
My name is Takihara, President of Nisshin Seifun Group Inc.

Just when I was informally appointed President last year, the Ukraine 

conflict broke out. I saw this as the biggest challenge for the Company in 

the 80 years since 1942 when the Food Administration Act was introduced, 

and I have spent the last year dealing with the consequences as President.

Also, during the first half of this fiscal year, COVID-19, which has caused 

the Group enormous hardship over the past three-and-half years, was 

reclassified to a category 5 disease. While the conflict in Ukraine remains 

unresolved, given the cut in the wheat price in October this year, food 

inflation also looks as if it is starting to peak.

In that sense, fiscal 2024 marks the end of a tough three years for everyone, 

including the Group, and a return to brighter prospects.

I intend to make sure we take advantage of this environment.

In today’s presentation, I will explain our results for the first six months 

and our forecasts for fiscal 2024, as well as this year’s top priority 

measures to achieve the Medium-Term Management Plan.
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Please see page 3.

Let me start by explaining our results for the first six months and our 

fiscal 2024 forecasts.



Please see page 4.

This shows our results for the first six months. We posted increases in 

sales and profits and also exceeded our forecasts.

Our flour milling business and prepared dishes and other prepared foods 

business reported much higher profits.

The Australia flour milling business, which is one of our top priority 

measures this fiscal year, also made steady progress, reporting increased 

profit even when the positive impact of the decrease in depreciation and 

amortization expenses is excluded. Also in terms of addressing food 

inflation, we implemented appropriate price revisions whilst gaining 

customers' understanding and also in businesses where price revisions 

lagged behind rising costs, we closed the gap.

I regard this first-half performance as almost perfect, almost too good to 

be true thanks to the hard work of every business.
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Please see page 5. This shows an evaluation by business.

The businesses with profits below the level a year earlier are the yeast and 

biotechnology business and the healthcare foods business, which are in the processed 

food segment, and the engineering business. The yeast and biotechnology business 

reported lower profits due to decreased domestic shipments and expenses for startup 

of the India yeast business and the healthcare foods business reported lower profits 

due to decreased shipments of bulk pharmaceuticals; however, profits have bottomed 

out in both of these businesses as well. The decline in the engineering business is a 

backlash from strong results a year earlier.

On the other hand, the flour milling business performed very strongly, reflecting 

strong bran prices and the new consolidation of Kumamoto Flour Milling Co., Ltd. in 

the domestic business, and a decrease in depreciation and amortization of goodwill 

and other assets due to impairment loss in the Australia flour milling business 

overseas.

The processed food business sought to make up for lost ground, closing the gap on 

rising costs. 

The prepared dishes and other prepared foods business also performed well thanks to 

initiatives such as product price revisions and improvement of productivity.

The mesh cloth business also put in a strong performance.
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Please see page 6.

This table shows the segment profit drivers for the evaluation of 

operating profit by each of the businesses I have described.

We found that profitability overall was quite good, with even negative 

factors not having much of an impact.
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Please see page 7.

Our full-year forecasts for net sales, operating profit, ordinary profit and 

profit attributable to owners of parent have all been revised up from our 

announcement in May. We are focusing on achieving these revised 

forecasts.

I believe that this level of profit is perfectly achievable provided each 

business overcomes the challenge they face and implement the FY2024 

top priority measures, the progress of which I am about to explain.
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Please see page 8.

This shows the factors behind our fiscal 2024 forecast in terms of year-

on-year differences.  

We have made a significant upward revision as we expect operating 

profit to increase 13.2 billion yen year on year, which is 7.0 billion yen 

more than our full-year forecast announced in May.



Please see page 9.

We have made good progress on our Medium-Term Management Plan in 

fiscal 2023 and  fiscal 2024.

Our targets for fiscal 2027, which is the final fiscal year of our Medium-

Term Management Plan, are net sales of 900.0 billion yen, operating 

profit of 48.0 billion yen, EPS of 110 yen, and an ROE of 7%.
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Starting on page 10, I will explain progress of the top priority measures 

we are taking to achieve the Medium-Term Management Plan.

In face of the many measures companies need to focus on, we have set 

out top priority measures as a group, which we are focusing on as the 

most important for us.

I believe that even if we successfully execute many strategies and 

measures over this one-year period, unless we implement these top 

priority measures, our performance evaluation as a company will be a fail. 

Such is the significance of these measures and I am taking the lead in 

tackling them.
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Please see page 11.

Our five top priority measures for fiscal 2024 are Addressing Food 

Inflation, Recovery in the Australia flour milling business, Environmental 

Policy, and Digital Strategy, plus the first basic policy of the Medium-

Term Management Plan, which is “Stimulating the Group’s ability to 

grow by restructuring the business portfolio."



Our initiatives with respect to "Stimulate the Group's ability to grow by restructuring 

the business portfolio" are described from page 12. I would like to explain for each 

business, how we will secure profit and grow and to give details of core business 

initiatives.

In our core domestic flour milling business, we are working to significantly increase 

profit over the course of this year. While external factors such as strong bran prices 

will play their part, we will make necessary investments such as the new Mizushima

Plant and the acquisition of Kumamoto Flour Milling Co., Ltd. and strengthen our 

business portfolio.

I visited Kumamoto Flour Milling in April and July, had discussions with the 

president and all members of the executive team, as well as face-to-face talks with 

plant management. I felt tangibly that all the management shared optimism about the 

future as part of our Group.

Looking at the initiatives in each value chain shown here, I believe there are many 

themes in relation to which we can enhance each other and we will demonstrate 

synergies.

Construction of the new Mizushima Plant is also progressing well. This is the first 

new flour mill to be built in Japan for about 10 years. We will build a plant which 

properly incorporates the technological innovations of the past 10 years. We will seek 

to roll out the world’s most advanced technologies not only at Mizushima Plant but 

also at other plants in Japan and at our plants overseas.
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Please see page 13.

This is a graph showing the operating profit growth of the overseas flour 

milling business.

We have been accelerating overseas investment since 2012. There have 

been some areas where business operations after investment have not 

necessarily been great and we have also recognized impairment losses.

We began investing in overseas operations in the 1980s and have built up 

expertise, including expertise in dealing with challenging environments 

as a company and  I think the business is now in a position to contribute 

to profit.

I want the business to continue playing its part as a profit growth driver 

in the future through the proper implementation of initiatives including 

improvement of the Australian flour milling business and expansion in 

the scale of the North America flour milling business.
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Please see page 14.

In the US flour milling business, fiscal 2023 was the perfect environment 

in terms of procurement, production and sales. For fiscal 2024, we 

projected decline in profit, judging that it would be difficult to maintain 

this level of profit; however, the business has maintained a high level of 

profit, partly thanks to the efforts of the local staff.

There are moves among US flour milling industry players, including 

ourselves, to expand capacity; however, I believe that the extra supply 

will be fully absorbed, partly due to market growth, including population 

growth. Our Saginaw Plant will also contribute to further expansion of 

the US flour milling business by steadily seeking to expand sales after 

starting operation and by achieving full operation in a matter of years.

We held the Board of Directors' meeting of Miller Milling Company, 

LLC in Japan in September and I held discussions with the President and 

the other members of the executive team. I confirmed their determination 

to work to maintain the current level of profits as far as possible in the 

future. The US is fighting inflation but we will absorb the rising costs in 

pursuit of business expansion.
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Please see page 15.

Profit fell in the processed food business in fiscal 2023 as a result of a 

failure to keep up with cost inflation and lower shipments; however, in 

the first half of this year, we caught up with the cost increases.

Through the second half, we will continue flexibly implementing price 

policy according to costs, wheat flour prices included, aiming to reverse 

the trends seen prior to this fiscal year, that is, a failure to keep up with 

rising costs and falling demand.

Also, during the Medium-Term Management Plan period, we will 

strengthen the commercial-use and frozen foods businesses and achieve 

profit contributions from them, and we have also made various proposals 

in terms of commercial-use products. Examples of initiatives include the 

installation of frozen pasta vending machines and the proposal of 

products aimed at easing labor shortages in commercial-use business, and 

we have also produced TV commercials for the commercial-use market, 

etc.
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Please see page 16. I will now explain about the India yeast business.

India is the world's most populous country and demand for bread is also rapidly 

growing. At the end of last fiscal year, our market share reached 10%. We are also 

expanding sales to leading bakeries, aiming for a market share of 20% by the end of 

this fiscal year and aiming for a market share of 30% and full-scale operation during 

the period of the Medium-Term Management Plan.

Also for Oriental Yeast Co., Ltd., which has a 50% share of the Japanese market, this 

scale means that its Indian production capacity will be 1.5 times that of its Japanese 

production capacity. It goes without saying that our competitors in the Indian market 

will deploy price and other strategies to deter market newcomers. This is why I think 

we need some time to increase our share to 30% and generate profit.

Our top priority to begin with will be to expand sales and we will also focus on 

sending skilled bakers to India from Japan to ensure that we increase our presence in 

the Indian bakery business. The contribution to profit this fiscal year is being revised 

downward; however, I will make sure to keep an eye on this business together with 

the Australia flour milling business.
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Please see page 17. The prepared dishes and other prepared foods business made a 

significant contribution to profit in the first half. In face of rising costs, the business 

reliably achieved improvement in productivity in addition to the effect of price 

revisions.

In the second half, the effect of price revisions will run their course and rising labor 

costs are also expected.  In face of this business environment, we will work to 

maintain profit by striving relentlessly to improve gross profit per man-hour and by 

also focusing on improving productivity for less profitable products.

I have visited a number of plants making prepared dishes this year, and I believe our 

strength lies in our potential to demonstrate the expertise of a major food 

manufacturer. We will aim to demonstrate automation technology in this labor-

intensive business and to improve quality and differentiate ourselves from our 

competitors through the results of our R&D.

We also believe we can contribute to the expansion of sales of the Group as a whole, 

backed by our capability to develop flour, premixes, pasta, and other food products 

through collaboration among our flour milling and processed food businesses.

Examples of our automation initiatives are shown on the next page.
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Please see page 18.

I would now like to explain initiatives to improve productivity through 

the promotion of DX at Tokatsu Foods Co., Ltd. At Tokatsu Foods, 

manufacturing volume is ultimately determined through made-to-stock 

production in short cycles of three shifts per day.

The company also manufactures an array of products spanning multi-

product, small-quantity production and mass production. The labor 

necessary fluctuates accordingly.

Tokatsu Foods has many digitally skilled human resources and has built a 

production control system suited to the characteristics of the prepared 

dishes business. Control is not ceded completely to AI and there is still 

room for human judgment to be reflected. In addition to such production 

control capabilities, the system is also equipped with profit control and 

attendance management features to improve gross profit per man hour.

The system was introduced to the main plant first and then gradually 

rolled out to other plants and will continue contributing to further 

improvement in profit in the future.
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Please see page 19.

I would now like to highlight unique businesses in the Other segment.

The engineering business and the mesh cloth business are both derived 

from the flour milling business but have evolved independently and we 

are very competitive in these domains. There is an overlap in customers 

between the two businesses and we promote collaboration in these areas.

I have held discussions with the President and other senior management 

team members of both businesses and there is recognition of the huge 

benefits of being part of the Group.

For example, the support provided by the specialist capabilities of the 

Group headquarters in areas such as legal affairs, planning and IP are 

fully taken advantage of by each company. Through joint initiatives such 

as group training for the development of executives, we also learn from 

each other and we are also increasing interaction among human resources 

in various areas, including research. I myself and the Nisshin Seifun

Group intend to provide human, material and financial support to ensure 

that these two businesses can achieve further rapid growth.
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Please see page 20.

I will now explain about the mesh cloth business in greater detail. The 

business has its origins in the production of sifters, which is one of the 

processes in flour production. As we mastered these sifter mesh 

technologies, mesh cloth began being used in a wide range of business 

domains.

I visited Tsuru Plant in Yamanashi Prefecture, which is the company's 

main plant, in August. I also visited the plant 20 years ago but then I had 

the impression that the process of spinning the fine thread was labor 

intensive, with the workers doing the threading in teams of two. Now we 

have achieved automation including in this area. We have developed and 

expanded sales of differentiated high performance products for various 

growing markets, including environment, water treatment, EVs and 5G 

and further growth is expected in the future.

The other day, I also held discussions with the company's researchers and 

felt that, depending on the domains in which mesh cloth technology can 

be used, there is also the possibility of further transformation. The Group 

will provide maximum support to ensure that no opportunities are missed.
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Please see page 21.

The second top priority measure is addressing food inflation.

In our core domestic businesses, namely, the flour milling business, 

processed food business and yeast and biotechnology business, where we 

were too slow passing through rising costs to prices last fiscal year, we 

caught up with rising costs during the first half and secured a profit base.

Given that, in view of the cut in the wheat price in October this year, the 

market is expected to recover going forward, as explained earlier, we will 

also properly focus on expanding sales.

In my view, there will, of course, be no change in the inflationary 

environment itself and various costs will still be higher; however, as a 

company, we will work to create a positive economic cycle, increasing 

our earnings and also raising wages.



The third priority measure is a recovery in the Australia flour milling 

business.

We will bring about a recovery in earnings through the effects of price 

revisions, improvement of productivity and other initiatives, aiming to 

achieve the target of increased profit indicated in the Medium-Term 

Management Plan. While I also visit the Australia business regularly, the 

head of the Overseas Business Division of Nisshin Seifun, who assumed 

office in April, visits the Australian business every month to ensure that 

necessary measures are taken based on the situation.

In the Australian market, growth in demand is somewhat slow, partly due 

to repeated price revisions. Under such conditions, we are flexibly taking 

measures, assessing how best to manage the four variables of costs, price 

revisions, demand and the measures in our Medium-Term Management 

Plan. There is no doubt that the environment is challenging; however, we 

will keep working through the second half to ensure we put the business 

on the path to improved earnings.
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The fourth top priority measure is environmental policy. The near-term 

target set and announced by our Group is a 50% reduction in CO2 

emissions by 2030 compared to fiscal 2014. We are following a roadmap 

for this, but it cannot be achieved unless investments are made and 

management resources allocated every year from now on in a planned 

manner.

This fiscal year, we considered strategic measures to lay the foundations 

for future initiatives. One such measure is that Tsurumi Plant, which 

accounts for 10% of Japan's wheat flour production and boasts 

production capacity equivalent to one quarter of the total capacity of our 

domestic flour milling business, will switch to 100% essentially 

renewable energy for the electricity it uses by signing an offsite PPA 

agreement with Marubeni.

We will continue considering special measures for each business and 

each business unit going forward.
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The fifth measure is digital strategy.

We are currently actively implementing initiatives involving DX at all 

our operating companies and intend to quickly deliver efficiency 

improvements across the entire value chain, including production and 

sales, as the tangible results of these initiatives.

As explained earlier, the improvement in productivity in our prepared 

dishes and other prepared foods business is partly due to the effect of 

digital technology initiatives.
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Our ESG initiatives are explained from page 25.
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Please see page 26.

Let me now explain our capital policy.

In the results presentation in May, I reported that as a measure of capital 

efficiency, the Group will focus on confirming ROIC.

ROIC for each business will be confirmed every six months in the path 

toward improvement. We will also improve ROIC in each business, 

taking into account capital costs.

Since we have only just introduced this initiative, it will take time to 

produce concrete results so please be patient.
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Please see page 27.

I believe since we are a business that deals with food staples, we should

have some financial stability. That said, I do not think we need to

accumulate any more cash.

Cashflow from operations and cash obtained from asset sales and other

sources during the period of the Medium-Term Management Plan will be

used fully in investments and shareholder returns.

As I have explained, we continue to aggressively invest in fiscal 2024.

We will use cash for strategic investment, including advancing

environmental and digital investments, but we will also return profit to

shareholders through increased dividends.

In May, we decided to increase dividends for fiscal 2024 by 1 yen;

however, in light of our performance, we have decided on a 2 yen

increase.
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Please see page 28.

When I became president, I declared to employees as part of my 

approach to stakeholders that I would "Ensure appropriate compensation 

and working environment for employees and support in acquiring 

necessary skills." I personally intend to create this kind of culture to 

ensure that employees get a real sense of this.

Human resources are the source of a company's power, and we will carry 

out a proper review, including a review of the wage system, and further 

strengthen our human resource strategy.
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Page 29 shows our medium-to-long-term environmental targets and 

progress made towards achieving them.

This concludes my presentation.
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