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Presentation 
 

 

First, here are the key points of today’s presentation.  

First, the H1 overview.  

Revenue increased, but core operating income declined. Growth challenges for business in Japan following 
product price revisions became clear in H1. 

In the Domestic Processed Food Business, consumer use as well as institutional and industrial use products 
performed well, but the recovery in beverages after price revisions fell short of expectations. Tomato juice 
sales were performing well, but there were differences in recovery rates among brands. 

In the International Business, primary processing recorded lower profit due to a reduction in the selling prices 
of tomato paste in response to market conditions. Secondary processing in North America recorded higher 
profit owing to expanded sales volume, broadly in line with expectations. 

Next, let's look at full-year forecast.  

We revised our full-year earnings forecast downward in response to higher packaging and transportation costs 
caused by the situation in the Middle East and our current business conditions.  

We recognize that the challenge in improving profitability is to achieve both a recovery in sales volume for 
beverages and productivity improvements across the entire group. 

Next, response measures in H2 and beyond.  

Despite changes in the external environment, such as the situation in the Middle East, we will move forward 
towards achieving our mid-term management plan, Kagome Group Plan 2028, and improve our profitability.  
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We will focus on three initiatives for strengthening our revenue base and unlocking growth: first is creating 
demand by enhancing the value of the vegetable beverages category; second is strengthening our revenue 
base through productivity improvement; and third is growing international secondary processing. 

 

Now, let's look at the details. 

First, we will see the FY2026 H1 financial results summary.  

Consolidated revenue increased YoY by 3.7% to JPY143.7 billion.  

Core operating income decreased YoY by 18.6% to JPY8.4 billion.  

Operating income decreased YoY by 14.5% to JPY9 billion.  

Net income decreased YoY by 24.2% to JPY4.6 billion.  
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This slide shows the results by segment.  

In the Domestic Processed Food Business, revenue of beverages decreased due to the impact of price revisions, 
while revenue of Food-Other increased, resulting in overall revenue being roughly the same as the previous 
year, as marked in red, number one. Core operating income decreased due to higher advertising and 
promotional expenses, as marked in red, number two. 

In the International Business, tomato and other primary processing saw a decrease in revenue and core 
operating income on a local currency basis due to lower selling prices of tomato paste, but this was due to 
the forex impact and within the initial forecast. Tomato and other secondary processing posted increased 
revenue and core operating income owing to strong sales to food service companies. As a result, as marked 
in red, number three, the International Business total saw an increase in revenue but a decrease in core 
operating income. 
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This slide shows the Domestic Processed Food Business results by segment.  

On the left, the revenue bar shows the results by category.  

In beverages, tomato juice sales remained strong. By strengthening the appeal of blood pressure-lowering 
benefits, we could expand new users and cultivate more repeat users. Demand for the Yasai Seikatsu 100 
series fell short of expectations following the price revisions.  

In direct marketing, while supplement sales declined, soup sales went strong. The revenue remained 
unchanged YoY.  

In Food-Other, consumer use tomato ketchup recorded strong sales thanks to collaborations with Doraemon 
and other factors. 
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I would like to use the next slide for core operating income. You can find the factors contributing to core 
operating income YoY changes in the Domestic Processed Food Business.  

While the beverage price revisions in February contributed JPY1.9 billion, a negative contribution of lower 
sales volume was JPY1 billion. The sales fluctuation factor resulted in a net increase of JPY0.9 billion. 

Looking at the cost variance factor, although the impact of higher costs resulted in a decrease of JPY0.9 billion, 
cost reductions, such as reducing losses, led to an increase of JPY0.5 billion.  

In addition, as part of our efforts to stimulate demand, promotion expenses increased YoY by JPY0.2 billion, 
and advertising expenses increased YoY by JPY0.4 billion.  

As a result, while the increase in costs during H1 was offset by price revisions, total core operating income of 
the Domestic Processed Food Business was JPY5 billion, partly due to the impact of aggressive investments in 
sales promotion and spending of advertising expenses aimed at stimulating demand. 
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Next, let’s look at the trend after beverage price revisions.  

In February 2026, we revised prices of tomato juice and vegetable and fruit beverages due to continued high 
prices of agricultural raw materials. Although beverage revenue declined following the revisions, sales of 
beverages recovered to exceed the previous year's levels on a value basis at the end of June. 

Tomato juice sales remained very strong, and its sales volume achieved 110% YoY even in February, when 
prices were adjusted.  

The Yasai Ichinichi Kore Ippon and Yasai Seikatsu 100 series have been recovering from the significant drop 
following the price revisions. However, they still experienced a YoY decline.  

We will continue to focus on recovery in demand. 
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I would like to walk you through challenges by brand revealed by trends following the price revisions.  

On the left, you can see the H1 situation by brand. Tomato juice with clear functional value and food with 
function claim product “Triple Care” of the Yasai Ichinichi Kore Ippon series showed faster recovery. However, 
Yasai Ichinichi Kore Ippon regular products and the Yasai Seikatsu series are still in the process of sales 
recovery following the price revisions. 

We believe this is due to differences in the health benefits perceived by our customers. In particular, we see 
an increasing shift from mixed vegetable and fruit beverages towards health beverages. Our ability to appeal 
to the health value of mixed vegetable and fruit beverages may be relatively declining. We anticipate that 
competition within the category is intensifying, and rebuilding the value of health beverages is essential to 
recover sales volume.  
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Now, let's look at the International Business.  

In the International Business, revenue increased by JPY3.6 billion following the consolidation of UK Silbury in 
January 2026, resulting in a total revenue increase of JPY7.2 billion. Revenue also increased on a local currency 
basis. 

As you can see in the revenue bar, on the left, lowering the average selling price of tomato paste resulted in 
a decline in revenue on a local currency basis. In secondary processing, sales to food service companies were 
strong, particularly of Asian sauces, including limited-time menu items, etc. 

I would like to use the next slide for core operating income. 



 
 

 
 
       
    

10 
 

 

This slide shows the factors contributing to core operating income changes in the International Business.  

Primary processing saw a decrease of JPY3.5 billion due to a reduction in the selling price of tomato paste and 
fluctuations in the procurement price of processing tomatoes and other costs, an increase of JPY1.6 billion 
owing to higher sales volume, and an increase of JPY0.2 billion through cost reduction. 

Secondary processing saw a decrease of JPY0.5 billion due to lower sales prices, an increase of JPY0.1 billion 
owing to higher sales volume, and an increase of JPY0.3 billion through cost changes. 

As a result, the International Business core operating income was JPY5.1 billion in total.  
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This slide shows the factors contributing to consolidated core operating income changes for both the 
Domestic Processed Food Business and the International Business.  

That's all for my presentation on the H1 results.  

Please see the reference information for profit other than core operating profit, the statement of financial 
position, and cash flow. 
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Now, I would like to explain the FY2026 earnings forecast.  

First, I would like to explain the impact of the situation in the Middle East on the Group from two perspectives: 
raw materials procurement and product supply and business performance. 

With regard to the procurement of raw materials, amid concerns about procurement constraints on packaging 
materials, such as film and bottles, we are focusing on ensuring stable procurement through measures such 
as diversifying our suppliers. In addition, to ensure a stable supply of our products, we have taken steps such 
as changing the outer packaging of our tomato ketchup. The situation in the Middle East remains unstable, 
and we will continue to prioritize stable product supply. 

In terms of the impact on business performance, the anticipated impact on the Group is approximately JPY2.8 
billion. Approximately JPY1.3 billion in the Domestic Processed Food Business due to higher costs for 
packaging materials, such as film and plastic bottles, energy, etc., and approximately JPY0.4 billion in the 
International Business. In addition, in the Other segment, we expect approximately JPY1.1 billion due to 
decreased sales of seeds to the Middle East. We anticipate a total of approximately JPY2.8 billion. 
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Now, let's look at the full-year earnings forecast by segment.  

In light of the impact of the situation in the Middle East and given the current business environment, we have 
revised our full-year forecast downward. 

As marked in red, number one, while there are changes in revenue by segment, there is no revision on a 
consolidated basis. As marked in red, number two, we plan to increase revenue YoY in both the Domestic 
Processed Food Business and the International Business in H2. 

As marked in red, number three, we have revised core operating income forecast downward by JPY4 billion 
from the initial forecast of JPY23 billion to JPY19 billion.  

While the business environment is expected to remain challenging, the challenges we currently recognize are 
clear, and we will focus our management resources on resolving them in H2. 



 
 

 
 
       
    

14 
 

 

Let's look at the factors for revision to the consolidated core operating income forecast.  

In addition to the impact of the deterioration in the situation in the Middle East in (1), totaling negative 2.8 
billion yen, the main factors behind the decrease in income include the factor in (2), namely that the revenue-
increasing effects of price revisions and other measures in the Domestic Processed Food Business were 
smaller than initially planned, resulting in negative 1.8 billion yen.  

In addition, in the International Business, as indicated with number three, a decline of JPY0.6 billion due to a 
reduction in the selling price of tomato paste and an increase in PMI-related expenses at Silbury is included. 

To respond to these factors, we will pursue efficiency improvements and cost improvements, such as 
reduction of logistics costs and general and administrative expenses, aiming to recoup approximately JPY2 
billion.  

While we will not be able to fully offset all factors contributing to the decline in profit in the short term, we 
will steadily implement recovery measures starting in H2, with the aim of strengthening our medium-term 
profitability. 
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This slide shows the factors for revision to the consolidated core operating income forecast for H1 and H2.  

As to H2, on the right, we will realize the effects of the beverage price revisions implemented in February to 
an even greater extent than H1. We will also work to minimize the decline in sales volume by maintaining 
strong performance of food and institutional and industrial use products.  

In addition, we will work to restore profitability through measures such as global cost reductions and growth 
of secondary processing in the International Business. 
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In light of this, this slide shows the revised consolidated earnings forecast. 

 

Now, I would like to present response measures for H2 and beyond.  

The challenges which we will tackle became evident in H1, including the recovery in beverage demand 
following the price revisions.  
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Despite changes in the external environment including the situation in the Middle East, we will accelerate our 
efforts to improve our revenue-generating capabilities and drive growth toward realizing Kagome Group Plan 
2028. 

We will improve profitability and build a foundation for medium- to long-term growth, focusing on enhancing 
the value of the vegetable beverages category, improving productivity, and growing international secondary 
processing in H2 and beyond. 

 

First, I’d like to explain about creating demand by enhancing the value of the vegetable beverages category.  

The insight gained in H1 is that differences in the value consumers place on health had a bigger impact on the 
pace of recovery among brands rather than price revisions. 

Tomato juice, in particular, has continued to grow even after the price revisions, and we have confirmed that 
customers continue to drink it because they recognize its value.  

Therefore, we believe that restructuring the value of vegetable beverages within the health drink category 
and further enhancing the value are essential for creating demand. 

In terms of functionality, we will leverage our knowledge of vegetables and tomato research to develop 
functional evidence and expand food with functional claim products.  

In terms of convenience, we will strengthen our product proposals to meet the needs of today’s dining 
landscape, such as meal replacements and snacking.  

In terms of empathy, we will increase opportunities for consumers to experience connections with producers 
and production regions, thereby enhancing the brand value unique to Kagome.  

We will further refine our existing initiatives to achieve medium- to long-term growth in the vegetable 
beverages business and improve profitability. 
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Regarding the H2 activity policy, we will increase advertising and promotional expenses by JPY0.5 billion from 
the initial plan to strengthen communication of its value.  

We believe that the tomato juice business, which is performing well, has room for further growth. While our 
tomato juice has set a new record for shipment volume for four consecutive quarters, the annual household 
purchase rate for the overall tomato juice market is 21.6%, with approximately 80% of consumers making no 
purchases throughout the year. 

We launched “Triple Care,” a tomato juice product with functional claims in July. By creating new 
opportunities for consumption and expanding our user base, we will further broaden our reach and drive 
market growth. 

On the right are the strategies for the Yasai Ichinichi Kore Ippon and Yasai Seikatsu series, which face some 
challenges.  

For the Yasai Ichinichi Kore Ippon series, we will recommunicate the health benefits and expand food with 
functional claim products. For the Yasai Seikatsu series, we will introduce new tomato-based products and 
reemphasize the health benefits by increasing the vegetable content to reinforce the healthy beverage image 
as vegetable beverages.  

In terms of convenience, we will work to capture the snacking demand with Yasai Seikatsu smoothies. 

In terms of empathy, we will accelerate the rollout of the Megumi Meguru Action campaign, centered on our 
seasonal limited-edition series, to create compelling reasons for customers to choose our products. 
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Second is strengthening the revenue base through productivity improvement.  

Our company has implemented improvement initiatives, primarily in the Domestic Processed Food Business 
and has generated annual profits of approximately JPY1 billion. We are aiming to generate JPY1.2 billion in 
FY2026. 

We will share globally the insights on productivity improvement gained from primary and secondary 
processing at each location to accelerate productivity improvements. We are currently implementing cost 
reduction activities at seven global bases.  

Through the horizontal rollout of successful case studies and personnel exchanges, we are working toward 
our goal of generating approximately JPY0.5 billion in profit from manufacturing processes and approximately 
JPY0.2 billion from the cultivation of processing tomatoes. 

Costs are an area that we, as a manufacturer, can control through our own efforts, and by steadily advancing 
our initiatives, we will work to strengthen our sustainable revenue base. 
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Third is growing international secondary processing.  

The Kagome Group is capitalizing on growth opportunities in the food service markets, primarily in the United 
States, Europe, and India, and aim to achieve the growth targets set forth in our medium-term management 
plan: a revenue CAGR of 8% and a core operating income margin of 9%. 

The United States is the world's largest food service market. We are working to acquire new customers and 
expand sales while strengthening our solution proposals and sales structure.  

In Europe, we made Silbury a consolidated subsidiary in January, and we are now working to establish 
operations in France and Germany, with the aim of expanding our sales areas.  

In India, we established a new solutions center in New Delhi in H1 FY2026 to provide recipe suggestions to 
customers.  

Along with enhancing our ability to propose solutions, we will continue to strengthen the foundation of our 
value chain. 

While the head office in Japan oversees them, we are also leveraging our strength in global expansion to 
strengthen group proposals for global food service companies. 
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This slide shows the focus area for growing international secondary processing, the United States.  

In the United States, we will focus on growing sectors in the market.  

As shown on the left, the Asian, chicken, and Mexican segments are experiencing high growth, and we expect 
this trend to continue in the future. We will acquire new customers in these growing sectors to expand 
revenue from value-added products. 

To capitalize on this market growth, we are working to strengthen our business foundation. We are therefore 
treating this period as a preparatory phase to accelerate growth towards 2028 and are investing in our 
workforce, organization, and production systems. 

First, on workforce, to ensure successful new customer acquisition, we have strengthened our sales and 
marketing functions and established a new chief commercial officer position to lead efforts to accelerate the 
expansion of our customer base, thereby speeding up customer acquisition and development. 

In terms of facilities, in addition to the Arkansas base, we have established a new oil-based sauce production 
line at the California base, expanding the manufacturing capacity by approximately 1.5 times.  

In addition, by expanding the supply area to the West Coast, we will achieve both improved service levels and 
business expansion.  

Through these initiatives, we aim to accelerate the growth of secondary processing in North America. 
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Now, I would like to present the initiatives in new value domains.  

In addition to enhancing the profitability of our existing businesses, we are working to establish new pillars of 
growth towards 2035. We are currently in the value development phase and steadily promote business 
validation for commercialization. 

In the food and agriculture well-being services, on the left, we are leveraging Kagome’s expertise in vegetables 
and health to test service models that contribute to building connections between people and revitalizing 
communities through agriculture and food. 

In the Earth-positive tomato business development, on the right, we are advancing initiatives unique to our 
company, which has the tomato value chain, as the impact of climate change on agriculture continues to grow. 
In addition, the CVC, established in 2024, targets the four categories shown here. CVC-backed investments 
now extend to six companies. Demonstration experiments, etc., have been conducted with contract farmers. 

Although these initiatives still undergo a validation process, we will continue to test hypotheses for future 
business development and use the results to create new value unique to our company. 
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Finally, I would like to summarize what I’ve explained.  

We will focus on creating demand by enhancing the value of the vegetable beverages category, generating 
profit through productivity improvement, and growing international secondary processing in H2 and beyond.  

In addition, although we are unable to provide details today, we are steadily moving forward with initiatives 
aimed at future growth. 

With regard to inorganic growth, both domestically and internationally, we are working to identify the 
capabilities necessary for future growth while continuing to explore M&A opportunities. 

With regard to improved capital efficiency, to achieve an ROE of 9%, we are managing our businesses with a 
focus on ROIC, promoting the efficient use of invested capital, and exploring specific measures that will lead 
to an increase in corporate value. 

Although we have revised our earnings forecast downward, this revision does not alter our mid-term 
management plan or our 2035 Vision.  

While responding effectively to changes in the business environment, we will balance growth investments 
with improved capital efficiency and steadily enhance our corporate value, as we work toward realizing our 
2035 Vision. 

That's all for my presentation. Thank you for your attention. 

_____________ 

Document Notes 

This document has been translated by SCRIPTS Asia.  
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Disclaimer 

JPX Market Innovation & Research, Inc. (“JPXI”) reserves the right to edit or modify, at its sole discretion and 
at any time, the contents of this document and any related materials, and in such case JPXI shall have no 
obligation to provide notification of such edits or modifications to any party. This event transcript is based on 
sources JPXI believes to be reliable, but the accuracy of this transcript is not guaranteed by us and this 
transcript does not purport to be a complete or error-free statement or summary of the available data. 
Accordingly, JPXI does not warrant, endorse or guarantee the completeness, accuracy, integrity, or timeliness 
of the information contained in this event transcript. This event transcript is published solely for information 
purposes, and is not to be construed as financial or other advice or as an offer to sell or the solicitation of an 
offer to buy any security in any jurisdiction where such an offer or solicitation would be illegal. 

In the public meetings and conference calls upon which JPXI’s event transcripts are based, companies may 
make projections or other forward-looking statements regarding a variety of matters. Such forward-looking 
statements are based upon current expectations and involve risks and uncertainties. Actual results may differ 
materially from those stated in any forward-looking statement based on a number of important factors and 
risks, which are more specifically identified in the applicable company’s most recent public securities filings. 
Although the companies may indicate and believe that the assumptions underlying the forward-looking 
statements are accurate and reasonable, any of the assumptions could prove inaccurate or incorrect and, 
therefore, there can be no assurance that the anticipated outcome described in any forward-looking 
statements will be realized. 

THE INFORMATION CONTAINED IN EVENT TRANSCRIPTS IS A TEXTUAL REPRESENTATION OF THE APPLICABLE 
PUBLIC MEETING OR CONFERENCE CALL. ALTHOUGH JPXI ENDEAVORS TO PROVIDE ACCURATE 
TRANSCRIPTIONS, THERE MAY BE MATERIAL ERRORS, OMISSIONS, OR INACCURACIES IN THE 
TRANSCRIPTIONS. IN NO WAY DOES JPXI OR THE APPLICABLE COMPANY ASSUME ANY RESPONSIBILITY FOR 
ANY INVESTMENT OR OTHER DECISIONS MADE BY ANY PARTY BASED UPON ANY EVENT TRANSCRIPT OR 
OTHER CONTENT PROVIDED BY JPXI. USERS ARE ADVISED TO REVIEW THE APPLICABLE COMPANY'S PUBLIC 
SECURITIES FILINGS BEFORE MAKING ANY INVESTMENT OR OTHER DECISIONS. THIS EVENT TRANSCRIPT IS 
PROVIDED ON AN "AS IS" BASIS. JPXI DISCLAIMS ANY AND ALL EXPRESS OR IMPLIED WARRANTIES, INCLUDING, 
BUT NOT LIMITED TO, ANY WARRANTIES OF MERCHANTABILITY OR FITNESS FOR A PARTICULAR PURPOSE OR 
USE, FREEDOM FROM BUGS, SOFTWARE ERRORS OR DEFECTS, AND ACCURACY, COMPLETENESS, AND NON-
INFRINGEMENT. 

None of JPXI’s content (including event transcript content) or any part thereof may be modified, reproduced 
or distributed in any form by any means, or stored in a database or retrieval system, without the prior written 
permission of JPXI. JPXI’s content may not be used for any unlawful or unauthorized purposes. 

The content of this document may be edited or revised by JPXI at any time without notice. 

Copyright © 2026 JPX Market Innovation & Research, Inc. (“JPXI”), except where explicitly indicated otherwise. 
All rights reserved.  

 


