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• My name is Takashi Yano. I have been serving as CFO since April 1 of this year.

• First, I want to review our FY 3/2021 financial results and Mid-Term Business Plan 2021.

1



• Slide 2 shows a summary of financial results for FY 3/2021.

• Revenue increased by 37.2 billion yen, or 7.9% year on year, to 506.1 billion yen. This marks the first 

time we have surpassed 500 billion yen since we adopted IFRS.

• Operating profit increased by 14.3 billion yen, or 34.6%, to 55.5 billion yen.

• Profit attributable to owners of the parent increased by 11.5 billion yen, or 39.3%, to 40.8 billion yen. 

Our results for revenue, operating profit, and profit attributable to owners of the parent were all record 

highs.

• In conjunction with these results, our operating profit margin and ROE were 11% and 11.5%, 

respectively.

• In addition to our steady execution of strategies at the stage we announced our initial forecasts, the 

impact of COVID-19 and business combination of KOIKE-YA contributed to these results.

• As a result, we are now well ahead of both our initial forecast and the revision we announced on 

January 5, 2021.
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• Slide 3 shows our revenue results by segment.

• Revenue from Domestic business increased by 24.1 billion yen, or 7.1%, to 365.3 billion yen. 

Overseas revenues increased by 13.1 billion yen, or 10.3%, to 140.8 billion yen.

• Excluding the 10.5 billion yen in negative impact from foreign exchange fluctuations, revenue from 

Overseas business would have increased by 23.6 billion yen.

• Our Domestic others segment experienced lower revenues stemming from the closure of the 

CUPNOODLES MUSEUM due to COVID-19. Excluding this factor, revenue rose in all segments, 

particularly in our Overseas segment, where we recorded double-digit growth.

• Please refer to the Appendix for more on each segment.
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• Slide 4 shows our operating profit results by segment.

• In the Domestic business, operating profit increased by 7.3 billion yen, or 21.3% year on year, to 41.6 

billion yen. In the Overseas business, operating profit increased by 3.3 billion yen, or 26.8% year on 

year, to 15.7 billion yen. Adding other reconciliations of 4.0 billion yen and group expenses of -5.8 

billion yen, consolidated operating profit amounted to 55.5 billion yen.

• Excluding the impact of exchange rate fluctuations of 1.2 billion yen, Overseas operating profit 

increased by 4.5 billion yen.

• After deducting the impact of foreign exchange, we recorded double-digit growth across all segments 

with the exception of the Americas, which was impacted significantly by the depreciation of the 

Brazilian real, and the Domestic and others segment, in which we began investing in new businesses, 

as we will discuss later.
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• Slide 5 shows the impact of the differences in non-recurring income and expenses. Here, we are 

referring to other income and expenses which are a component of operating profit under IFRS.

• The main factor was the 4.3 billion yen impact of the KOIKE-YA business combination, which I 

mentioned at the beginning of my presentation.
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• Slide 6 shows our analysis of the impact of COVID-19 on our financial results.

• To date, we have disclosed the qualitative initiatives and the impact on quantitative revenue. However, 

we have re-examined the impact related to our new business plan and the formulation of our business 

plan for FY 3/2022.

• The impact of COVID-19 has been extremely broad. Even looking solely at revenue, it has been 

difficult to clearly separate and identify the impact of stay-at-home demand, the base increase due to a 

new view of the value of processed foods, consumption in this era of the new normal, etc. However, 

we have adopted certain logic to calculate the impact of COVID-19 on a segment-by-segment basis.

• As a result, we estimate the impact on revenue to be +5.2 billion yen for our Domestic segment and 

+11.3 billion yen for Overseas for a total of 16.5 billion yen. We estimate the impact on operating profit 

to be +7.7 billion yen and +2.8 billion yen for Domestic and Overseas, respectively, for a total of 10.5 

billion yen.

• For our Domestic segment in particular, the profit impact was greater than the impact on revenue. This 

was due to an increase in the sales ratio of standard high-profit products, our control of selling 

expenses in connection with a change in the balance of demand and supply, and our avoidance of 

other expenses.
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• Slide 7 provides a summary of our Mid-Term Business Plan 2021, which we completed in FY 3/2021.

• We pursued two main targets under this mid-term plan. The first was our profit target, which we 

referred to as earning power through operations centered on our core businesses. The second was 

our market capitalization target, which we referred to as corporate value in capital markets, redefining 

as a transitional target in our financial results announcement of May 2019. Thanks to the positive 

feedback received from our stakeholders during the COVID-19 pandemic, we achieved both targets.

• With respect to our profit target in particular, not only did we surpass the revised target announced in 

May 2020, but we also surpassed the initial target we announced five years ago.

• Please refer to the Appendix for updates on the strategies we have been pursuing, including our CUP 

NOODLES Global Branding efforts.
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• Slide 8 describes our key assumptions based upon which we approached our future business plan, 

now that we have completed our Mid-Term Business Plan 2021.

• First and foremost, we recognize the importance for building even greater resilience, which is a lesson 

that COVID-19 has taught us all. This recognition comes on top of our underlying assumption of CSV 

management, which aims to create solutions for environmental and social issues arising from a 

worsening natural environment, etc., while simultaneously creating economic value.

• Moving forward, our business will demand that each group company pursues CSV management on its 

own, while we engage in CSV management, backed by resilience disruptive innovation. The role of 

our business plan, oriented toward change and transformation, will be important in achieving this 

vision.

• Next, CEO, Koki Ando, is going to discuss our new business plan based on this understanding.
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• My name is Koki Ando, and I am the representative director, president and CEO. Thank you for 

participating in our financial results presentation today. While the situation regarding COVID-19 

remains unpredictable, we successfully completed our Mid-Term Business Plan 2021, which covered 

the five-year period beginning FY 3/2017. I believe we have fulfilled our responsibilities with respect to 

this plan. However, every one of our goals, including our market cap target, are transitional targets. 

We must continue to pursue further growth, taking on the challenges of a new business plan to 

embody the words of our founder, who said, “Growth is a path without a summit.”

• Today, I want to discuss our Mid- to Long-Term Growth Strategy; our new business plan looking 

forward over the next ten years.
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• The environment has changed significantly since we formulated our Mid-Term Business Plan 2021 

five years ago. The most significant change was perhaps a fundamental shift in the perception of 

corporate value. The challenges we face as managers only continue to increase, but we will consider 

all possible options as we head into the future.

• Our Mid-Term Business Plan 2021 defined a target for market capitalization, focused strongly on 

shareholder value. Today, we live in an age where it is important to coexist not only with shareholders 

and consumers, but also with other stakeholders such as employees, business partners, and local 

communities, as well as the global environment. This is what has led us to ESG and the SDGs.

• I believe the concept of Creating Shared Value (CSV), first proposed around 2011, is no longer the 

domain of a few leading companies, but a basic premise for all companies.

• As expressed in spirit of our founder, known as Shoku-soku Se-hei (Peace will come to the world 

when there is enough food) and Shoku-so Isei (Create foods to serve society), NISSIN FOODS has 

practiced CSV management since our inception. Times have changed drastically since that time of 

post-war famine. We believe that now is the time to create a unique NISSIN FOODS Group-style CSV 

management for the future. The NISSIN FOODS Group will focus on the world of well-being, on 

environmental issues, on resilience, and on digital transformation. We will solve problems through our 

businesses.
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• Slide 11 shows a summary of the NISSIN FOODS Group mission, vision, and values.

• When we moved to a holding company structure about ten years ago, we adopted our vision to be an 

EARTH FOOD CREATOR, based on the spirit of our founder. The underlying foundation of this vision 

is to create happiness through new food cultures, just as the instant noodles invented by our founder 

has done.

• In this age of stakeholder capitalism, we believe in providing deliciousness to the people, to society, 

and to the world in the spirit of Shoku-i Sei-shoku (Food related jobs are a sacred profession). We 

practice Bi-ken Ken-shoku (Eat wisely for beauty and health) on a global level by spreading new food 

culture through deliciousness, and we will embody Shoku-soku Se-hei and Shoku-so Isei on into the 

future.

• By pursuing the creation of food for the world, engaging in creative and unique work on a daily basis, 

and continuing to provide happiness to people around the world through food in the global sphere, we 

will embody our vision as an EARTH FOOD CREATOR, delivered through CSV management. We 

also strive to ensure that these four concepts are firmly rooted in the DNA of our employees and 

management team.
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• Having achieved our Mid-Term Business Plan 2021, we will now push forward to achieve unique 

NISSIN FOODS-style CSV management. Our strategy here is threefold.

• First, we will (1) Strengthen cash generation capabilities of our existing businesses to further drive and 

improve value in our existing businesses. This is our strategy to achieve sustainable growth while 

expanding our business portfolio.

• The next strategy is (2) EARTH FOOD CHALLENGE 2030.This is a strategy to increase our ability to 

coexist with the environment, extending the life cycle and sustaining the value of our businesses. This 

is an essential part of our corporate activities, and we will continue to address environmental issues in 

a proactive manner.

• Our third strategy is (3) Pursue new businesses, creating foods of the future that change the very way 

food is consumed.

• This explanation deals with new businesses in particular; however, our competitive advantage, in 

addition to our marketing and innovation brand power, lies in our competitiveness as a Food Tech 

Company based on the processing technologies we have developed over the years. These factors will 

support our three growth strategies.
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• This slide shows our growth targets for FY 3/2031, ten years from now. We also see here the basic 

policy behind our strategies, mainly for our existing businesses.

• Operating profit, excluding COVID-19 and other income and expenses, in our existing businesses was 

about 46 billion yen in FY 3/2021. In ten years, we are aiming for 80 billion yen, which is approximately 

double. This represents sustained growth in the mid-single digit range, with some fluctuations, as 

growth may be 3% in some years and 10% in others.

• Of our existing businesses, we believe that the largest growth will come from our overseas business. 

Our current ratio of overseas business is about 30%, and we are aiming for about 45% by FY 3/2031. 

We envision operating profit of about 35 billion yen in the overseas business, excluding other income 

and expenses. As a top company in the value-added market, our aim is for double-digit growth, i.e., an 

annual growth rate of about 10%. Our overseas business is divided into four major regions where we 

will increase both sales revenue and operating profit: the Americas, China including Hong Kong, Asia, 

and EMEA. In particular, our goal is to grow operating profit to the 10 billion yen level in each segment 

represented by the Americas, China, and Asia.

• Our strategic goal is to develop our Domestic Non-Instant Noodles Business into a second profit pillar, 

accounting for about 15% of total sales by FY 3/2031. We have six operating companies that fall 

under our current Chilled and Frozen Food Business segment and Confectionery and Beverages 

Business segment. We estimate that these businesses will also grow to a profit of about 12 billion yen 

in FY 3/2031, owing to mid-single digit profit growth.

• We are striving for our Domestic Instant Noodles Business to become a Century Brand Company, and 

we are charting a growth trajectory that outpaces the gross domestic demand level of around 2%. We 

see steady growth even in mature markets, and stable growth via all manner of technologies and 

marketing.

• By FY 3/2031, our policy is to grow our existing businesses, including Overseas, Domestic Non-

Instant Noodles, and Domestic Instant Noodles, to a scale of 80 billion yen, and as shown in the figure 

here. We will also make further progress through new businesses. This is a ten-year initiative, and 

although the quantitative impact has yet to be finalized at this point, we believe we are fully capable of 

seeing something extra type of contribution.

• Further, we have not included M&A activity in the targets I just mentioned. However, we are 

considering a net debt-to-EBITDA ratio of two times or less. We will consider a ratio of up to three 

times opportunistically when conducting M&A.

• Also, the impact of additional profits in any contingency, i.e., the impact of resilience, is not factored 

into this plan.

• We will explain the measures to achieve each of these targets the next and subsequent slides.
13



• The growth driver for our Overseas business will continue to be the global branding of CUP 

NOODLES. Today, we sell CUP NOODLES in more than 100 countries around the world, with retail 

sales of approximately 200 billion yen. Sales in Japan alone reached 100 billion yen in FY 3/2020. 

CUP NOODLES has reached the status of a global brand where we can aim beyond the billion-seller

KPI to the double-billion-dollar brand level.

• We optimize CUP NOODLES to the market environment and consumer preferences in each region. In 

this way, we establish competitive advantage for CUP NOODLES that extends to local brands in each 

region.

• For example, in EMEA, we have created a lineup of new products that offer the authentic taste of Asia 

under the concept of Authentic Asia. In North and Central America, we are shifting from products in 

the popular price range to premium products under the concept of Innovative Premium. We are 

beginning to see positive results with STIR FRY and FIRE WOK products becoming hot sellers. In 

South America, we are developing unique flavors not found in bag-type instant noodles, pursuing the 

concept of Unique and Variety. And in China and Asia, Advanced Quality is our message as we 

provide safe, secure, products with abundant ingredients and delicious quality.
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• Around the core of global branding, as I must mentioned, we intend to expand our operations in 

accordance with the competitive environment in each region and the stage of our company. To put it 

simply, we will maintain the growth momentum we built throughout Mid-Term Business Plan 2021.

• Under our mid-term business plan through FY 3/2016, we continued to make upfront investments by 

placing priority on regional expansion. Over the five years of Mid-Term Business Plan 2021, we 

achieved significant growth, mainly in terms of profits. Profits of less than 3 billion yen five years ago 

are now 15 billion yen. Profits excluding the impact of COVID-19 have exceeded 12 billion yen, and 

we have entered a high growth mode with a five-year CAGR of over 35%. Until now, the contribution 

of our Overseas business has been relatively small. However, this business will become a strong 

driver of group profit growth in the future.

• Moving forward, we will make concentrated investments in the growth areas of each geographical 

region, including investments in CUP NOODLES. 
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• This slide references our current Chilled and Frozen Foods segment and Confectionery and 

Beverages businesses segment. We have termed these our Non-Instant Noodles Business to reflect 

our strong desire to make a shift in our portfolio. In terms of profit, these businesses still represent a 

scale of about 5 billion yen overall. But, as we continue to refine our No.1 sellers in each region, we 

continue to grow profits steadily. Over the past five years, each No.1 product has grown approximately 

20%, even when excluding the impact of COVID-19. Our strategic goal is to grow the profits of these 

businesses to over 12 billion yen in FY 3/2031, developing them into a pillar that will account for about 

15% of our total profits in 10 years.
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• Our Domestic Instant Noodles Business consists of NISSIN FOOD PRODUCTS and MYOJO 

FOODS. Here, FY 3/2021 operating profit amounted to 35.1 billion yen, or 28.8 billion yen when 

excluding the impact of COVID-19. To put it simply, in the Domestic Instant Noodles Business, we will 

continue to stimulate the market as the leader, achieving steady growth in both sales and profits by 

outpacing market growth, even in a mature market with a declining population.
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• This is the NISSIN FOODS Group Environmental Strategy , EARTH FOOD CHALLENGE 2030, which 

we previously announced in 2020. The Company announced CO2 reduction targets consistent with 

the SBT, aiming for Scope 1+2 CO2 reduction targets for FY 3/2031 of 30% lower than FY 3/2019, 

and a Scope 3 target of 15% lower than FY 3/2019. As of FY 3/2019, NISSIN FOODS Group overall 

CO2 emissions amounted to approximately 410,000 tons. Were we to take no action, CO2 emissions 

will continue to increase in line with business growth. However, we intend to bolster various initiatives 

to keep emissions below 300,000 tons. In particular, we intend to take action on environmental issues 

ahead of other companies to the greatest extent possible. We have positioned environmental 

measures at a higher level as an important management issue, and we are engaging with these 

issues actively.

• The next slide and after describe our third growth strategy, Pursue New Business. This will be covered 

by our COO, Noritaka Ando. 
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• My name is Noritaka Ando, COO and president of NISSIN FOOD PRODUCTS. In today’s 

presentation, I will discuss the third component of our mid- to long-term growth strategy, Pursue New 

Businesses.
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• NISSIN FOOD PRODUCTS was founded 63 years ago in 1958. At the time, post-war food shortages 

were causing increasing health problems. Our founder, Momofuku Ando, saw hungry people standing 

in food lines, which moved him to develop a food easily accessible to everyone. This led to the 

invention of instant noodles and the beginnings of the NISSIN FOODS Group. Our world changed in 

2021. Today, advanced nations are in a time of food saturation in which excess food is thrown away. 

We are also in an era in which increase in food consumption may lead to deteriorating health. We 

must address this issue of satiety heading into the future.
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• Obesity due to excessive intake of calories has become an issue with the modern diet, at a global 

scale. It is a fact that more than 2 billion people in the world are considered overweight or obese, a 

condition that increases their health risks. It is said that economic loss due to obesity exceeds US$2 

trillion. At the same time, there is an increase in hidden malnutrition. This is when the body lacks 

necessary calories and nutrients due to inappropriate dieting. This is also a serious issue.

• For example, although reducing calorie intake by 50% might make you thinner, that also means 50% 

less of essential nutrients in your diet. It is said that the vegetable intake of women in their 20s is to be 

40% short of recommended values.
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• After turning 40 myself, I have become more concerned about my health checkup results, and I am 

taking care not to overeat. While there is a desire for people to eat whatever they want, as much as 

they want, whenever they want, given the risk of obesity and my own health exam results, I felt that I 

hadn't been able to enjoy my meals as much as I used to. Through these experiences, I came to the 

conclusion that we should create a world in which people can eat whatever they want, as much as 

they want, and whenever they want.
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• We believe food tech has two main directions to head towards. The first is Sustainability, which is 

listed at the top. The majority of the news related to food tech, including alternative meats and insects, 

fall into this category of Sustainability. Our company is no exception. We are developing cultured meat 

and steaks. The soy meat in CUP NOODLE—“Nazoniku”—is also classified as plant-based meals. 

Today, my main message to you is about Well-being. Sustainability focuses on the issues of the 

Earth’s health, the environmental impacts, and we must face these challenges from a food tech 

standpoint. Meanwhile, Well-being refers to the impact on human beings and human health. This is 

the perspective on which we should focus. We will continue to research and develop complete 

nutrition meals and personalized meals that enhance Well-being.
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• While the idea of complete nutrition meals has existed, the lack of uptake by the world is due to the 

difficulty in developing complete nutrition meals that actually taste good. Mixing in the essential 

nutrients, such as vitamins and minerals, into foods result in bitter and astringent tastes. They do not 

taste good, and they are not enjoyable. We believe the bad taste is the reason why complete nutrition 

meals have yet to be accepted. There are products on shelves across the world that are understood 

as nutritionally balanced meals. For example, existing shakes are made by adding milk or water to 

powdered nutrients. These are meal supplements, and not really meals. Further, nutrients added to 

pasta and other noodles are difficult to eat due to the bitterness and unpleasant flavors. Even further, 

most of those nutrients are lost into the water during the cooking process. Cereal bar types also exist, 

but these are more of a supplement than a meal.

• We have endeavored to convert all manner of menu items, such as meals served at company 

cafeterias, to complete nutrition meals. And we have succeeded in developing delicious complete 

nutrition meals—which had been a challenge for us—that are impossible for consumers to distinguish 

in taste from regular meals.
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• We had to overcome five main hurdles in developing delicious complete nutrition meals. The first was 

the technology to reduce salt while maintaining delicious taste. The second was the technology to 

reduce oil while maintaining delicious taste. The human tongue is designed to experience 

deliciousness when tasting salt and oil. Therefore, maintaining deliciousness with less salt and oil was 

a very high hurdle. The third was how to reduce calories while maintaining delicious taste. The fourth, 

as I previously mentioned, was how to mask harsh or bitter tastes, even as we add all of the essential 

nutrients. The fifth was how to prevent nutrient loss during cooking. By applying the instant food 

processing technology, we have developed over the past 63 years, we met all five of these 

development challenges to create a delicious complete nutrition meal.
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• At this point, I want to discuss our instant food processing technology, which we believe is our 

competitive advantage in creating delicious complete nutrition meals. The most common way to 

reduce salt is to replace sodium chloride with potassium chloride, since sodium chloride is believed to 

have adverse effects on the body. However, potassium has unpleasant tastes, making food 

unpalatable. We solved this problem by using the unique Salt Reduction Manufacturing Method  

adopted in CUP NOODLE Salt Off. To address the second problem, which is maintaining delicious 

taste with less oil, we have adopted a Mist/Air-Drying Production Method, which we have used in CUP 

NOODLE Light. This technology results in half the calories with the same delicious CUP NOODLE 

taste. For example, we utilized this technology when cooking a pork cutlet, by reproducing the fried 

pork cutlet taste without using much oil. The third technology is reducing calories while maintaining 

delicious taste. Here, we adopted our Original 3-Layer Noodle Manufacturing Method used in CUP 

NOODLE Nice and CUP NOODLE Salt Off. This method reduces calories by kneading dietary fiber 

into a part of the central layer of the noodle. Finally, we solved the problem of masking harsh and 

bitter tastes and preventing nutrient loss during cooking through the Nutrition Hold-Press Production 

Method that we use in our All-in NOODLES and All-in PASTA products. Our complete nutrition meal is 

completely different from All-in NOODLES or All-in PASTA, capable of replacing any meal. All-in 

NOODLES does not provide complete nutritional balance. So, I want you to understand that we are 

talking about a completely different product.
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• We are calling the complete nutrition meal we developed “NISSIN Delicious Complete Nutrition Meals 

Version 1.0.” This version is designed to meet daily essential nutrient requirements by providing 

between 1,650 and 3,050 calories for men, and between 1,650 and 2,350 calories for women. In other 

words, Japanese men and women between the ages of 16 and 64 can consume 1,650 calories to 

meet all of their nutrient needs. Today, we are living in an age of over-calorie consumption. Our new 

complete nutrition meals provide 500 calories per meal, and reproduces a set meal consisting of rice, 

a main dish, and a side dish. In terms of nutrients, our Complete Nutrition Meals offer all 33 nutrients 

specified by the Ministry of Health, Labor and Welfare in a well-balanced manner in one meal. We 

have adopted the Smart Meal standard for salt content, which establishes a limit of approximately 

three grams of salt per meal per 500 calories. It is very big challenge to achieve delicious tastes with 

only three grams of salt per serving. However, knowing that saltiness is a key factor in taste, we have 

reproduced delicious taste with less than three grams of salt.
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• The NISSIN Delicious Complete Nutrition Meal is a new concept that provides a balanced intake of 

PFC in line with dietary intake standards, as well as nutritional balance, even at reduced calories. One 

example is our Curry and Rice. On the left is the data for a typical curry and rice served in a 

restaurant. Calories are relatively high, at approximately 981 calories per serving. Curry roux is made 

by adding oil or butter to wheat. The roux is served over rice, which provides a high energy level of 

981 calories. Salt equivalent is also a little high at 4.6 grams per serving. You can see the PFC 

balance of protein, fat, and carbohydrates. Here, again, a lot of oil is used, which raises the fat 

content. Looking at the spider chart on the lower left, you can see that 24 of the 33 nutrients 

prescribed in the Dietary Reference Intakes for Japanese are either in excess or deficient. Nutrients 

such as dietary fiber, calcium, magnesium, vitamin B1, B2, vitamin D, and biotin are insufficient. On 

the other hand, Complete Nutrition Curry and Rice provides 47% less energy and, at only 500 

calories, tastes as good, if not better, than regular curry and rice. Complete nutrition curry and rice 

contains 2.5 grams of salt, which is a 46% reduction. The PFC balance of protein, fat, and 

carbohydrates is also perfectly balanced. The spider chart indicates that our complete nutrition product 

provides all the necessary nutrients. Since complete nutrition curry and rice contains all 33 nutrients, 

even eating this meal three times a day for 365 days will not compromise your health—all while 

controlling calories consumed. In fact, these meals will actually improve your health.

28



• This slide indicates what happens when consuming a NISSIN Delicious Complete Nutrition Meal. This 

is the data from a clinical trial we presented at the October 31, 2020, meeting of the Congress of 

Japan Mibyou Association. Weight loss was seen in 74% of male participants. About 62% of the 

participants with body fat percentage of 20% or more showed improvement. Body fat of 20% is 

generally considered to be a little overweight. BMI of 25 or higher is generally viewed as obesity level 

1. A total of 72% of participants with BMI of 25 or higher improved in our study. In addition, 76% of the 

participants with high blood pressure showed improvement. A total of 59% of male participants saw 

improved neutral fat levels as well. We achieved these results by replacing 40 of the 90 meals 

consumed at a rate of three meals per day for one month.

• In addition to these results, we conducted five other clinical trials both inside and outside the company. 

Each trial showed the same improvements in vital data.
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• This page describes the Metabolic Domino. Our understanding is that about 30% of all humans die 

from infectious diseases such as COVID-19. In other words, about 70% of human beings on earth die 

from non-infectious diseases, rather than from infectious diseases. The major causes of non-infectious 

diseases are cancer, or the factors described in the Metabolic Domino effect here. Under the 

Metabolic Domino Theory, when lifestyle habits become erratic, the first effect is obesity, leading to an 

increase in visceral fat. An increase in visceral fat results in metabolic disturbances in the kidneys and 

intestinal tract, occurring like the falling of dominoes. This, in turn, results in increased insulin 

resistance. To this point, this has been a single one-way path. Now, the path splits into three. 

Depending on one's constitution, we begin to see lifestyle-related disease symptoms such as 

postprandial hyperglycemia, hypertension, or dyslipidemia. These symptoms lead to various causes of 

death as the dominoes continue to fall.

• Our focus has been on the initial single one-way path at the head of the Metabolic Domino. In this 

path, lifestyle habits become erratic, visceral fat grows, and insulin resistance increases. We believe if 

we can prevent the dominoes from falling along this single path, we can prevent the progression of 

lifestyle-related diseases that follow. If we can leverage complete nutrition meals to stop the dominoes 

of obesity and insulin resistance from falling, we may be able to make pre-symptomatic disease 

improvements and take measures in the pre-disease phase. Version 2.0 of NISSIN Delicious 

Complete Nutrition Meals will involve work with Keio University to design complete nutrition meals 

based on molecular nutrition that prevent the first Metabolic Domino from falling.
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• These are the individuals who will provide their cooperation in this project. Dr. Kitagawa is general 

director of the Keio University Hospital. Dr. Itoh is the advocate of the Metabolic Domino concept. In 

the video we watched, you saw Dr. Kanai. These doctors are all authorities on the correlation between 

the gut and the brain, as well as experts in molecular nutrition. Including the cooperation of Dr. 

Nakagawa of the Department of Dentistry and Oral Surgery, we will continue to develop version 2.0 of 

NISSIN Delicious Complete Nutrition Meals in our efforts to approach the problem from the 

perspective of molecular nutrition.
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• We are looking at five touch points across the span of about one year in the expansion of the NISSIN 

Delicious Complete Nutrition Meals business. The first is subscription home delivery (D2C), shown at 

the upper left corner. We are also developing an intensive illness prevention program that uses an 

app. The second is to provide complete nutrition meal service at employee cafeterias and restaurants, 

shown in the upper right. Health management has been gaining greater attention over the past few 

years. We believe that it will be very meaningful for companies and for health management to provide 

complete nutrition set meals. Next, number three at the bottom left is the development of support 

programs for seniors to extend healthy life spans. Fourth is to convert instant foods such as CUP 

NOODLE, CURRY MESHI, and daily lunch boxes to complete nutrition meals, sold through retail 

outlets, convenience stores, grocery stores, drug stores, etc. These are the traditional sales channels 

of the NISSIN FOODS Group. Fifth, as indicated at the lower right corner, is the smart city concept. In 

addition to providing NISSIN Delicious Complete Nutrition Meals, we are looking into the potential of a 

smart city project in which the city is designed from the beginning with technologies that accelerate 

well-being.
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• This is an overview of our subscription home delivery (D2C) business. We are developing our own 

app, and we hope to release a beta version in the fall. Using this app, consumers will be able to have 

delicious, nutritionally balanced meals simply and easily. We are developing approximately 300 items 

for the menu, and we are considering a menu of about 20 to 30 of these items for sale when the 

service first launches. The mobile app will help consumers maintain and improve their health through 

visualized information. The app will also help users manage the improvement of their vital data after 

consuming Complete Nutrition Meals. The mobile app features an algorithm related to food, nutrition, 

and health. We are developing an analytical model for food and health and this AI algorithm in 

collaboration with Preferred Networks, a leading AI technology company. In the future, we will evolve 

this algorithm to personalize meals for individuals.
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• Next, I will discuss our employee cafeteria business. Health management has become a greater focus 

for companies over the past few years. For example, I mentioned how we replaced 40 of 90 meals in a 

month with Complete Nutrition Meals. Not only did vital data improve, but we also saw improvements 

related to presenteeism, as confirmed in our clinical test results. Improvements related to 

presenteeism result in better work productivity. This is a major benefit to companies. Further, by 

accelerating health management, we believe companies can improve employee satisfaction. During 

the first half or the second half of FY 3/2022, we plan to conduct a 100-person proof-of-concept test 

using the corporate cafeterias of Itochu Corporation and Ryobi Holdings based in Okayama, 

progressing an urban development project. After this test, our aim is to build up the business to handle 

corporate cafeterias having a 1,000-employee scale capacity.
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• This slide shows an overview of our senior business. The cycle of frailty described in the middle of the 

slide is a very serious phenomenon for seniors. As this cycle of frailty progresses, the likelihood of 

needing nursing care increases. First, there is sarcopenia, a phenomenon in which muscle mass 

decreases as we age. When muscle mass decreases, our basal metabolism decreases as well. When 

our basal metabolism decreases, energy consumption decreases. This leads to appetite decreases, 

which leads to less food intake and more loss of muscle mass. We see increasing risks of falls, 

fractures and chronic diseases, which result in the need for nursing care. This vicious cycle, typical 

among the elderly, is called the cycle of frailty.

• Complete Nutrition Meals for seniors are designed in the exact opposite of the complete nutrition 

meals I explained earlier. Seniors have a lower appetite and eat less. NISSIN Complete Nutrition 

Meals are designed to prevent the cycle of frailty by providing all the necessary nutrients and calories. 

By stopping the cycle of frailty, we believe we can extend the healthy life spans of the elderly. We are 

developing a program aimed at extending the healthy life span of the elderly. For example, we are 

looking into lunch boxes, prepared foods, and instant foods for seniors.
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• Next, I will address the retail sales business. This is the sales channel that we are currently 

developing in our Instant Noodles business. CUP NOODLE, frozen foods, and other packages foods, 

as well as boxed lunches sold in grocery stores and convenience stores, can all be converted into 

complete nutrition meals. Further, we are looking at the needs for complete nutrition meals as meal 

kits. We intend to develop these products over the course of the next year or so.
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• Now, I want to discuss the fifth touch point, which is the smart city concept. We believe smart cities 

can be designed from the start to offer an environment in which complete nutrition meals are 

accessible across all touch points. For example, smart cities can provide cafeterias, food courts, 

restaurants, supermarkets, delivery services, and other scenarios in which Complete Nutrition Meals 

can be available without a second though on the part of the consumer. In this way, smart cities will be 

more effective in enhancing well-being, and this is the type of city planning we want to be involved with 

in the future. We plan to announce partnerships for smart city concepts in stages. For example, 

beyond meals, we see the potential for more personal health tracking when consumers use clinics 

within facilities. Another example is to develop a data platform to improve health by combining meals 

and exercise programs for consumers who use in-facility gyms.
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• Here, I want to address synergies with existing businesses and our expansion overseas. We view 

food deserts as a major issue. A food desert is an area not served by nearby supermarkets, etc., and 

local residents have poor access to automobiles or public transportation. In food deserts, residents 

have an extremely difficult time in obtaining fresh foods. Many people have pointed out that a 

worsening food situation accelerates undernourishment and obesity, leading to health problems. This 

concept originated in England and has become a social issue, particularly in Western countries. We 

believe we can find a solution to this issue through Complete Nutrition Meals.

• The food desert situation in the U.S. is attracting greater attention, particularly in the South Central 

area. This is an area with no local large supermarkets. Fresh food is difficult to come by, and people 

eat mostly processed foods, leading to unbalanced nutrition. But calories are available, even in this 

environment, which results in excessive calories. Unbalanced nutrition causes obesity and other 

conditions, raising the risk of lifestyle-related diseases. Even more, the disparities in the availability of 

health insurance are on a level we in Japan wouldn’t think of. The ill cannot go for medical checkups 

at hospitals and the mortality rate is only rising. On the other hand, CUP NOODLES and TOP RAMEN 

are within the reach of billions of people every year. If we make these products into Complete Nutrition 

Meals, consumers will have access to a new channel for complete nutrition. As this concept gains 

traction, we expect to find solutions to the world’s food desert problem and other global issues.
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• Naturally, we will also look outside our own core technologies to open innovation for technologies we 

lack. We will also explore a variety of technologies related to health measuring, health data, and 

advanced materials. We are receiving advice from Scrum Ventures and UC Berkeley in this regard.
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• As an example of open innovation, we are working with CRAIF, who has developed a microchip for 

the early detection of cancer in microRNA from urine. We plan to collaborate with CRAIF to 

accumulate health data using this microRNA. Our aim here is to utilize microRNA to develop new 

analytical methods for pre-disease measures related to the early detection of lifestyle-related 

diseases.
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• Our first task is to popularize the concept of Delicious Complete Nutrition Meals. The second is to offer 

complete nutrition meals personalized for the individual.
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• The photo you see here is of Dr. Yuji Matsuzawa, professor emeritus of Osaka University. He raised 

awareness of the concept of metabolic syndrome in Japan between 2005 and 2006. In his words, 

“Japan is within reach of regaining its health. Raising an awareness of health among patients with 

metabolic syndrome is a good start toward preventive medicine, which has yet to be achieved on this 

planet.” In other words, no nation on earth has established preventive medicine yet.
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• To make Japan a nation of preventive medicine, we propose the tag line, “#Japan as a nation on the 

cutting edge of preventive medicine.” In this way, we hope to bring higher visibility to our Complete 

Nutrition Meal Project. Many nutritional supplements are available on the market. But no product can 

transform the food we eat on a daily basis into a complete nutritional meal. Developing pre-

symptomatic disease measures targeting people who are not yet sick, people who are currently 

healthy, and those in good health is a new concept that we hope to explore more in the future.

• We plan to collaborate on projects with Preferred Networks, an expert in AI technology, the Keio 

University School of Medicine, and other partners who will be part of the smart city plans we will 

announce in the future.
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• We plan to invest between 5% and 10% of our existing business core operating profit in new 

businesses. For example, during FY 3/2022, our investment range will be between roughly 2.5 billion 

yen and 4.5 billion yen. We have looked into examples of new business investment at other 

companies, determining that the standard is between 5% and 10%. For IT companies, the standard is 

around 20%. Therefore, we intend to engage in consistent investment at a level not be overly 

burdensome for a food manufacturer. First, we will spend three to five years to popularize the concept 

of Complete Nutrition Meals to the world. At the same time, we will take about five years to evolve our 

AI algorithm. Beyond that, we will endeavor to build a platform for food and personal health data. We 

will incorporate food personalization within this platform over the course of about 10 years.
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• This concludes my presentation about our new businesses. Our new businesses will communicate the 

message that we are a FUTURE FOOD CREATOR, leading world food culture through creativity and 

technology.

• That is all for my part of the presentation. Next, Yukio Yokoyama, our new CSO this fiscal year, will 

address our mid-to Long-term management strategy and FY 3/2022 management policies.
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• My name is Yukio Yokoyama. I have been serving as CSO since April 1 of this year. 

• These figures confirm the numerical targets in our mid- to long-term growth strategy. As explained 

earlier by our CEO, Mr. Ando, driving sustainable growth over the medium to long term through core 

profit in the mid-single digits in our existing businesses is the central them of our economic growth.
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• To measure sustainable growth, we have adopted a new non-GAAP indicator.

• First, we calculate core operating profit by deducting other income and expenses as non-recurring 

income from operating profit based on IFRS.

• Next, we deduct the impact of exchange rate fluctuations to measure growth on a local currency basis.

• As explained earlier by Mr. Noritaka Ando, our COO, we intend to invest an aggressive 5% to 10% in 

New Businesses. Therefore, to clearly separate and manage progress in these investments from the 

performance of existing businesses, which represent the foundation of the same, we defined core 

operating profit of existing businesses on a constant currency basis, calculated by deducting profit or 

loss from new businesses. Our policy here is to generate growth for this figure in the mid-single digits.

• Although new businesses will continue to undergo a period of up-front investment over the medium 

term, we will determine a balance between earnings and potential by pivoting constantly, positioning 

these businesses as long-term initiatives in driving overall growth.
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• Slide 50 shows an overall picture of our medium- to long-term economic value targets, or financial 

targets, including the profit growth potential indicator I just discussed.

• We will support profit growth potential through ROE targets for efficient use of capital and interest-

bearing debt levels that ensure stability. In this way, we embody our commitment to stable 

shareholder returns.

• We have never reduced our level of dividend payments in the past. Now, we have adopted a formal 

progressive dividend policy, which is essentially the policy we have followed to date.

• Under this policy, we will increase dividends in a flexible manner, targeting a payout ratio of 

approximately 40%, which was the average payout ratio during the previous mid-term management 

plan. At the same time, we will be opportunistic in conducting share buybacks in consideration of 

market conditions.

• In line with achieving the 1 trillion yen market capitalization target set in the previous mid-term 

management plan, our five-year TSR was approximately 165%. This result was more than 1.6 times 

higher than TOPIX food products, and we have adopted a relative TSR to continue in our commitment 

related to value in capital markets.

• Our policy is to pursue environmental value, mainly through EARTH FOOD CHALLENGE 2030, while 

also pursuing social value in our existing and new businesses. As we achieve these non-financial 

targets, we will also engage in NISSIN CSV management as part of this policy.

• The preceding has been our presentation related to our mid- to long-term growth strategy.
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• I (CFO Yokoyama) will continue with an explanation of our management policy and full-year 

consolidated earnings forecast for FY 3/2022.
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• Our FY 3/2022 concept is Make a Fresh Start.

• We will make a fresh start in FY 3/2022 as the first year of our new mid- to long-term growth strategy. 

We intend to start quickly through three growth strategies, organizational reforms, and human 

resource reforms.
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• As explained at the beginning of our presentation regarding FY 3/2021 financial results, FY 3/2021 

was a year impacted heavily by COVID-19 and other income and expense recorded in conjunction 

with making KOIKE-YA a consolidated subsidiary. Operating profit amounted to 55.5 billion yen, 

including all of these factors.

• If we subtract 4.9 billion yen of other income and expense included in the KOIKE-YA business 

combination and 10.5 billion yen in impact from COVID-19 from this 55.5 billion yen in operating profit, 

and then adjust by new business investment of 1.8 billion yen, we arrive at 41.9 billion yen in core 

operating profit from existing businesses, as explained earlier.

• We intend to reboot our profit and loss measurement based on this indicator, aiming to make a fresh 

start in achieving core operating profit from existing businesses 47 billion yen, which represents 

double-digit growth. From there, we plan to achieve growth in the mid-single digits over the medium to 

long term.

• As explained earlier, we plan to invest between 5% and 10% of core operating profit from existing 

businesses into new businesses.
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• Slide 52 shows the assumptions underlying our earnings forecasts, including the non-GAAP indicator 

that is core operating profit from existing businesses.

• In conjunction with these forecasts, we plan to establish a new segment for IR purposes called New 

Businesses, beginning with FY 3/2022 financial results forecasts.

• With KOIKE-YA becoming a consolidated subsidiary, we will move the Beverage Business, formerly 

under the Confectionery and Beverages Business, to the Chilled and Frozen Food Business, making 

the Confectionery Business its own segment for disclosure. In this way, we believe we will strengthen 

the group synergies of our confectionery business.
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• Slide 53 shows our full-year consolidated earnings forecast.

• For FY 3/2022, we forecast revenue 540 billion yen, a double-digit increase of about 35 billion yen, or 

about 50 billion yen excluding the impact of COVID-19. We also forecast core operating profit from 

existing businesses to be 47 billion yen, based on the concept we introduced earlier.

• Our policy is to achieve this level of profit for existing businesses. For new businesses, we will make 

up-front investments within a range of 5% to 10% of core operating profit from existing businesses to 

drive growth over the long term, rather than focusing on short-term profits. As we repeatedly pivot and 

continue to expand, we will deduct between 5% to 10% of core operating profit from existing 

businesses to calculate profit forecasts of operating profit across a range as indicated below. We plan 

to continue providing financial results forecasts in this manner for the time being.
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• Slide 54 shows our forecasts by segment.

• We forecast an increase in revenue across all segments, except for Domestic and others, which will 

be affected negatively by the impact of COVID-19 on the CUPNOODLES MUSEUM, etc.

• In principle, we forecast an increase in profits across all segments based on our figures after 

deducting the impact of COVID-19 during FY 3/2021. This is in line with the level of medium- to long-

term growth potential we refer to in our Growth Strategy 2030.
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• Slide 55 shows our financial and capital policies for FY 3/2022.

• We expect to generate approximately 55 billion yen in operating cash flow for the current fiscal year. 

After taking into account the proceeds from the sale of our strategic shareholdings, we intend to use 

these funds as a source for shareholder returns, capital investment, and business investment. We will 

use cash on hand, additional sales of strategic shareholdings, and other financing as necessary, 

depending on the capital investment and business investment projects in question.

• As a measure for shareholder returns, we plan to increase regular dividends by 10 yen compared to 

the previous year, resulting in an annual dividend of 120 yen per share and demonstrating our 

approach basic approach to progressive dividends. In addition, we plant to pay an interim dividend of 

10 yen per share as a commemorative dividend celebrating the 50th anniversary of CUP NOODLE. 

The total dividend will be 130 yen per share, and we expect the dividend payout ratio to be between 

41% to 44%.

• Another measure to return profits to shareholders is the share buyback program. Here, we have 

resolved to conduct 12 billion yen in share buybacks during FY 3/2022. We plan to purchase the entire 

amount in the market.

• Regarding our scaling down of strategic shareholdings, we have already achieved the plan described 

in our FY 3/2021 corporate governance report, which stated that we intended to reduce our 

shareholdings by an equivalent of 20% compared to FY 3/2020 over a period of two to three years. At 

the board of directors meeting held in April, we passed a new resolution to sell an additional 10 billion 

yen over the next two years, continuing to reduce the volume of shareholdings.

• This concludes our presentation for this financial results briefing.
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