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Presentation 

 

Moderator: Good afternoon. Thank you very much for joining us today for the Q1 financial results briefing for 
the fiscal year ending December 2022 of Sapporo Holdings Limited. We will start the meeting now. 

Managing Director, Yoshitada Matsude is present today. Please have at hand the summary of financial results, 
supplementary information to the financial results, and presentation material. 

Mr. Matsude will begin with an overview of the first quarter financial results for approximately 30 minutes 
based on the PowerPoint presentation material, followed by a question-and-answer session. The entire 
meeting is scheduled to last approximately one hour. 

We will now begin the conference call. 

I will hand over to Mr. Matsude. Thank you. 

 

Matsude: My name is Matsude from Sapporo Holdings. Thank you. Thank you very much for joining us today. 

I will now explain the financial results of Sapporo Holdings for the first quarter of FY2022 based on the 
materials. 

Please refer to page four of the PowerPoint presentation material. 

Here you see the financial highlights of the first quarter. 

Revenue was JPY93.2 billion, up JPY3.4 billion or 4% from the same period of the previous year. Amid a gradual 
recovery in demand for restaurant business, domestic RTD and overseas alcoholic beverages contributed to 
steady growth. 
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Core operating loss was JPY6.4 billion, a JPY0.5 billion improvement from the previous year. In addition to the 
effect of increased revenue, the effect of structural reforms in the restaurant business also contributed. 

Operating loss was JPY4.5 billion, an improvement of JPY1.7 billion from the previous year. In addition to the 
effect of improved core operating profit, gain on sales of fixed assets, etc. have been added. 

The net loss was JPY4 billion, an improvement of JPY1.2 billion. 

This is the summary. 

In comparison with the Company plan, our profit plan is on par with the plan. 

 

Next, I will explain the factors behind the increase and decrease in revenue. 

Please refer to page five. 

The decrease in real estate revenue was offset by the alcoholic beverages business, resulting in a JPY3.4 billion 
increase in revenue. 

Domestic alcoholic beverages sales increased by JPY1.5 billion. First, I would like to report on beer sales 
volume. In the first quarter, while total demand was roughly on par with the previous quarter, our sales 
volume was down 2% from the previous year. Sales of beer were up 0.4%, and sales of new genres were down 
5%, resulting in a slight decrease in revenue. 

Beer keg shipments were up 6% in the first quarter compared to the previous quarter. Compared to the 2019 
result, we are at a level of over 40%, but the situation is gradually recovering with over 50% in March and over 
60% in April. 

As for the contents of the revenue increase, RTD spirits and other products increased by JPY1.2 billion. As for 
RTDs, strong sales of Koime no lemon sours, which have been strong since last year, contributed to the strong 
performance. In addition, exports, especially to Europe and South Korea, grew, resulting in a JPY400 million 
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increase in revenue. 

Overseas sales of alcoholic beverages contributed to a revenue increase of JPY1.9 billion. Foreign exchange 
effects accounted for JPY1 billion of this amount. The increase in local-currency-denominated sales in Canada 
and the US was JPY0.1 billion and JPY0.8 billion, respectively. The increase in sales volume of the Sapporo 
brand in the US contributed significantly to the increase. 

As you are aware, the restaurant sales increased by JPY500 million, due in part to the relaxation of action 
regulations from the previous year. 

In the food and soft drinks business, the negative impact of domestic food and beverage sales was offset by 
an increase in overseas beverage sales, resulting in a JPY0.1 billion increase in revenue. 

The real estate business saw a JPY700 million decrease in revenue, of which JPY400 million was due to the 
sale of properties last year. In addition, there was an impact of renovation work on the Yebisu Garden Place 
commercial building. 

 

Next, I will explain the analysis of core operating profit. 

Please refer to page six. 

Core operating loss improved by JPY0.5 billion, as the decrease in the real estate business was offset by the 
effect of structural reforms in the restaurant business, in addition to the effect of increased revenue from the 
domestic and overseas alcoholic beverage businesses. 

The domestic alcoholic beverages business improved by JPY200 million. The increase in fixed costs, such as 
up-front investment in sales promotion expenses and an increase in depreciation associated with the 
conversion of the Sendai plant to RTD, was offset by the effect of increased sales of RTD and improved 
marginal profit of beer. As for marginal profit of beer and other products, lower volume and product mix had 
a negative impact of JPY0.4 billion. Conversely, variable costs had a positive impact of JPY0.9 billion. Of which, 
higher cost of sales had a negative impact of JPY150 million, and the positive impact was due to a decrease in 
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rebates and a reduction in disposal. 

In the overseas alcoholic beverages business, there was a JPY200 million increase in income due to the effect 
of increased sales. The worsening cost of sales was offset by the price increases. 

The restaurant business has contributed to an increase of JPY0.8 billion, thanks to higher sales and the effects 
of structural reforms. In total, operating profit of the alcoholic beverages business improved by JPY1.1 billion. 

In the food and soft drinks business, overseas and domestic subsidiaries covered the negative impact of the 
domestic food and soft drinks business, resulting in a JPY0.1 billion improvement. Of the negative JPY0.3 
billion in domestic food and soft drinks, JPY0.6 billion was due to an increase in variable costs. Of this amount, 
the cost of goods sold had a negative impact of JPY200 million. 

Fixed costs, etc. had a positive impact of JPY400 million due to a reduction in vending machine costs, which 
was offset by a decrease in sales volume, mainly from vending machines. 

In the real estate business, in addition to the impact from the sale of properties in the previous year, there 
was a decrease in rent due to the partial renovation of Yebisu Garden Place, as mentioned earlier, and an 
increase in primary costs, resulting in a JPY600 million decrease in profit. 

 

I would like to continue with supplementary information for each business, focusing in particular on the 
progress of growth strategies and structural reforms. 

The first is the domestic alcoholic beverages business. Please refer to page seven. 

Our growth strategy is to strengthen our canned beer. 

For the first quarter, canned beer was down 2% to 3% YoY due to the impact of a temporary shift of customers 
to new products of other companies. We will continue to strengthen our standard brands and propose 
derivative and limited-edition products to achieve the plan for canned beer as a whole. 
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The can of Black Label was renewed in March, and even after the renewal, the total sales for the months of 
March and April were over the previous year's level. 

In addition, RTD sales remained strong, up 13% from the previous year. 

As for structural reforms, we are promoting productivity improvement by converting the Sendai Plant to RTD. 

This year, we expect an increase in depreciation burden of about JPY1.5 billion. However, we expect that this 
burden will be eliminated in the following year and that the effect of increased productivity will be JPY1.0 
billion or more. We are pleased to report that we are making good progress toward the start of operations 
next October. 

As already announced, we have decided to raise the prices of some wine, shochu, and spirits products. The 
internal impact of the July implementation on the full year result is expected to be about JPY150 million. 

 

Next is the overseas alcoholic beverages business. Please refer to page eight. 

Regarding overseas, I would like to include an explanation of market conditions in Canada and the US. 

First, Canada. 

We estimate that total demand in Canada declined by about 8% YoY in the first quarter. Under these 
circumstances, our sales volume dropped only 3%. Net sales increased due in part to the effect of price hikes. 

As for the premiumization of beer and improvement of the beer mix, which was set forth in the growth 
strategy, sales in the premium zone exceeded the previous year's level, and RTD sales remained steady. As for 
total demand in Canada, it bottomed out in January and is gradually recovering. 

Next is the United States. 

Total demand in the US is estimated to have declined 3% YoY in the first quarter. Amid this situation, we were 
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able to significantly increase the sales volume of the Sapporo brand by 57% over the previous year. 

In addition to a recovery in the commercial market, expansion in the home-use market also made a significant 
contribution. In North America, we believe we are responding flexibly to soaring raw material and logistics 
costs through our pricing policy. 

 

Next, let’s look at the restaurant business. Please refer to page nine. 

In the restaurant business, we continue to promote structural reforms. As I mentioned earlier, revenue 
increased by JPY500 million compared to the previous fiscal year. 

Compared to 2019, revenue in March was over 40% of the 2019 level, and in April it recovered to just under 
60%. This figure includes the impact of closing loss-making stores, which accounted for about 20% of the total, 
implemented as part of structural reforms. Excluding those stores, revenue on a like-for-like basis has 
recovered to about 70% of the 2019 level.  
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Next, let’s look at the food and soft drinks business. Please turn to page 10. 

The expansion of lemon-based products sales, which is part of our growth strategy, continues to be strong. In 
the first quarter, lemon beverages in particular led the way, growing 5% over the previous quarter. 

With regard to structural reforms, we are making steady progress with the strategic measures we announced 
at the beginning of the year, and the transfer of Café de Crié shares was completed in April. As for CAFÉ de 
CRIÉ, last year's results showed sales of approximately JPY7 billion and a core operating loss of JPY800 million. 
We have also completed the sale of the land for the reorganization of the production sites of Shinsyuichi Miso 
Co., Ltd. 

In terms of the restructuring of our vending subsidiary, Public Vending Service, Ltd. is scheduled to be 
liquidated in June as planned. In the previous fiscal year, Public Vending Services reported sales of JPY3.0 
billion and an operating loss of JPY0.7 billion. 

In the food and soft drinks business, we have decided to raise the price of lemon food products as a response 
to the high cost of sales. We estimate that the impact of this revision during the year will be a positive JPY200 
million, since the revision is effective from August 1. We expect the full-year amount to be around JPY700 
million. 
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Next, let’s look at the real estate business. Please refer to page 11. 

As for our growth strategy, we are currently promoting the renewal of the commercial area to enhance the 
value of Yebisu Garden Place. There are four floors, one of which, the second basement floor, opened on April 
15. This is a merchandising area, mainly for groceries, and we call it Foodies' Garden. This got off to a good 
start. 

The rental income from the new tenants will be posted from the second quarter onward. 

The remaining areas are under renovation at this time but are being prepared for a November opening. 
Leasing is also almost in sight. 

Please refer to the following pages later. 

I would like to add a few points. 

First, I would like to discuss the outlook for the full year. There is no material for this. 

No change has been made to the full-year forecast. However, the current risk of cost escalation is even greater 
than we had assumed at the beginning of the year. 

Specifically, at the beginning of the year, we estimated the impact of the high cost of sales to be JPY3.0 billion, 
but we now expect it to be JPY4.8 billion. 

Of the JPY1.8 billion increase, JPY1 billion is assumed to be for Japan and JPY0.8 billion for the rest of the 
world. We will basically respond to the risk of worsening profitability by adopting a pricing policy for overseas 
operations, and we will also try to recover by reducing overall costs and freezing risk-response expenses, 
which were set aside at the beginning of the year. 
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I would like to report on a few topics. 

On page 16, you will find Group topics on the promotion of DX. 

One of our strategies is to actively promote DX, and this page shows how we have begun to expand customer 
contact points, expand existing and new businesses, and reform the way we work. 

 

Page 18, the first page of the reference material, contains updated information on the first quarter of the year 
in terms of sustainability management initiatives. 
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We have shifted the entire electricity used for Yebisu Garden Place to renewable energy from April 1st. In 
addition, we started a cooperative transport with Nisshin Food Products Co., Ltd. on March 2nd. Furthermore, 
Sapporo Breweries Limited and Sapporo Holdings have been certified as a 2022 Health & Productivity 
Management Outstanding Organization for the sixth year in a row. 

That is all from me. 
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Question & Answer 

 

Moderator [M]: Thank you. We will now begin the question-and-answer session. 

When it is your turn and the moderator calls your name, please mention your company name and your name, 
followed by your question. 

Please ask them in a question-and-answer format. 

In order to answer questions from as many people as possible, please limit the number of questions to two 
per person. 

Mr. Saji of Mizuho Securities, please. 

Saji [Q]: Thank you very much. I have two questions. First, I would like to ask about the domestic market for 
beer. 

You mentioned that beer, happoshu, and new genre products as a whole grew by about 6% in April. In 
particular, you mentioned that the contribution of beer to the commercial use was very significant, with an 
increase of about 15%. 

Until March, I think you have had difficulties due to new products from other companies. I would like to know 
about whether the trend after this April is sustainable, including restaurant business subsidiaries. That’s my 
first question. Thanks. 

Matsude [A]: Thank you very much. 

Regarding the beer market, our company's sales volume was 106%, and we believe that total demand was 
probably on par with the previous year. 

As for the trend, there have certainly been some changes from the trend up to March in numerical terms. 

One trend is that some customers are shifting from new genre products to beer or RTDs. In addition, there 
has been a shift from RTD to the beer category, and I have the impression that beer drinkers in particular are 
becoming more diverse. 

Therefore, while we will maintain our standard products as standard products, one of our future issues will 
be how to capture the so-called migrating customers. We are also considering proposing derivative products 
and limited-edition products, which are also desired by our customers. 

As for the situation in the commercial sector, the market bottomed out in February and gradually recovered 
in March, April, and early May after the Golden Week holidays. 

We had estimated at the beginning of the year that the commercial sector recovery would be about 70% or 
more of the 2019 level. 

However, as you know, prices of various items have been raised. Also, taking into account the rather negative 
impact on consumption due to the psychological impact of the spread of the coronavirus infection and other 
factors, I see a strong possibility that the trend will hit the ceiling at some point this year. 

However, we believe that we have a high degree of certainty that Sapporo Lion, our restaurant business, will 
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be able to achieve the goal set at the beginning of the year, because we have incorporated a certain degree 
of risk. 

That’s all from me. 

Saji [Q]: Thank you very much. Understood. Second, I would like to ask about the price increase. 

Yesterday, Kirin commented that they had decided to raise prices on beer, and that details would be provided 
later. You mentioned that your company will be able to absorb the additional JPY1 billion cost increase in 
Japan. Does this mean that if other companies raise their prices, you will not follow suit, or will you consider 
it?  

If a price increase is to be announced, there are many cases in other categories that lower-end manufacturers 
announce their price increases a few months later. How are you thinking about it? That’s all from me. 

Matsude [A]: Thank you. 

As I recall, we received a similar question at the briefing at the beginning of the year, and as Mr. Nose, 
president of Brewery Company, has already answered, we believe that the current cost increase in raw 
materials is an extremely important management issue. 

Therefore, we are still considering the pricing policy, but no decision has been made at this point, so we would 
like to refrain from giving you any more information. 

Saji [Q]: I see. Can I understand that if Kirin announces the details, you will think about it, including following 
suit? 

Matsude [A]: I cannot comment further. We leave it to your guess. 

Saji [M]: Understood. Then, I will guess. Thank you very much. 

Moderator [M]: Thank you. 

Now, let’s move on to the next person. Mr. Sumoge from Okasan Securities, please. 

Sumoge [Q]: Okasan Securities, Sumoge. Thank you. 

First of all, you mentioned at the beginning that core operating profit was in line with the plan, but I would 
like to ask you about the progress of profit by segment. 

For example, I think that the beer is cost-controlled, and profits are in line with the plan, but the first quarter 
sales themselves probably weren't that strong, partly due to the increase in [inaudible]. 

On the other hand, you mentioned that the second quarter is pretty much recovering. I would like to ask how 
the first quarter is going against this plan. Along with that, I would also like to ask if you can catch up on that 
from the second quarter. 

Matsude [M]: First of all, you are talking about the status of each segment in comparison with the plan for 
the first quarter, right? 

Sumoge [M]: Yes. 

Matsude [A]: Revenue from domestic alcoholic beverages was down nearly 10%. This was because we had 
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expected the recovery in the commercial sector slightly stronger. However, core operating profit was almost 
in line with the plan, with an increase of JPY100 million compared to the plan. The impact of sales that fell 
short of the plan was offset by cost control. 

In addition, revenue in the food and soft drinks business was lower than the plan by a few percentage points. 
However, this shortage is not that big, and core operating profit was slightly behind against the plan. Does 
that answer you? 

Sumoge [Q]: So, you say that the real estate and restaurant businesses are generally as planned? 

Matsude [A]: I'm sorry, regarding overseas, profit was slightly higher than the plan. The real estate business 
is totally in line with the plan. 

Sumoge [Q]: I understand. You are newly planning that the cost will be JPY1.8 billion higher than the initial 
plan, but I think it can be generally offset by the risk response costs in each category. Can I understand that 
the cost won’t deteriorate compared to the plan?  

Matsude [A]: Yes, that's right. Thank you very much. 

Since the beginning of the year, we have set aside JPY700 million for company-wide reserve funds and JPY1.5 
billion for domestic alcoholic beverages, so if there is no significant downturn in the restaurant business, this 
JPY700 million can be used to offset cost increases, and a cost increase in the domestic alcoholic beverages 
business can also be offset by the reserve funds. 

Sumoge [Q]: Understood. One more point, I'm sorry, it may be difficult to answer, but I would also like to ask 
about the price increase. 

You mentioned that you are considering this, but if your company were to raise the price of beer in the same 
manner as your competitors, it would be quite profitable. In your group, beer makes up a larger percentage 
of total sales than that of your competitors, so it would generate profit. 

It may be a little difficult to answer this question, but I think that more than cost push will probably come out 
as profit, so I would be grateful if you could give me any hints. It could be how it will be used, future investment 
ideas, or even a sense of direction. 

Matsude [A]: It is very difficult for me to answer, but I cannot say that I will not answer. 

In general terms, a price increase is likely to have a positive impact. The difference between the increase in 
raw material prices and price increase, the impact on total demand, which makes a rather negative 
contribution, and consumer sentiment. We believe that pricing policies should be considered in light of these 
factors. 

I guess what you want to ask is what impact there would be if we raise the price as announced by Asahi, but 
I would like to refrain from answering it at this time. 

Sumoge [Q]: As just mentioned, if the price increase is in response to cost push, you don't have to raise the 
price so much. If you are to raise prices in the same manner as competitors, it would be quite profitable. Could 
you tell us your current thinking about this? 

Matsude [A]: This is still in the realm of speculation, so please understand that I cannot say anything about it. 

Sumoge [M]: I understand. 
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Matsude [M]: I'm sorry. 

Sumoge [M]: I’m sorry. Thank you. 

Matsude [M]: Thank you very much. 

Moderator [M]: Thank you. 

Mr. Fujiwara from Nomura Securities, please. 

Fujiwara [M]: Thank you very much. I'm Fujiwara from Nomura Securities.  

Matsude [M]: Thank you very much.  

Fujiwara [Q]: I have two questions. The impact of the raw materials prices has gone up from JPY3 billion to 
JPY4.8 billion, by about JPY1.8 billion, with JPY1 billion in Japan and JPY0.8 billion overseas. I would like to 
know which products or areas this is related to. 

Also, what image for the cost do you have for the next fiscal year? For example, you are keeping a close eye 
on the aluminum market or any other areas. I would appreciate it if you could tell me which market your 
company is monitoring. This is the first question. 

Secondly, you mentioned that in Canada, the market demand has declined by 8%, but the sales volume for 
your company has declined only 3%, which I think is a very good situation. Please tell us the background. 

Matsude [A]: First of all, regarding the cost of raw materials, at the beginning of the year, we could see what 
would go up to some extent, but regarding the additional JPY1.8 billion is due to price hikes of a lot of things. 

In particular, beer companies will suffer a major impact on imported malt and barley, as well as materials such 
as cans and cardboard, including drinking water. The food and soft drinks business are seeing price hikes of 
coffee, sugar, and other items. In addition, energy prices are also gradually rising. This again affects logistics 
costs, and so on. 

As for the domestic market, I see the impact of malt as being particularly significant. This includes what we 
have seen since the beginning of the year. As for the future, we need to watch the aluminum market, which 
is currently in a rather volatile and upward trend. 

As for energy trends, we should monitor the price of crude oil. 

We are not importing malt from Russia or Ukraine, but since Ukraine is a major producer of wheat, we are 
watching the situation in Ukraine closely as it may have a significant impact on the production of beer barley. 

Furthermore, the exchange rate. The yen is weakening against the US dollar due to the interest rate 
differential with the US, and we must keep a close eye on where this will settle. 

Fujiwara [Q]: I believe, if we consider the issue of the length of contracts between domestic and overseas 
suppliers, there is a practice in Japan to contract suppliers for longer periods of time. Is there any difference 
between domestic and overseas, for example, there is a bit more risk domestic, to consider for next year? 

Matsude [A]: I can't say for sure since we are just now watching the trends for next year, but I think there is 
a risk in both cases. 

However, in terms of countermeasures, as you know, overseas, there is more room than in Japan to pass on 
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price increases in raw material costs to unit selling prices. 

Fujiwara [M]: I understand. Then, can you please tell us about Canada? 

Matsude [A]: I think I should talk a little bit about the movement of aggregate demand. 

From January to March, it was 85% in January, a 15% decrease from the previous year. As you may recall, the 
Canadian government imposed some pretty tight restrictions on activity in January as a result of the Omicron 
strain infestation. This seems to have depressed consumption all at once. Subsequently, in February and 
March, the demand recovered to 93% and 96%, respectively. 

The impact of the behavioral restrictions is stronger for commercial use than for residential use. Since 95% of 
our sales are to households, we believe that this has had less of an impact and that the various comparative 
developments have prevented a downward swing. 

Fujiwara [Q]: Then, I am wondering if the market will naturally calm down to some extent, but is it safe to 
assume that this tendency to outperform will continue? Can you outperform this trend? For example, if you 
consider the demand for home use. 

Matsude [A]: Our business plan is more focused on improving our portfolio based on the market wave rather 
than on outperforming. In other words, the premium will be strengthened. 

Fujiwara [Q]: You mean to be sure of the contents rather than the quantity. 

Matsude [A]: Yes, yes. 

Fujiwara [M]: I understand. Thank you very much. 

Matsude [M]: Thank you very much. 

Moderator [M]: Thank you. 

There are still a few minutes left, but it seems there are no more questions, so we will now conclude this 
question-and-answer session.  

In closing, Mr. Matsude will give a few words.  

Matsude [M]: Thank you for taking time out of your busy schedule to join us today. 

The financial results for the first quarter are in the red, and we intend to strengthen our operations so that 
we can produce even better financial results in the future. I would appreciate your continued advice.  

Thank you very much. 

Moderator [M]: Now we would like to conclude the conference call. 

Thank you very much for joining us today. Thank you for your continued support.  

[END]  


