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I would like to begin with a summary of results for the first nine months.
Net sales were 460.4 billion yen, up 4.6% year on year. 
Operating profit was 16.3 billion yen, a 46.9% increase year on year.
Progress against the full-year operating profit forecast of 18.2 billion yen was around 90%.
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Moving on to an evaluation of two items we are focusing on as a priority this fiscal year.
The first is measures for cost increases.
With regard to the price revisions implemented in the first half, 
the revised prices have been maintained.
In December, we revised product prices in line with the revised price of milk used in 
butter and fresh cream products.

The second is volume expansion for profit growth.
We have focused on promotions, such as suggesting opportunities 
and ways to enjoy products, to bolster demand following price revisions.

We have also worked to create demand by making new value proposals 
through new products.
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Here are the unit sales prices of our products based on market data.

We revised prices for butter products in December.
The data for the other product categories shows that we have managed to maintain the 
prices we have revised so far. 
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Here, you can see sales volume trends based on market data in response to the unit 
sales price data.

Firstly, sales of consumer products in the butter category surpassed the level a year 
earlier even after the April price revisions.
We intend to maintain this trend even after the further price revisions in December.
Looking at the yogurt category on the right, while sales volume in the market overall was 
down year on year, family-type yogurt such as Makiba no Asa and Nature Megumi 
performed comparatively strongly.

While functional-type yogurt is still on the recovery path, overall sales volume improved, 
and third-quarter sales volume was higher than the market average.

However, sales in the cheese and milk product categories were strong following the 
changes in product volume and price revisions in the autumn of 2022, and third-quarter 
sales a year later fell short of this high bar.
We will continue to focus on creating demand to ensure that the measures implemented 
so far firmly take hold in the market.
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Next, I would like to explain results by segment.

This shows our sales results.

The Dairy Products and Beverages and Desserts segments continued to report higher 
sales, due in part to the effect of price revisions.
I will explain details by category later.
Sales in the Feedstuffs and Seed segment decreased, reflecting the impact of lower 
blended feed prices.
In the Other segment, net sales at a distribution subsidiary rose.
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I will now explain key factors affecting changes in operating profit.

Firstly, the positive impact of the difference in sales unit prices was 27.6 billion yen.
However, decline in sales volume had a negative impact of 2 billion yen.
The profit impacts of sales unit prices and sales volume on profit
are more or less according to plan, with some adjustment between segments.

Next, raw material costs had a negative impact of 16.5 billion yen.
If this trend continues, we expect the full-year impact to be around the forecast amount.
Operating costs are having less of an impact, giving a slight boost to operating profit for 
the first nine months.

Finally, fixed costs had a negative impact of 3 billion yen.
Since fixed costs had a negative impact of 1.4 billion yen in the first half, expenditure 
increased in the third quarter; however, this impact is mostly in line with the forecast given 
that most costs were expected to be incurred in the second half to begin with.
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I would now like to describe the situation by segment.

Starting with Butter, we maintained sales growth of around 5%.
We maintained a pace of growth that exceeds the market average. 
I see this as an indication of our competitiveness.

In the Margarines category, sales increased, reflecting the effect of a campaign offering 
extra volume for Neo Soft, in addition to price revisions.

In the consumer processed cheese category, we implemented cost measures and 
made changes to product volume in September last fiscal year, demonstrating our 
competitive edge in the market; however, this was a year ago.
We will put effort into creating demand through promotion campaigns and new products 
to ensure that we can maintain the strong sales seen in the past.
Meanwhile, the natural cheese category shows improvement in sales, driven by Sakeru
Cheese.
Thanks to products in this category, total cheese sales increased.

Sales of subsidiaries and other increased, with increased people flows and nice 
summer weather working in the favor of a distribution subsidiary.
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Next is the Nutrition Business, which is part of the Dairy products segment.

In the functional foods category, we use subscription-based online sales channels 
including Mainichi Hone Care MBP®; however, this fiscal year, there has been slow 
growth in online sales of functional food overall due mainly to the recovery of people 
flows.
We will continue to focus on strengthening sales channels, including opening more online 
stores in mall-type online sales channels, and increase sales volume.

In the category of powdered milk including infant formula, domestic sales increased, 
partly due to the effect of price revisions.
However, overseas sales fell, largely due to falling birth rates and fierce competition.
We are in the process of taking measures including launching Japan-made products 
in overseas markets.
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Moving on, I will now explain performance in the Beverages and Desserts segment.

Sales in every category grew, reflecting the price revisions we have made since last fiscal 
year.

In the milk and milk-based beverages category, sales of Mainichi Honebuto and MBP 
Drink remained strong.
Meanwhile, in the other beverages category, the mainstay Snow Brand Coffee brand, 
including mini products, performed solidly.
In the yogurt category, family-type yogurts such as Makiba no Asa and Nature 
Megumi garnered customer support despite the lull in the market as a whole.

However, yogurt with function claims such as Gasseri Strain yogurt is still on the recovery 
path, and we will continue to focus on expanding sales going forward.
The desserts and fresh cream category showed high growth, with strong sales of the 
Cream Sweets series.
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Next let's take a look at the Feedstuffs and Seed segment.

In the feedstuffs business, blended feed prices remain at a high level but have been past 
their peak since the July-September quarter. 
Due to this and other factors such as limits on milk production, 
demand for feedstuffs declined and sales fell.

In the Seed business, sales of forage grass seeds decreased due to late sowing as a 
result of low temperatures and heavy rainfall last spring, but sales of corn and wheat 
seeds increased amid the demand for greater use of self-supplied feed, resulting in sales 
mostly unchanged year on year.
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Next, here you can see our full-year consolidated financial results forecast.
Our sales forecast and profit forecasts are unchanged from the figures disclosed on 
November 10 last year.

Our dividend forecast is also unchanged at 60 yen per share.
We expect a dividend payout ratio of 33.2%.
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Next, this is a breakdown of our financial results forecast by segment.

In view of the financial results for the first nine months, we revised out sales and 
operating profit forecasts by segment.
A breakdown of our forecast is as shown in the rows on the right side of the table.

Next, I will explain the factors affecting the change in operating profit. 
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In this table, we have shown the factors affecting the change in operating profit and 
details of the latest revisions.

Each of the items has been revised in light of trends in the first nine months and there is 
no major change in our perception of the business environment or our performance.
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Based on this sheet, I would like to make two points with regard to our future initiatives.

The first regards price revisions, etc.
We are currently in the middle of preparing the plan for next fiscal year and some degree 
of increase in raw material costs and other costs is still anticipated.

We have taken steps to address much of this through the price revisions made to date.

Against this backdrop, there has been a marked increase in raw material prices for juice 
and vegetable beverages in particular recently and so today we announced price 
revisions effective from April 1 shipments.



Next, I will explain our initiatives for the new growth phase.

On January 26, we held a new product launch event, revealing our entry to the plant-based 
food market and details of new plant-based food products. 

Going forward, we will market plant-based food products under the Plant Label brand.

We will also put effort into stimulating demand in our existing businesses, proposing new 
products and suggesting new ways and opportunities for enjoying them.

While the business environment will remain challenging, we intend to realize the measures 
set out in the Group Medium-term Management Plan one by one, and translate them into 
growth.
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