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I would like to begin with a summary of the first half results.
Net sales were 305.6 billion yen, up 5.7% year on year. Operating profit was 11.2 billion yen, 
a 53% increase year on year.
As announced on October 24 in the revised forecast of business results, both net sales and 
operating profit exceeded our initial forecast.
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This shows an evaluation of core first half initiatives.
In the current fiscal year, we have worked to penetrate the market with price revisions to 
absorb the impact of higher costs and to stimulate demand.
The market as a whole is undergoing price revisions, and demand for milk and dairy products 
is trending lower than in the previous year.
In this environment, we were able to steadily demonstrate the results of our efforts and 
outperform the market average.
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This table shows the status of our price revisions.
In response to rising butter and fresh cream milk prices, from December 1, we will be revising 
the prices of butter, beverages, and cream products
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Here are the unit sales prices of our products based on market data.
In all categories, you can see that the revised prices have steadily penetrated the market.
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In contrast, I will now describe trends in sales volume after the price revisions. 

First, in the butter category and the milk category which consists of milk and milk-based 
beverages, we were able to demonstrate our competitiveness by securing the same volume as 
the previous year, while the market as a whole was down from the previous year.
Next in the cheese category, while the market as a whole was below the previous year's level, 
we outperformed the market average.
Finally, in the yogurt category, family-type yogurts such as Nature Megumi and Makiba no 
Asa performed well, but the recovery of functional yogurts was slow, and unfortunately total 
yogurt sales fell below the previous year's level.

While some product categories outperformed our expectations amid the severe business 
environment, there are product groups that remain a challenge, and we will steadily tackle 
these areas in the second half of the year.
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Now please take a look at our measures for cost increases including our forecast for the 
second half of the year.
This chart compares changes in raw material and operating costs with the monetary effects of 
the measures taken.
Until last year, it was difficult to absorb all of the steep cost increases during the fiscal year.
However, in the current fiscal year, the effects of price revisions and other measures to date 
have reversed the rise in costs, and we have shifted to a structure that can generate positive 
results.
In the second half of this fiscal year, we expect prices of juices and additives to rise, but we 
intend to achieve our plan by conducting solid promotions to stimulate demand.
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Next I would like to go over the details.

First, here are the results by segment.
The Dairy Products and Beverages and Desserts segments reported higher sales, due in part to 
the positive effects of price revisions.
In the Feedstuffs and Seed segment, sales declined mainly due to efforts to curb milk 
production in light of the supply and demand situation
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I will explain the factors behind the increase or decrease in operating profit for the first half of 
the year. 

We proceeded with price revisions and the change in sales volume was minus one billion yen,
but the difference in sales unit prices was a positive 18.8 billion yen.
Raw materials costs increased by 11.8 billion yen, mainly due to the impact of the revision of 
milk prices.
The impact on operating costs was mitigated from the initial forecast and remained at 200 
million yen higher than the previous year.
The increase in advertising and promotional costs was mainly due to increased advertising, 
while the increase in fixed costs was due to depreciation of equipment and higher labor costs.
As a result of these factors, operating profit increased by 3.8 billion yen in the first half of this 
fiscal year.
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Now I will describe our revised full-year forecasts.

Sales are forecast at 616.0 billion yen, unchanged from the initial forecast.
Operating profit is projected to reach 18.2 billion yen, an increase of 5.2 billion yen and an 
upward revision of 4.2 billion yen from the initial forecast.
Ordinary profit will be revised upward to by 4.5 billion yen to 19.5 billion yen, and profit 
attributable to owners of parent will be revised upward by 2.7 billion yen to 12.2 billion yen.
Dividends are expected to be 60 yen per share, with a dividend payout ratio of 33.2%.
The forecast for the second half of the fiscal year has been left unchanged. This decision was 
made in light of the new price revision in December, the need to once again closely monitor 
consumption trends, recent trends in raw material prices and other factors, along with plans to 
step up promotions.
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Here are the revisions by segment.
The sales forecast was increased in the Beverages and Desserts segment due to strong 
performance of milk and milk-based beverages and subsidiaries.
On the other hand, in the Feedstuffs and Seed segment, the forecast was reduced due to lower-
than-expected blended feed prices.
Please refer to the next page for operating profit.
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This table provides an analysis of the change in the revised operating profit forecast from the 
previous year.
Please refer to page 14 where we explain the comparison with the initial forecast.
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This table explains the factors behind the 4.2 billion yen increase in operating profit.

First, the sales unit price difference added a total of 1.4 billion yen.
This includes a negative 3.1 billion yen in the Feedstuffs and Seed segment due to blended 
feed prices starting to decline. 
On the other hand, we have factored in a 2.2 billion yen decrease in sales volume, taking into 
account the impact of price revisions and other factors.
Raw materials costs and operating costs are expected to be reduced by a total of 5.0 billion 
yen from the initial forecast. 
Advertising and promotion costs are expected to rise by 400 million yen due to plans to 
strengthen promotions, especially in the Beverages and Desserts category.
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I would now like to describe the situation by segment.

First is the Dairy Products segment.
Sales increased in the butter, margarine, and cheese categories.
Gains for butter and cheese were mainly effects of the April price revision.
The increase in sales of margarine is due in part to an influx of demand from butter, which has 
seen a price increase, in addition to the effect of the price revision.
The increase in revenues from subsidiaries and others is due to the strong performance of 
distribution-oriented subsidiaries as a result of increased people movements.
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Next, I will describe our future initiatives.

The new production line for Sakeru Cheese at the Taiki Plant has been in full-scale operation 
since July, and the sales volume in 2Q is on a double-digit growth pace compared with 1Q.
Taking advantage of the increased production capacity, a new consommé flavor was added to 
the lineup on October 1, and the product has had a strong start.
In terms of promotion, a TV commercial will be aired under the theme of “the joy of tearing 
and eating” in an effort to communicate with customers.
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As a measure to stimulate demand after the price revision, we are promoting a unique web 
commercial introducing delicious ways to eat Camembert and suggesting original recipes that 
reflect the season.
In addition, we also released torochi in September. We will use the product to suggests new 
situations in which consumers can enjoy eating cheese and expand the base of demand.
In the sliced cheese category, we will launch a campaign offering extra volume to stimulate 
purchasing amid growing consumer thriftiness.
We will also air a 6P Cheese TV commercial with the theme of love at home to revitalize this 
mainstay brand. 
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This slide shows performance in the Beverages and Desserts segment.
This segment also reported higher sales in all categories.
Milk and milk-based beverages in particular grew significantly due to the continued strong 
sales of MBP Drink as well as the Mainichi Honebuto Series, which marked the 30th 
anniversary of its launch.
The growth of subsidiaries and other is due to the strong performance of distribution-oriented 
subsidiaries as well as the Dairy Products segment.
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Now I would like to describe our future initiatives in the Beverages and Desserts segment.
First, let's talk about the MBP series.
In terms of product development, we will accelerate growth by adding a new reduced-sugar 
and low-calorie product to our growing “MBP Drink” lineup.
The promotion included a newspaper ad featuring a conversation with Katsuro Yoneda, the 
head coach of Meijo University's women's relay running team on October 8, which is 
designated “Bone and Joint Day.” 
The Meijo University women's relay running team, which we support with MBP products, 
recently won the All-Japan Collegiate Women's Ekiden Championship for the seventh 
consecutive year.
We will continue to support the bone health of our customers by creating synergy across the 
entire series.
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This slide shows our is our initiatives regarding yogurt.

With functional yogurt, we launched a new product that is fortified with protein in addition to 
our proprietary ingredients such as MBP and Gasseri Strain yogurts with health functions.
Health functions that benefit the bones and visceral fat are combined with a new protein-rich 
feature for added volume. 
Gasseri Strain yogurt focuses on promotions that attract the attention of women.
Then, in time for the hay fever season we will air a new commercial for Lactic Acid Helve 
Yoghurt to communicate its function of reducing eye and nose discomfort.
For products such as Nature Megumi and Makiba no Asa we will target families by designing 
packages that portray daily life events and messaging to suggest enjoyment by both parents 
and children, with the aim of capturing even more fans.
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This slide describes our entry into the plant-based food market.

We have been preparing to enter the market and will finally launch a new product next spring.
This first product will utilize the highly recognized Nature Megumi and Gasseri Strain brands, 
and will be launched directly in the plant-based yogurt market.
We are aiming to gain a top share in the plant-based yogurt market by combining our 
proprietary lactic acid with this product.
In the beverage category, we will launch two products, Pea Drink made from peas, and an 
Oats Drink.
We will propose new choices in the beverage category, which is one of the largest markets for 
plant-based foods, to cater to increasingly diverse needs.
As we will also aggressively invest in communications, we hope plant-based foods will 
become a new growth driver for the group.
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Next is the Nutrition Business, which is part of the Dairy products segment.

Functional foods secured an increase in sales, mainly from Mainichi Hone Care MBP®.
An increase in overseas sales of ingredients also contributed to the increase.
In the powered milk including infant formula and other category, performance was on par 
with the previous year despite a decline in the number of births in Japan.
Overseas, sales decreased due to a decline in the number of births in the countries where we 
operate and an increased preference for cheaper options amid high prices.
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The expansion of the Nutrition Business is one of the key drivers in the “expansion of 
function-added products,” a strategic challenge set out in the Group's 2025 Medium-term 
Management Plan.
In the Functional Foods category, including “Mainichi Hone Care MBP® on the left, we plan 
to strengthen the product lineup by introducing new products in the next fiscal year and 
beyond.
In addition, we will promote growth in terms of both products and sales channels by 
aggressively utilizing mall-based online sales channels such as Rakuten Ichiba, which is 
experiencing a steady increase in sales. 
Next on the right is the status of sales of functional ingredients overseas.
MBP and other functional ingredients sold in North America and South Korea are gradually 
spreading, resulting in growth of approximately 120% in the first half of this fiscal year.
In the future, we would like to expand our sales to East Asia and Southeast Asia.
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Next let's take a look at the Feedstuffs and Seed segment.

In the feedstuff business, sales declined due to curbs on milk production and other factors.
In the Seed business, sales of forage grass seeds decreased due to low temperatures and heavy 
rainfall in early spring, but sales of corn and wheat seeds increased amid the demand for 
greater use of self-supplied feed, resulting in an increase in total sales.
In the future, the feedstuff business will continue to propose blended feed catering to the 
management environment of dairy farming production.
In the Seed business, we will expand grass and forage crop seeds by improving grassland 
renewal, and promote the spread of green manure, vegetables, and lactic acid bacteria, thereby 
adding depth to the business.
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Next I will explain about our management initiatives based on an awareness of capital 
markets.

First, with regard to the TSE's request to “practice management based on an awareness of 
share price and the cost of capital,” we are continuing to examine the current situation and 
how to respond to it.
We plan to further discuss the issue and disclose our thinking in May of next year.
Regarding the status of dialogues with shareholders and other stakeholders, the results for 
FY2022 were disclosed on the Company website in September.
We have also begun discussions with individual shareholding counterparties regarding the 
reduction of strategic shareholdings in accordance with the Group's 2025 Medium-Term 
Management Plan.
We are moving forward with our plan to reduce strategic shareholdings to account for less 
than 10% of net assets.
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Next, I will explain our efforts to improve sustainability.

First is about our response to climate change.
In May of this year, the Group declared its commitment to becoming carbon neutral by 
reducing greenhouse gas emissions to virtually zero by 2050.
The photo shows the biomass energy facility that started operation in April at the Taiki Plant 
and the solar power generation facility installed in July at the Ebina Plant.
Through these efforts, we expect to clear the emissions target of 209,000 tons for FY2023.
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The image of the milk carton here is milk for school lunches, which have been straw-less 
since April this year. 

This is expected to eliminate approximately 54 million petroleum-based straws annually.
Then, we installed filter backwash recovery equipment at the Ebina Plant.
This follows similar installations at the Fukuoka and Noda plants.
When well water is used at the plant, a filter is used, and by recovering the water used for 
maintenance of the filter, we will reduce water consumption by approximately 26,000 cubic 
meters.
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Lastly, we are pleased to announce that we have obtained Halal certification for skim milk 
and butter produced at the Horonobe Plant.
The Muslim population is estimated to be over 1.8 billion, or about one quarter of the world's 
population.
Halal means “permitted” in Islam, and Halal certification certifies that products do not 
contain ingredients derived from animals such as pork, which are prohibited in Islam.

The Horonobe Plant has been working on certification since the summer of 2022, and in May 
of this year, obtained certification from the Japan Halal Association.
The Southeast Asian region, which is our target market, has a large Muslim population, and 
this certification will expand the possibility of exporting skim milk and butter.
Since the expansion of exports is one of the effective solutions to the supply and demand 
issues of milk and dairy products, we would like to contribute to the stability of the dairy 
industry by responding to such global demands.
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