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Presentation 

 

Oga: I would like to give a summary. See page four of the PowerPoint presentation. 

In FY2024, revenue increased where the Japanese alcoholic beverages and real estate businesses led the 
overall increase, and core operating profit exceeding JPY20 billion for the first time since 2016. However, 
operating profit and profit attributable to owners of parent decreased due to the goodwill impairment of 
Stone. 

In terms of capital efficiency, the Company continued to promote balance sheet reforms, including the sale 
of cross-shareholdings. Based on the continuation of stable dividends and profit growth excluding temporary 
special factors, we plan to increase the annual dividend for the second consecutive year to JPY52 per share. 

As for our plan for FY2025, we will work to achieve further growth in areas where we have strengths, centering 
on domestic beer. With plans to increase sales and profits, we intend to promote structural reforms in the US 
business in overseas alcoholic beverages segment, while strengthening domestic beer. 

We also plan to continue working on balance sheet reform. The table shows that we plan to increase the 
annual dividend for the third consecutive year to JPY60. 
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This is the second year of the medium-term management plan that started from 2023, and although ROE 
temporarily declined, core operating profit has steadily increasing, and we believe that achieving the target 
ROE of 8% by 2026 is entirely feasible. In 2025, we would like to aim for further profit growth in areas where 
we have strengths. 
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We have divided the medium-term management plan into two categories: those to be strengthened and 
grown, and those to be restructured and reorganized.  

For the areas to be strengthened and grown, we will further strengthen beer and improve RTD and production 
efficiency. We would like to continue to achieve further growth in the form of growth of Sapporo Premium 
Beer in overseas alcoholic beverages. 

As for structural reforms and business reorganization, we were initially aiming for 2024, and things were 
progressing smoothly. However, as mentioned earlier, there was an impairment loss on Stone, which we now 
recognize as a new challenge. We will push forward with further structural reforms with the aim of turning 
EBITDA positive during the current medium-term management plan. 
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Matsude: 

Revenues increased by 2% and core operating profit increased by 41%. On the other hand, operating profit 
and below decreased due to the significant negative impact of other operating expenses. 
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As we disclosed on January 30, the recording of impairment losses on our US operations had a major impact. 
With regard to the impairment loss on the US business, Stone Brewing, which was acquired in August 2022, 
successfully established a local production and sales structure for the Sapporo brand, but has also faced 
challenges beyond our expectations, resulting in a significant deterioration in profitability compared to the 
plan at the time of the acquisition. 

First of all, in terms of achievements, in the growth of the Sapporo brand, volume grew by 16%. We have also 
been able to realize cost synergies through improvements of logistics and fixed cost reductions. 

In terms of issues or deviation from expectations, the first is a decrease in volume of Stone brand due to the 
long-term deterioration of the craft beer market, and the second is an increase in raw material and labor costs 
due to cost inflation and higher integration costs for production and logistics in the US. These factors have 
had a significant impact and have made short-term improvements difficult, resulting in the recording of  
impairment loss. 

As for future measures, we are working on structural reforms in the US as well as implementing changes and 
renewal of the management structure overseeing our overseas business from Japan, to improve the 
profitability of our US business as a matter of urgency. 
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First, in the US, we are optimizing operating rates at our East and West production bases, and replacing SKUs, 
to concentrate on Stone's core brands and shift toward to the Sapporo brand. In addition to cost structure 
reforms such as optimization of production and logistics systems, we are also working to further strengthen 
and grow the Sapporo brand. 
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Moreover, we have made major changes to the management structure of our overseas business since January 
of this year. 

Specifically, we have made the overseas business independent from the decision-making process of the 
alcoholic beverages and soft drink businesses, and have shifted to a management structure led with personnel 
with extensive experience in overseas business. The top management of overseas operations has also been 
changed to further strengthen the structure, and we intend to continuously reinforce our overseas 
management human resources, including through external recruitment as appropriate. 

Based on the above, we aim to achieve EBITDA profitability by 2026. 
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First, the reasons for changes in sales revenue. 

Revenue increased in the alcoholic beverages and real estate businesses. Japan alcoholic beverages sales 
increased by JPY4.7 billion, with sales of beer increased by JPY8.1 billion, offsetting a JPY5.8 billion decrease 
in sales of Happoshu. RTDs and exports also contributed to revenue growth. 

As for overseas alcoholic beverages, the weak yen resulted in a JPY5.7 billion increase in yen-denominated 
sales, but foreign currency-denominated sales were almost the same as the previous year's level. While the 
Sapporo brand showed significant growth, overseas brands were a negative factor due to deteriorating 
market conditions. 

In the food and soft drinks segment, Japan food and soft drink sales declined by JPY2.7 billion due to the 
impact of structural reforms, such as the reduction of SKUs and vending machines. 

Real estate increased revenues by JPY2.9 billion. This is mainly due to an increase in the occupancy rate of the 
Yebisu Garden Place Office. 
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Japan alcoholic beverages and real estate led the profit increase. Japan alcoholic beverages sales increased 
profit by JPY2.2 billion. Although fixed costs such as personnel investments increased by JPY0.7 billion, this 
was offset by an increase in marginal profit due to higher sales. Overseas alcoholic beverages increased by 
JPY0.7 billion, mainly due to the effect of the dissolution of Anchor during the previous fiscal year. 

Japan food and soft drink sales increased by JPY0.1 billion, as the effect of cost structure reforms offset the 
decline in volume, while overseas soft drink sales increased by JPY1.8 billion due to the reversal effect of 
provisions recorded last year for outstanding receivables. 

We would also like to report that we have resumed business with a new distributor in August of last year for 
the export business to the Middle East, which caused the outstanding receivables. 

In real estate, profit increased by JPY2.1 billion as a result of higher revenues. 
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We are working to reduce our assets, and among these, I would like to mention our cross-shareholding 
initiatives. Last year, we sold 19 stocks for JPY19.7 billion, and as a result, the ratio of cross-shareholdings to 
capital was 16%, meeting last year's target of 20%. We will continue to work toward our 10% target for 2026. 
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Next, I would like to explain this year's management plan. 

First, let me mention the business portfolio as a premise for the management plan. There are three key points. 
First, the structural reforms planned in the current mid-term plan have been largely completed. Second, on 
the other hand, new issues have emerged in overseas alcoholic beverages, and the Company has begun 
structural reforms in its US operations. Third, real estate is in the process of injecting external capital. 
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Next are the figures on which the plan is based. 

First, regarding the impact of soaring raw material prices and other factors, we expect a cost increase of 
approximately JPY5 billion again this year. Since most of these costs are tied to the domestic business, we 
intend to absorb them through price revisions. 

Regarding market trends and our sales plan, our Japan alcoholic beverages business is forecasting a 2% YoY 
decline in beer-type beverages ( total of beer and happoshu) sales volume. Beer sales are expected to increase 
by 4%, and RTD sales are expected to increase by 8%, both exceeding total demand. We also plan to continue 
the growth trend of the Sapporo brand in overseas alcoholic beverages. 
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This year, we plan to continue strengthening our earning power by increasing revenue, profit, and dividends. 
We plan to increase sales revenue by 0.2% YoY, business profit by 11% YoY, and final profit by 43% YoY, and 
ROE will improve to 5.5%. 

  



 
 

 

15 
 

 

The target of 8% ROE is considered achievable given the current business profit trend. On the other hand, the 
growth of overseas sales revenue has been somewhat challenging, as we are emphasizing growth that is 
accompanied by profitability. 
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On the far right, we show the core profit margin targets for 2026 as set in our mid-term plan. The outlook for 
2026 is shown to the left of that figure. 

In the Japan alcoholic beverages business, the current forecast is 7.5%, and in the restaurants business, it is 
9%. We expect to meet the core operating profit margin targets for both. On the other hand, it is challenging 
to achieve the target for overseas alcoholic beverages, and we will first work to improve profitability in the 
US as soon as possible. 
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Next, let me explain our plans for sales revenue and core operating profit. 

First, sales revenue. Only sales of Japan food and soft drink business, which is undergoing structural reform, 
are expected to decline. Other than that, we plan to increase revenues. In the Japan alcoholic beverages, a 
JPY7.9 billion decrease in the volume of happoshu, etc., will be offset by JPY11.2 billion in the volume increase 
of beer and the effect of price revisions. Total beer-type beverages sales are expected to increase. 

We also plan to increase sales of RTDs due to higher volume and other factors, while overseas alcoholic 
beverages sales are expected to increase due to the growth of the Sapporo brand. 

In the Japan food and soft drink business, sales are expected to decrease by JPY5.7 billion due to the impact 
of structural reforms. In the real estate business, although there will be a partial decrease in rent due to the 
expansion of the air conditioning construction area at the Yebisu Garden Place office, sales are expected to 
increase due to the effect of the hotel renovation in Sapporo and the sale of equity investments, etc. 
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Core operating profit is expected to increase, driven by Japan alcoholic beverages. First, in the Japan alcoholic 
beverages business, marginal profit of beer-type beverages is projected to incarease by JPY4.9 billion due to 
an improved product mix and the effect of price revisions. RTDs are also expected to increase due to volume 
growth and the effect of price revisions. 

At the same time, we anticipate an increase in marketing investment in anticipation of the alcohol tax revision 
in 2026. 

As for overseas alcoholic beverages, we expect a JPY0.7 billion improvement in the US business due to the 
effect of structural reforms, offset by negative impacts in Vietnam, resulting in a total plan of about the same 
level as the previous year. 

In Japan food and soft drinks business, profit is expected to increase slightly due to continued cost structure 
reforms. 

In real estate, we expect a decrease in rent and an increase in costs due to the expansion of the office air-
conditioning construction area at Garden Place, and we plan to report a decrease in core operating profit. 
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This is an overview, showing the key action plans for each business. In addition to those that have been 
confirmed to be completed by 2024, those newly established for 2026 are indicated in red. 

These will be explained for each business strategy from the next page. 
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First, Japan alcoholic beverages. In terms of the progress of the Action Plan, I would like to explain the status 
of increase beer sales. In the previous year, Black Label continued to drive growth, with a 7% increase in beer 
sales volume. Canned products were particularly strong. We were able to continue our strong performance 
with a 10% increase compared to a 7% increase in total demand, and Black Label cans increased by 17%. 

The percentage of beer increased by 5%, reaching 78% last year, and we expect to raise it to 83% this year. 
We estimate that the market average of beer composition is between 50% to 60%. 

This year, we intend to further strengthen our existing beer brands in preparation for the alcohol tax revision 
to be implemented in the next year. Specifically, we intend to further increase brand exposure with a focus 
on Black Label and Yebisu, as well as expand our customer contact points to grow our fan base. 
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Next, I would like to touch on RTD and cost structure reform efforts. 

As for RTDs, we achieved a 7% increase in sales volume last year. This year, we plan to increase sales volume 
by 8% YoY by continuing to promote our core brands and new product proposals. We are aiming for a 37% 
increase based on sales revenue basis compared to 2022. 

On the other hand, as for cost structure reforms, the in-house production ratio for RTDs reached 93%, 
exceeding the mid-term plan target of 88%. In addition, we have implemented measures such as 
reorganization of production bases and optimization of SKUs, especially for wine, and will continue to make 
efforts to further improve productivity this year. 
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I would like to give you an update on the situation and sales in each country. First, regarding Canada, sales 
volume last fiscal year was down 3%, almost on par with the market. For the current fiscal year, we plan to 
Ƴŀƛƴǘŀƛƴ ƭŀǎǘ ȅŜŀǊΩǎ ǾƻƭǳƳŜ ŘŜǎǇƛǘŜ ŀ о҈ ŘŜŎƭƛƴŜ ƛƴ ǘƻǘŀƭ ŘŜƳŀƴŘΦ 

In the US, the beer market has shrunk by about 2% compared to the previous year. Of this, imported brands 
are expected to increase by 5%, while the craft beer market is expected to decline by 6%. 

Under these circumstances, our Sapporo brand sales increased by 11% last year, while  Stone brand sales 
decreased by 9%. For the current fiscal year, we plan for a 12% increase for the Sapporo brand and a 10% 
decrease for the Stone brand. 

Last year, in addition to the US and Vietnam, we were able to achieve significant growth in the APAC area 
thanks to our partnership with Carlsberg. This year, we intend to accelerate our growth by further 
strengthening our distribution policy in the US and our collaboration with Carlsberg in the APAC area. 

Regarding synergies with Stone, last year we generated USD10 million in synergies through functional 
integration and related measures. This year, we are planning to create further synergies in terms of production 
and logistics, targeting USD13 million. 

In addition, cost structure reforms have been initiated, which are expected to yield USD5 million this year and 
USD15 million in 2026. The originally projected synergy for 2026 was USD23 million, but due to the impact of 
increased integration costs, we have decided to revise the projection to USD15 million (Please refer to page 
34 for details. ) 
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In the previous fiscal year, higher personnel and other costs were absorbed by higher sales, while some store 
remodeling costs were incurred to strengthen the brand's communication capabilities, resulting in a slight 
decrease in profit. We plan to continue to increase revenues this year in order to absorb the increase in fixed 
costs such as personnel expenses. 

In terms of profitability, we hope to maintain a core operating profit margin of around 9% while further 
enhancing the brand communication of our Japan alcoholic beverages. 
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With regard to structural reforms, we have implemented the measures planned for 2024 and have already 
completed the formulation of future policies. In 2025, we intend to promote the growth of the lemon business 
while continuing to implement structural reforms based on this policy. 

As a result, both last year's financial results and this year's financial plan show a decrease in revenue, but an 
increase in profit. 
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We will promote growth in Malaysia while maintaining and strengthening profitability in Singapore. In 
addition, exports to the Middle East have been resumed, and we are on track for a recovery in export sales. 
Therefore, we are planning to increase both sales and profits for this year. 
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We are in the process of enhancing the value of our properties and promoting urban development in the Ebisu 
and Sapporo areas. We will continue to renovate the air conditioning system of Yebisu Garden Place, our core 
property, and we are also strengthening leasing efforts after the renovation to raise the unit rent. 

This fluctuation in the air conditioning renewal area has affected profits. Last year, profit increased compared 
to the previous year, but we plan to decrease profits this year. The occupancy rate of the Garden Place Office 
space was 79% in 2023, 90% in 2024, and is expected to be 86% in 2025. 
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Finally, the progress on the Action Plan KPIs. Newly set or updated action plans are indicated in red. 

We have revised downward our targets for 2026 with respect to cost synergies in overseas alcoholic beverages 
and sales growth in overseas soft drinks. In addition, we have newly set targets for a cost structure reform for 
overseas alcoholic beverages, a new cost structure reform for Japan food and soft drinks, and for 
strengthening our lemon products.  
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Shofu: 

 I will now explain our medium- to long-term strategy after a brief review of our background so far. 

Regarding medium- to long-term strategies, we established a Group Strategy Review Committee in 2023. We 
recognized the low profitability and the diversified business portfolio, which leads to the dispersion of 
management resources. At the same time, we reaffirmed the strength of the Sapporo beer brand and its 
quality, as well as our diverse customer contacts, mainly in the restaurants industry, as strengths that we 
should continue to leverage in the future. 

Based on this, last February we announced an outline of our vision and the policies under which we will 
achieve medium- to long-term growth. Then, over the last year, we have been working on the specifics of the 
strategy as part of our medium- to long-term strategy project. 
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Within this project, several working groups were established in line with the mid- to long-term policy outline. 
Executives from the holding company and operating companies, as well as several outside directors with 
relevant expertise, participated in each of the working groups. 

We also engage outside advisors as needed, especially in key areas such as the alcoholic beverage business 
and real estate initiatives. In addition to monthly progress reviews by the Board of Directors, intensive one-
day discussions were held several times by the directors and presidents of operating companies, resulting in 
a concrete plan. 
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Our vision, as presented last year, is delivering quality products and experiences to customers around the 
world. I would like to outline five strategies that we will focus on to achieve this goal. 

  


