansion. 
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We will continue to expand the distribution area for other differentiated products beyond Hello 

Panda. A key focus in this expansion is building a robust production system. By leveraging the 

advantages of room temperature products, we are standardizing product specifications and 

optimizing the combination of exports to improve productivity and profitability. 

 

For the overall overseas business, while implementing initiatives in line with China’s revival 

plan, we aim to steadily accumulate profits by focusing on profitable growth in the confectionery 

business. 

 

This concludes the key points of the food segment. 

 

 

Next, let’s discuss the pharmaceutical segment. 
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We have maintained the full-year operating profit target at JPY25.0 billion, which means that 

H2 is projected to show a decrease, with a decline of JPY10.0 billion compared to the initial 

plan. In H1, influenza vaccines were shipped early, generating approximately JPY4.0 billion in 

sales, with corresponding profits recorded ahead of schedule. Additionally, approximately 

JPY5.0 billion in R&D expenses have been deferred to H2. These factors align with the full-

year plan but will contribute to reduced profit in H2. 

 

Another key point is the outlook for the COVID-19 vaccine, KOSTAIVE. Initially, we planned to 

ship 4.27 million doses. However, as you are aware, the situation has become challenging, 

partly due to this being a new type of vaccine. 

 

We initially estimated demand for COVID-19 vaccines to be around 20 million people, based 

on last autumn’s vaccination trends. However, current vaccination rates are very low, and 

demand may only reach about half of our initial estimate. As a result, we have revised our 

shipment forecast for KOSTAIVE to less than half of the original plan, adjusting both sales and 

operating profit downward. 

 

That said, the strong performance of our business in Japan from H1 is continuing into H2, and 

we anticipate growth, including for newly launched, high-margin products. We aim to offset the 

downward revision for KOSTAIVE primarily through our business in Japan and are committed 

to achieving the initial plan. 
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Here is additional information regarding KOSTAIVE. 

 

Recently, we applied for the addition of a production facility in Japan, and if approved, we will 

begin shipping Japan-produced vaccines from December onward. Establishing a system to 

produce and supply necessary vaccines domestically, quickly and reliably, would be a 

significant achievement. 

 

However, the response to this new type of vaccine has been more severe than anticipated, not 

only leading to hesitancy toward COVID-19 vaccines but also affecting vaccine acceptance in 

general. We are working closely with the government and medical societies to address this 

situation. 
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In this context, three medical societies recently issued statements. They strongly 

recommended routine vaccination, presenting data and evidence. They also addressed the 

characteristics of individual vaccines, explicitly dismissing concerns about “shedding” 

(Unscientific claims that the virus is transmitted through breath or sweat) related to KOSTAIVE. 

In addition to these joint efforts, we have independently launched a dedicated KOSTAIVE page 

on our pharmaceuticals website and are providing information to medical institutions through 

our MRs to promote the vaccine. 

 

This is the first routine vaccination following the reclassification of COVID-19 as a Class 5 

infectious disease, so there are challenges in predicting vaccination rates and volume of 

vaccines returned. We will continue to address these issues in collaboration with relevant 

parties. 
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Next, let me explain the infectious disease area within our favorable business in Japan. 

 

As shown in the table on the left, the market continues to grow in terms of value, with injectable 

antibiotics showing growth in both volume and value. This increase is driven by a rise in patient 

visits post-COVID, a resurgence in infectious diseases as people movement recovers, and the 

expanding usage of injectable antibiotics due to an aging population, which is expected to 

further increase demand. 

 

However, this field has very high entry barriers, with only a limited number of suppliers, so we 

anticipate further growth in our market share. The foundation for this growth lies in 

strengthening our production system to ensure stable supply and increased production 

capacity. We have already expanded production capacity for MEIACT, and we are steadily 
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advancing efforts to domestically source the raw materials for injectable antibiotics, addressing 

the current bottlenecks. In H2 and beyond, including the next fiscal year, we plan to use the 

infectious disease field as a stable base for growth in our business in Japan. 

 

This concludes the key points for each segment. 

 

 

While each segment faces environmental changes and individual business challenges, we are 

committed to steadily implementing these initiatives to achieve our full-year plan. 

 

That concludes my presentation. Thank you very much for your attention. 
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