
*Notice: This document was prepared by machine translation（Nissin AI-chat powered by GPT), and manual 
modification has not been made to the translated contents.

This is Yano, CFO.

Today, I will mainly explain the first half results for FY2025 and the revised full-year forecast.

For the topics from page 16 onward, such as “Challenges and Initiatives for Regrowth” and “NISSIN FOOD 
PRODUCTS and New Businesses Initiatives,” these will be explained by the CEO and COO at the financial 
results briefing scheduled for tomorrow.

Please note that, to make effective use of time at tomorrow’s briefing, the numerical explanations will be 
omitted as they overlap with today’s explanation.
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Please see page 2. There are three key points I would like to share today.

First, I will explain the first half results for FY2025.

Revenue decreased by 1.3% year-on-year, and core operating profit from existing businesses decreased by 21.9% year-
on-year, resulting in lower revenue and profit.

I will explain the trends for each business segment.

First, the domestic instant noodles business.

At NISSIN FOOD PRODUCTS, in an environment of ongoing inflation, we captured demand for trading down, and 
products for price-conscious consumers performed well.

At MYOJO FOODS, major brands also performed well, with both cup-type and bag-type noodles showing stable results. 
As a result, both NISSIN FOOD PRODUCTS and MYOJO FOODS achieved increased revenue.

In terms of profit, while costs such as materials and logistics increased, MYOJO FOODS covered this with higher revenue 
and achieved increased profit in the first half, while NISSIN FOOD PRODUCTS saw a decrease in profit. However, in the 
second quarter alone, profit increased due to higher sales.

Next, the domestic non-instant noodles business.

This segment saw higher revenue but lower profit.

At NISSIN YORK, demand driven by the sleep trend settled down, and sales volume stagnated, resulting in lower revenue.

On the other hand, after price revisions, frozen and chilled ramen performed well, and the overall chilled and beverages 
business achieved higher revenue and profit.

In the confectionery business, KOIKE-YA and NISSIN CISCO led the way, and revenue remained strong, but due to higher 
manufacturing costs at KOIKE-YA, the overall confectionery business saw higher revenue but lower profit.

Finally, the overseas business.

The overseas business saw lower revenue, mainly due to the continued impact of lower sales volume in the West Coast 
area of the U.S., which began in the second half of last year.

Core operating profit decreased in all regions except China, due to lower revenue, higher costs in each region, and the 
yen’s appreciation against the dollar (from 152.63 yen in the first half of last year to 146.04 yen this year).

Details of major regions, including the U.S., will be explained later.

The second point is that, based on the first half results and the outlook for the second half, we will revise our full-year 
forecast downward for FY2025.

Details will be explained later, but the new forecast for core operating profit from existing businesses is 68.5 billion yen,
down 15.1 billion yen or 18.1% from the initial plan.

The annual dividend per share will remain at 70 yen as initially planned.

The final point is about challenges and actions for regrowth. In particular, turning around the U.S. business is an urgent 
issue, and we will address it with a sense of speed. Details will be explained by the CEO at tomorrow’s briefing.
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Please refer to page 4 for the financial summary. Please check the figures later.
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Please see page 5.

This page shows the factors for increase/decrease in core operating profit from existing businesses up to the 
first half. Details are shown on a “constant currency basis.”

Note that the ratio analysis of variable costs, including changes in revenue, is based on total sales (revenue 
plus promotion expenses), so it does not match the actual increase/decrease in revenue after deducting 
promotion expenses. Please use this only as a trend indicator.

As shown in the third gray graph from the left, the main factors for decreased profit are higher cost of sales 
ratio and higher logistics cost ratio.

From here, I will explain separately for domestic and overseas businesses.

First, the domestic business.

Due to the effects of price revisions and effective use of sales expenses, the change in revenue shown in the 
second pink graph from the left was a factor for increased profit. However, higher costs for packaging, soup, 
palm oil, logistics, and labor led to lower profit overall.

Next, the overseas business.

In addition to lower revenue, mainly in the U.S., higher palm oil prices, lower profit at equity-method affiliates 
such as Mareven and Thai President, and the impact of yen appreciation all contributed to lower profit.

A common factor for both domestic and overseas is the continued increase in labor costs, which has led to 
higher fixed costs. For other domestic costs and group-related costs, not only IT-related costs at HD but also 
labor costs have had a significant impact.

As a result, core operating profit from existing businesses decreased by 9.7 billion yen, or 22%, year-on-year.
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Page 6 shows the factors for increase/decrease in core operating profit from existing businesses by quarter.

The main changes from the first quarter are that, in the second quarter, palm oil prices in Brazil, while 
remaining high, showed a downward trend compared to the first quarter, and in the U.S., the removal of 
external warehouse costs that occurred last year led to improvements in cost of sales and logistics costs.

As mentioned earlier, the increase in fixed costs is mainly due to higher labor costs, both overseas and 
domestically.
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Pages 7 to 9 are segment financial summaries, which will be omitted in this explanation. Details of the 
results will be explained based on “Business Status” from page 45 onward, focusing on domestic instant 
noodles, the U.S., and China, which have a large impact on consolidated results. After that, I will return to 
page 11 to explain the revised plan for this term.

7



8



9



10



Now, I will explain the revision of the full-year earnings forecast for this term. 

Based on the first half results and the outlook for the second half, we are revising our FY2025 plan downward.

Revenue will be 792.0 billion yen, down 2.2% from the initial plan.

Core operating profit from existing businesses will be 68.5 billion yen, down 18.1% from the initial plan.

Net profit for the period will be 43.0 billion yen, down 23.2% to 18.9% from the initial plan.
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Please turn to the next page. This is the forecast by business segment.

This time, we expect lower revenue and profit compared to the initial plan in all three businesses.

For the domestic business, we mainly revised the full-year plans for NISSIN FOOD PRODUCTS and NISSIN 
YORK.

For the overseas business, we revised downward mainly due to the first half results and weak market 
conditions in the U.S.
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Please see page 13. The graph on the left shows the comparison with the initial plan, and the graph on the right shows the year-on-year 
comparison for the second half. I will explain by business segment.

Domestic instant noodles business. For MYOJO FOODS, we expect to achieve the initial plan, so I will focus on NISSIN FOOD 
PRODUCTS.

For NISSIN FOOD PRODUCTS, as explained earlier, revenue increased year-on-year in the first half, but profit decreased due to higher 
raw material costs. This is in line with the initial plan so far.

However, in the second half, we expect the product mix to change due to trading down, which will affect the top line. In addition, material 
costs and labor costs are expected to increase more than initially planned.

In particular, for materials, in the first half, the exchange rate was more favorable than the assumed rate, and due to the interest rate 
differential between Japan and the U.S., we were able to secure forward contracts at a more favorable yen rate than planned. We also 
expected the yen to continue to appreciate in the second half due to narrowing interest rate differentials.

However, with the inauguration of the new government, market sentiment has changed, and the yen has weakened significantly 
compared to the initial assumed rate of 145 yen. Therefore, taking into account the current exchange rate and raw material prices, we 
have revised our assumptions for material costs and revised our outlook for second half profit.

Next, the domestic non-instant noodles business. Here, we mainly revised the outlook for NISSIN YORK and KOIKE-YA.

The main reason for the downward revision for NISSIN YORK is that sales of the PILKUL series fell significantly short of expectations 
due to the shrinking sleep market. For KOIKE-YA, the main factors were the significant impact of climate change on potatoes, including 
reduced harvests due to drought from spring to summer this year and lower quality due to high temperatures, resulting in a much lower 
potato yield than initially planned.

Year-on-year, we expect lower profit in the second half for CISCO and frozen foods. In both cases, this is because advertising expenses 
not used in the first half will be used in the second half, but the results will be in line with the plan.

For the non-instant noodles business as a whole, we expect lower profit compared to both the initial plan and the previous year.

Next, the overseas business.

This is the segment with the largest decrease compared to both the initial forecast and the previous year, mainly due to lower sales 
volume in the U.S. In the U.S., we had expected to cover the shelf loss that occurred last autumn through area expansion, channel 
expansion, and new product launches.

However, due to worsening market conditions, sales volume decreased, and with continued uncertainty in consumer sentiment, we are 
revising our full-year forecast downward. However, year-on-year, the impact of major retailers last year has run its course, and in the 
second half, we expect higher profit overseas as a whole compared to the same period last year.

Finally, domestic other and group-related costs.

The main reasons for the increase compared to the previous year are higher labor costs and system investments at HD. In addition, 
technically, due to lower sales at overseas subsidiaries, the decrease in royalty income received by HD from overseas subsidiaries is 
included as a negative in management accounting, and various external outsourcing fees for projects have exceeded the initial plan, 
resulting in an overall increase compared to both the initial plan and the previous year.

In summary, we expect lower sales volume in the U.S., Mexico, and Europe, and although we are taking measures to address higher 
costs, we have not been able to fully absorb the sharp increases in raw material prices and labor costs, leading to the announcement of 
this revised plan.

The CEO and COO will provide further explanations on the review of NISSIN FOOD PRODUCTS’ performance and the situation in the
U.S. business at tomorrow’s briefing.

That concludes my explanation.
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This is Ando, CEO. Yesterday evening, CFO Yano explained the details of our business performance. Today, I 
will talk about the situation in the first half, our full-year forecast, and the revision of our profit outlook.

Unfortunately, this time we are facing a decrease in profit for the first time in four years. In this environment, we 
feel the difficulty of management strongly. Today, I will explain the background and what measures we will take 
going forward.

Today, I will speak together with COO Noritaka Ando.
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First, I will explain about the situation in the U.S.. As stated in the key message, what I want to emphasize most 
is that we feel an “unprecedented sense of crisis.” We have already started to address urgent issues, and 
some are progressing well. We will continue to move forward with a sense of speed.

For our U.S. business, we are beginning to see signs of bottoming out, and we are implementing various 
measures for renewed growth. In other overseas businesses, there are countries such as Brazil and China 
where we are recovering our presence, but for the U.S., we aim to rebuild our management base and pursue a 
growth strategy unique to NISSIN.
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Regarding changes in the global environment, please refer to the materials.

Regarding changes in the micro environment, the instant noodle market is experiencing a rebound from the 
special demand caused by COVID-19. While there is a reaction to the special demand, we are also working on 
initiatives for renewed growth.

Also, we are seeing a shift in demand from premium products to low-priced products. This is mainly a domestic 
trend, but similar movements are occurring overseas. On the other hand, premium products from Korean 
companies and other high-priced items are also increasing.
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For NISSIN FOODS U.S., the total demand for cup noodles is said to be about 5.1 billion servings according to 
official data, but in reality, we estimate that it is moving at about 5.3 billion servings from last year to this year. 
Among them, the premium market is expanding, and competition is intensifying.

NISSIN FOODS is not yet able to fully demonstrate its strength.

Regarding NISSIN FOOD PRODUCTS, Noritaka Ando will explain later, but we are facing challenges such as 
rising raw material costs, increased demand for low-priced products, and the need to expand our share.
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Let’s move on to the next page.

Regarding changes in the business environment in the U.S., I will explain the trends in rent levels and 
consumer spending by income and generation. Up to the first half of FY3/2025, these trends have continued in 
this way.

Regarding wage, the low- and middle-income groups are seeing decreases, while the high-income group is 
seeing increases. The range of change is within 2–3%.

Regarding consumer spending, by generation, the older age group spends more, while Gen Z and younger 
people spend less.

Among the main target groups, spending by low- and middle-income earners and young people is declining. 
However, there are also unique reactions in high-priced products, and some consumers are shifting from base 
products to premium products.
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Regarding the domestic business environment, Noritaka Ando will explain in detail later, so I will omit it here.
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In the U.S., bag-type noodles and cup-type noodles are low-priced products in the food category, but unlike in Japan, 
demand tends to decrease when the economy is bad. On the other hand, Korean premium products are expanding their 
demand, and in the industry as a whole, while the quantity remains flat, sales amounts are increasing, and profits are 
growing—a unique situation.

Korean products are focused on spiciness, and effective communication using Social net working, web ads, and K-POP 
culture is driving demand growth. Unfortunately, our company recognizes that we have fallen behind in this area. We are 
currently considering measures for the winter season.
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I will explain our future initiatives.

Currently, Yokoyama is the President of RHQ Americas and the Chairman of NISSIN FOODS U.S., so I think it would be 
good for Yokoyama to share the real voice from the field, as it will help you understand the situation better.

This is Yokoyama.

First, I will explain the market environment. Until the second quarter, the situation was below the previous year, but now, all 
major makers have achieved results above the previous year. Among them, Walmart in sell-out increase 10% to last year.

Since summer, the measures implemented by each company have worked, and the entire market is turning positive. 
Without cannibalization among companies, the whole market is recovering. We cannot be optimistic, but we see positive 
signs.

For NISSIN, the recovery in sales through major retailers and value chains has contributed greatly. In addition, the shift to
plus in sell-in to large and small retailers has also helped, and our sell-out is up 10%.

According to IRI data, in the last four weeks, NISSIN has been up 10% and is on an upward trend.

In this situation, our company launched CUP NOODLES PRO, HotPot, and Bistro. The initial weekly sales are good, with 
HotPot, PRO, and Bistro selling in that order. HotPot is selling at about the same weekly rate as TopRamen Bowl. PRO is 
slightly below the level at the time of StirFry launch, but is gradually increasing. Bistro has not reached that level yet, but 
we are considering how to raise it going forward.

Overall, after the drop in large volume sales, we are actively developing LTOs (limited-time offers) that utilize our 
strengths. Recently, we have introduced flavors such as Turkey and Pumpkin, strengthening the relationship with large 
volume sales and recovering the market.

In the past 12 weeks, when comparing CUP NOODLES and Instant Lunch at major retailers, even in central regions like 
Great Lakes and Plains—where our presence had been weak—sales have significantly exceeded last year’s levels. In 
California, we have even become the No.1 share leader in the base market, showing clear improvement.

Since the late of this October, we have launched six packs CUP NOODLES and two flavors of as part of our new base 
products. Previously, large volume sales had only one flavor, but this time we have reached 3,600 stores and a distribution 
rate of 80%. From November, stores are gradually adopting them, and with good design and taste plus convenience, we 
expect growth.

Since October 1, we have started video distribution, and as of October 26, we have achieved 90 million impressions, which 
we believe will push sales.
Regarding “GEKI,” we commercialized and launched it in half a year as a high-speed branding project. Unlike the usual 
development schedule, we negotiated with two major grocery chains, and they are handling it. In the first month, 
September, we expanded to 3,400 stores, and in October to 4,800 stores, starting very well. Cumulative shipments are 1.4 
million servings and are progressing smoothly. The price is reasonable, and we expect to capture the mild spicy volume 
zone.



Also, with the increase in inbound visitors, interest in Japanese food culture is rising in the U.S. after returning 
home. As with Korean products, we want to develop a unique field called “Japan Quality Premium” with 
NISSIN-like marketing and innovation. With this new axis, we will prepare new products.

To advance these initiatives, full-scale operation of RHQ-Americas is important. Until now, local presidents 
have managed for three generations, and premium products in the mainstream have steadily grown, but our 
communication with HD and local operations, as well as response to Korean products has been delayed. We 
will build a system at RHQ-Americas to raise market sensitivity and respond quickly.

We will strengthen product development that has never existed before, enhance NISSIN-like marketing 
functions, and make innovation and marketing our strengths. I will also closely monitor efficiency in supply 
chain and production.

Currently, the overall outlook for business performance in the U.S. is down, but based on the current outlook, 
we believe the possibility of further decline is very low. We expect a decrease in quantity due to price 
increases, but the overall effect of price revisions is expected to be about mid-single digit%.

Regarding tariffs, the initial estimate was 55%, but in reality it is 45%, so there is some leeway compared to the 
outlook.

For sales, both October actual and November outlook are progressing well against the revised plan, and cash 
reserves are increasing. From November to January, we expect to exceed last year’s actuals. February and 
March were heavily promoted last year, so we will cover the numbers while watching the figures for those 
periods.

Overall, we believe the possibility of further downward revision to the current outlook is very low. In this way, 
we want to recover our business performance in the U.S. with a grounded strategy.

That concludes my explanation.

(The following: CEO, P21)

The new CUP NOODLES posted on this page are microwaveable products, and I believe they are the most 
carefully crafted products. As cup products, I think this form will become a central presence. The start has been 
slow, but we want to bring it back strongly.

“GEKI” is a product that started from Thailand, and in Thailand, it is the No.1 brand that sells more than Korean 
products in terms of quantity. We brought this to the U.S. The target is the mild spicy position, and compared to 
conventional spicy products, the capsaicin content is lower and the Scoville value is mild, but it is still a spicy 
product. If we push this product strongly, I believe it will become the fastest-growing product in terms of price 
for a wide range of users. We want to establish these products firmly.

At the bottom, I will also talk about the full-scale operation of RHQ-Americas and strengthening the 
organizational structure.
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We will work on growth strategies and rebuilding the management base.

As holdings, based on the current profit reduction plan, we are working to reduce unnecessary expenses and aim to compress expenses 
to about 3.0 billion yen in FY3/2027. We will control personnel costs at HD, compress general expenses, and promote global cost 
reduction. We will optimize the company-wide business process so that we can proceed efficiently and inexpensively while utilizing 
synergy. We believe we must reduce expenses to at least about 3.0 billion yen overall.

Additionally, we will strengthen the business structure in the U.S.. We will thoroughly strengthen the business structure in the U.S. with 
RHQ-Americas as the axis. Full-scale operation has begun, and support from HD will also be fundamentally strengthened.

We have 24 profit centers and 13 chief officer systems, but until now, sufficient support has not been possible. This structure is being 
improved.

In the organization of NISSIN FOODS U.S., we will introduce brand manager systems, not just marketing managers. Regarding 
strengthening SCM, we will support from Japan and establish the system on the U.S. side as well. This system is a source of 
competitiveness, and preparations are progressing.

From the perspective of deepening the premium strategy in the U.S., we want to implement the JAPAN QUALITY PREMIUM strategy. 
Our product structure is such that premium products are positioned above base products, and currently, these premium products are 
generating profits. We are considering developing JAPAN QUALITY PREMIUM above that.

In the Japanese instant noodle market, there are high-quality premium products among the premium category.

We recognize that local ramen shops, so-called ramen specialty restaurants and the instant noodle industry have grown while influencing 
each other over time. The instant noodle industry is a market of about 790 billion yen, and we are aiming to reach 800 billion yen. Ramen 
specialty restaurants are also about 790 billion yen, almost the same size. Ramen specialty restaurants are a highly specialized field with 
handmade products, but there are parts that are interchangeable at the same scale. Some specialty restaurants even wish to sell their 
products not only in their own restaurants but also through various retail channels.

In the U.S., the instant noodle market has reached about 500 billion yen, while local ramen shops is about 240 billion yen, so there is still 
room for growth. We believe that JAPAN QUALITY PREMIUM products will grow in the future. Specialty restaurants overwhelmingly have 
many Japanese products, and instant noodles originated in Japan, so we believe we can drive the QUALITY PREMIUM of Made-in-
Japan in a big way.

Instant ramen is a value product. For example, Big Mac is about 400 yen in Japan, but in the U.S., it is very expensive at $5.8. Set 
menus are $10 to $20, and hamburger is a high-priced product. Local ramen shops that have expanded from Japan are also high-priced 
at about $20 to $21. On the other hand, instant ramen is very affordable at about $1.5, and as a meal, it provides enough value. I believe 
there is still room for growth in this field.

In the U.S., canned and frozen foods are mainstream, but dry products are very limited. Dry products, which are advantageous in terms 
of shipping and storage, will clearly grow in the U.S. in the future. Specialty restaurants products are high-priced, and frozen foods are 
also good, but even then, they are about $5 to $7. Instant ramen, even as a premium product, can be very good at $1.5 to $2. I believe 
this is a valuable product.

We believe these products will grow in the future, so NISSIN FOODS U.S. ,will solidify its structure and thoroughly work on these 
initiatives. Please look forward to our future.

Since our founding, we have developed various cutting-edge technologies over many years. These technologies have not yet been fully 
utilized in the U.S., but we will actively expand them in the future. We believe this field will continue to expand, so please look forward to 
it.

We will rebuild and advance the structure of NISSIN FOODS U.S., so we would appreciate your opinions and advice.
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I, Noritaka Ando, President of NISSIN FOOD PRODUCTS, will explain the initiatives of NISSIN FOOD 
PRODUCTS and our new businesses.
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First, we recently announced a revision to our plan. At NISSIN FOOD PRODUCTS, we have revised our full-
year core operating profit forecast from 34.3 billion yen to 31.5 billion yen.

The core operating profit is down by 2.8 billion yen. The main reasons for this revision are higher-than-planned 
raw material costs and changes in the product mix. The breakdown of this negative 2.8 billion yen is roughly 
half due to higher raw material costs and half due to changes in the mix.

On the left side, regarding revenue, in the first half we focused more than usual on sales of low-priced 
products. For the second half, we have judged that the market demand for low-priced products will continue or 
even expand further, so we have changed our strategy to temporarily shift the product mix to even lower prices 
than in the first half.

On the right side, regarding the explanation of core operating profit, it says “higher-than-planned raw material 
prices at the beginning of the period,” and this is about half due to exchange rate effects and half due to raw 
material market conditions.

Especially for exchange rates, we had assumed a level of 145 yen per dollar for the second half, but with the 
current trend, we expect the yen to weaken to around 150 yen, so the impact has become larger.

Due to this strategic shift to lower-priced products and higher-than-planned raw material costs, core operating 
profit has been revised downward by 2.8 billion yen compared to the plan.
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Next, I will explain the trends in the first half for NISSIN FOOD PRODUCTS.

The graph on the left shows the weighted average price trend for instant noodles. In recent years, the unit price 
for the overall market has continued to rise, but this year it has fallen slightly.

Consumers’ awareness of protecting their household budgets has risen sharply, and we believe that our 
expansion of sales of low-priced products has contributed to this trend.

On the right side, we show the sales trend of our low-priced products. To meet consumer needs and maintain 
our market share, we intentionally increased the sales ratio of the “Assari Series” of low-priced products in the 
first half.

The “Assari Series” refers to the budget versions of our standard CUP NOODLE and DONBEI, such as 
ASSARI OISHII CUP NOODLE and ASSARI Odashiga OISHII DONBEI

We cannot disclose the ratio of regular to Assari products for strategic reasons, but as shown in the graph on 
the right, the total volume and value grew significantly in the first half. As a result, our volume share also 
increased compared to the previous year. We expect demand for low-priced products to remain high in the 
second half, and from the perspective of securing volume, we believe it is necessary to shift the mix to low-
priced products even more than planned.

Due to changes in the mix to meet demand for low-priced products and higher raw material costs, we have 
revised our forecast downward by 2.8 billion yen.
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This slide shows our initiatives from the second half to the next fiscal year.

On the left, for the second half, we will further shift the mix to low-priced products as a temporary measure. We 
have also decided to prioritize maximizing our brands.
In the next fiscal year, 3/2027, CUP NOODLE will celebrate its 55th anniversary, and DONBEI and U.F.O. will 
celebrate their 50th anniversaries, so these three major brands will have anniversary years. This will greatly 
increase their exposure as main brands in stores, so we expect the mix to improve next year. In addition to 
these anniversary campaigns, we will also invest in branding for value-added products such as CUP NOODLE 
PRO, CUP NOODLE BIG, SAIKYO DONBEI, and U.F.O. BAKUMORI, as shown on the right. As a market 
leader, we aim to return market prices to an upward trend.Given the current rise in raw material prices, we are 
also considering price revisions as one option. Since nothing has been decided yet, I cannot give details, but 
we may be able to make some kind of announcement within this year.

That concludes my explanation of NISSIN FOOD PRODUCTS.
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Next, I will explain about “Optimized Nutri-Dense Meals”. This refers to a new type of meal developed by 
NISSIN FOOD PRODUCTS that allows people to consume a well-balanced intake of 33 essential nutrients for 
Japanese people.
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This slide shows clinical trial data, which is the foundation technology for our new business. The results show 
how the human body changes when people continue to eatOptimized Nutri-Dense Meals with all nutrients 
balanced.

In a clinical trial published in 2022, 84% of participants lost weight, 81% saw a decrease in BMI, 73% saw a 
decrease in blood pressure, 86% saw a decrease in visceral fat area, 71% saw improved work performance, 
and 88% had increased bowel movements after eating 40 meals of Optimized Nutri-Dense Meals over about 
one month (four weeks). These results show that various vital data improved. This also shows that people 
generally live with unbalanced nutrition, and even eating 40 meals of ideal nutrition food in one month can 
improve vital data this much.

These results show that Optimized Nutri-Dense Meals is also effective for pre-disease measures and 
preventive medicine. Therefore, we are working every day to create a new food culture where the more you 
eat, the healthier you become, by applying this new optimized nutrition technology.
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Next, I will explain the results of clinical trials targeting people with diabetes and high blood pressure.

These patients often have strict dietary restrictions, which tends to lower their quality of life (QOL) and 
satisfaction with meals. By applying our Optimized Nutri-Dense Meals technology, even foods like katsudon, 
curry, and pizza—usually restricted as junk food—can be eaten by people with diabetes or high blood 
pressure.

In this clinical trial, we provided a reduced-salt, low-carb type of Optimized Nutri-Dense Meals, and after eating 
one meal per day for three months, participants saw decreases in blood sugar and blood pressure. This shows 
that the technology can also be applied to develop foods for people with illnesses.
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Next, I will explain clinical trials of Optimized Nutri-Dense Meals for seniors.

We provided Optimized Nutri-Dense Meals fortified with protein and omega-3 fatty acids, which are nutrients 
often lacking in seniors, and conducted clinical trials. The results showed improvements in walking speed, 
cognitive function, and sense of well-being, suggesting that this could help extend healthy life expectancy for 
seniors. We would like to continue developing healthy foods for seniors in the future.
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Next, about PMS symptoms in women.

PMS refers to physical and mental discomfort before menstruation. We conducted a clinical trial on these 
symptoms. Using Optimized Nutri-Dense Meals fortified with folic acid and iron for women, we found that 
discomfort before and during menstruation was reduced. These results show that this could also be used as a 
nutritional improvement food for women.



This slide shows the latest clinical trial results.

In joint research with Keio University School of Medicine, we confirmed the anti-aging effects of Optimized 
Nutri-Dense Meals. Specifically, after one month of continuous intake, the DNA methylation age was found to 
be about two years younger. DNA methylation age is an indicator of aging and refers to biological age. Simply 
put, continuing to eat Optimized Nutri-Dense Meals may extend healthy life expectancy, which is a very 
significant finding.

By accumulating such clinical evidence, we are trying to create the food culture of the future.

That concludes my explanation of basic research.
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Next, I will explain the progress of the “KANZEN MEAL” brand.
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KANZEN MEAL a product that pursues a perfect balance of 33 nutrients and taste. In three and a half years 
since its launch, cumulative sales have exceeded 53 million meals, and brand recognition has reached 52%, 
which is very high for a new brand.
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KANZEN MEAL was launched in 2022, and sales have grown to 3.0 billion yen, 5.0 billion yen, and 7.0 billion 
yen. For fiscal 2025, we expect to achieve sales of 10.0 billion yen as planned.
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The KANZEN MEAL series is divided into three categories: shelf-stable products, frozen foods, and BtoB business. 

Results for the first half were 114% of the previous year. On the left, shelf-stable products include instant foods and 

drinks, up 110% year-on-year. In the center, frozen foods grew 137% year-on-year. On the right, the BtoB business, 

which includes collaborations with company cafeterias, retailers, and restaurants, grew 104% year-on-year.
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Here are the best-selling KANZEN MEAL products in the first half. The shelf-stable “KANZEN MEAL” 
performed very well, and the shelf-stable “Soup-less Cup Noodle” also sold very well.

The “Donbei Curry Udon” launched this autumn is also performing very well, as it is the first soup product from 
Donbei.

On the right, the frozen food “Frozen KANZEN MEAL DELI” is available only online, but the number of products 
is increasing and sales are steadily growing.
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Collaboration with retail delicatessens in the first half was also strong.

Retail delicatessens are selling KANZEN MEAL bento as prepared meals in supermarkets, and sales are very 
strong.

Currently, sales are being conducted mainly at seven companies nationwide, with sales up 338% year-on-year. 
We are working with the companies listed on the right, and the number of companies adopting the product is 
increasing, with 25 companies scheduled to sell it within this fiscal year. We expect further growth.
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For the second half, we will further expand and strengthen new categories such as drinks and soups for 
packaged products.

On the left, for shelf-stable products, we will increase the variety of cup rice as well as cup noodles. In the 
lower left, there are also soups and retort foods, but as a new product, there is a drink called “KANZEN MEAL 
RAPID SHOT,” which is a drink that can replace a meal with the concept of “new 10-second rice,” and it is 
currently selling online. On the right, for frozen foods, we have added soups such as Samgyetang-style, 
minestrone, and tom yum kung for women. “Frozen KANZEN MEAL DELI” has increased to a total of 33 SKUs.

40



About retail delicatessens and company cafeteria stands.

The number of companies adopting retail delicatessens is increasing, and we plan to expand to 25 companies 
within this fiscal year. Since the start was small, sales are up 830% year-on-year. On the right, the number of 
companies introducing company cafeterias with KANZEN MEAL is increasing. The stand type is a business 
that installs vending machines for frozen KANZEN MEAL, and the number of companies introducing them is 
rapidly increasing due to the trend toward health management. More than 150 companies have adopted both 
cafeterias and stands. We expect further growth.
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The technology of KANZEN MESHIKANZEN MEAL can be deployed in a variety of business models, and we 
believe it offers great potential for the future of the NISSIN FOODS Group.

In the upper left, packaged foods are our area of greatest strength, and we can expand not only to instant 
noodles but also to instant rice, soups, frozen foods, bread, and snacks. On the right, we show expansion into 
prepared meals for supermarkets and convenience stores. In the center left, we are promoting health 
management by introducing company cafeterias and frozen food stands. On the right, in medical collaboration, 
we are developing products like KANZEN MEAL for people with illnesses. In the lower left, for frailty 
prevention, we will provide KANZEN MEAL to help extend healthy life expectancy for the elderly. We believe 
that expanding these initiatives will help reduce the burden of nursing care and medical costs. We also believe 
there is a large market here. In Toyota Woven City, shown in the lower right, we are responsible for food 
infrastructure and are conducting demonstration experiments.

Furthermore, we have started to expand overseas.
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Overseas, we are developing products of Optimized Nutri-Dense Meals under the brand name “KANZEN 
MEAL.” We have started in the United States and Europe.

In the United States, we began selling mainly frozen pasta at independent stores in June. In October, we 
strengthened the lineup to five SKUs and are gradually expanding to regional chains. The response in the 
United States has been very positive, and the new concept of frozen food with a complete nutritional balance is 
highly regarded. The concept of frozen food with a complete nutritional balance is unprecedented, so buyers 
are giving us very good feedback. Business negotiations are progressing rapidly, and we plan to expand to 
about 1,000 stores nationwide within this fiscal year. Adoption is going smoothly, but the challenge going 
forward is how to communicate this concept to consumers. This will be the key to success, so we will report on 
this initiative again in the future.

In Europe, we first launched a curry-flavored cup rice similar to CURRY MESHI (curry rice) in Germany. We 
plan to start test sales at major national chains by the end of the year. We are also preparing to introduce 
similar cup curry rice in the UK market from next year. Overseas, we would like to expand not only to instant 
and frozen foods but also to bread, snacks, and in the future, foods for people with illnesses and BtoB
business.
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Finally, here is the outlook for profitability of each domestic business.

At the top, BtoC grocery, such as shelf-stable KANZEN MEAL, is expected to become profitable in fiscal 2028. 
Below that, BtoC frozen, such as “Frozen KANZEN MEAL DELI,” is expected to become profitable in fiscal 
2027. The BtoB company cafeteria business is expected to become profitable a little earlier, in fiscal 2026. 
Collaboration with retail and restaurant manufacturers is expected to become profitable in fiscal 2029.

As shown in the upper right, we are planning sales of 42.0 billion yen in 2030. As of 2030, the scale will still be 
around 40.0 billion yen, but if we use the technology of KANZEN MEAL to make the nutritional balance of all 
meals, including regular meals and junk food, perfect, we believe the world will become healthier and happier. 
This is a very ambitious new business, so we hope you will continue to pay attention to the further spread and 
expansion of KANZEN MEAL.

That concludes my explanation.
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Please see page 46. First, the domestic instant noodles business.

In the market environment, with real wages continuing to decline, consumers remain highly price-conscious, 
and demand for instant noodles remains relatively high.

Due to rising food prices, the trend toward trading down within the instant noodles market became more 
pronounced from the first to the second quarter.

In this environment, NISSIN FOOD PRODUCTS saw lower revenue and profit in the first quarter, partly due to 
a reaction to strengthened sales at the end of the previous fiscal year. However, from July onward, sales and 
sales volume increased as planned. Although there was a reaction in August to last year’s rice shortage and 
typhoon, which had boosted volume, in the second quarter alone, both revenue and profit increased.

In addition to sales of main products, we strategically strengthened sales of low-priced products such as the 
“Assari Series,” successfully capturing demand from price-conscious consumers.

As a result, for the first half (April–September), revenue increased by 2% year-on-year, but higher costs for raw 
materials and logistics could not be fully offset by higher revenue, resulting in a 4% decrease in profit.

At MYOJO FOODS, main brands with good value continued to perform well, resulting in a 4% increase in 
revenue year-on-year. In terms of profit, the effect of higher revenue absorbed higher costs, resulting in a 4% 
increase in profit year-on-year. Progress is steady toward achieving the annual plan.

As a result, the overall domestic instant noodles business saw a 2% increase in revenue and a 3% decrease in 
profit year-on-year.
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Please see page 48. I will explain the Americas.

First, the U.S. business.

In the U.S., revenue in local currency decreased by 16% year-on-year, and core operating profit also 
decreased.

Since the first quarter, polarization in consumer trends has become more pronounced in the U.S.

The instant noodles market, especially the base market, continues to be sluggish, mainly due to the prolonged 
impact of inflation. As a result, some consumers who used to buy base products may be shifting to cheaper 
food ingredients.

On the other hand, the premium market continues to perform well, partly due to the growth of Korean brands. 
According to sell-out data, not only Korean bag-type noodles but also our bowl-type products have remained 
strong since the first quarter, and in the second quarter, both sell-in and sell-out of our bowl-type products 
increased year-on-year.

We believe that products with larger volume and relatively lower price points are meeting the needs of cost-
conscious consumers.

In this environment, our total sales volume in the first half decreased by about 10% year-on-year, mainly due to 
the continued impact of lower sales in the West Coast area that began in the second half of last year. However, 
in the second quarter alone, the decrease was limited to the low single digits year-on-year, even though the 
impact of shelf loss at major retailers last year still remained. Compared to the 20% decrease in the first 
quarter, this is a significant improvement, and we have returned to market-level growth. Excluding the impact of 
major retailers, we have almost recovered to the same level as last year, showing signs of bottoming out.

We positioned the first half as a period for volume recovery, and even as competitors raised prices, we 
invested in promotion expenses to recover share on the West Coast, expand areas, and develop channels. 
Although the situation was tough, we believe that the results of these efforts are beginning to show in the 
second quarter. In addition, the nationwide rollout of new products from July to the third quarter also 
contributed to some extent, and the volume of premium products increased by a low single digit percentage 
year-on-year.

For the second half, we will sequentially implement price increases of 6–10% from October to respond to 
higher costs. Even if we use the same level of promotion expenses as in the first half, we aim to secure a 
certain level of annual profit.

As mentioned earlier, our bowl-type premium products, which are our strength, remain a strong category even 
as total instant noodle volume stagnates. In some newly acquired regions at major retailers, we may have 
become the alternative as competitors raised prices, and both sales volume and value have turned positive. 
While there are positive factors, the first quarter’s sales were tougher than expected, and with the possibility of 
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further polarization in consumption and the expected decrease in volume after price increases, we 
have revised our FY2025 plan, and now expect volume to decrease by a high single digit 
percentage year-on-year.

In terms of profit, although costs such as external warehouse expenses that occurred last year 
have been removed, lower revenue and increased promotion expenses resulted in lower profit. 
Future profit will partly depend on sales trends, but we will implement measures to minimize 
downside risk and aim for higher profit in the second half compared to last year. The core operating 
profit margin from existing businesses is expected to be in the mid to high single digits for the full 
year.

Next, Brazil.

In the first half, volume decreased by a low single digit percentage year-on-year. In terms of 
revenue, it decreased on an actual exchange rate basis, but increased by 6% in local currency, 
partly due to price increases. Last year, we worked to accelerate and improve production efficiency 
to meet increased demand, and we are now operating stably, expecting to achieve the full-year 
plan.

In Brazil, due to high interest rates, retailers and wholesalers are tending to reduce inventories. As 
a result, sell-out remained strong in the second quarter, but sell-in was flat. However, price 
increases also contributed, and we expect to achieve the annual plan. In terms of profit, higher 
material costs, especially palm oil, led to lower profit in the first half (April–September), but profit 
increased in the second quarter alone.

Finally, the Mexico business.

Last year, volume decreased mainly due to lower exports to Central America, but exports have 
recovered this year. On the other hand, as in the U.S., inflation is progressing in Mexico, and cup-
type noodles are now relatively high-priced among food ingredients, so the overall market, 
especially the MT channel, is weak. As a result, volume in the first half decreased by a low single 
digit percentage year-on-year. However, we aim to minimize the decline in sales and profit through 
price increases in May and October. On an actual exchange rate basis, revenue decreased, but in 
local currency, revenue increased by 3%.
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Please see page 49. China.

In Hong Kong, sales of the main brand “Demae Iccho” remained strong. In addition, the inclusion of non-instant 
noodles businesses in Korea and Australia as consolidated subsidiaries from the second half of FY2024 also 
contributed positively to sales.

On the mainland, sales of the main “Cup Noodles” brand remained strong. Even in coastal cities, where we 
had struggled, volume recovered, and in inland areas, we expanded into new areas and routes. The 
penetration of main products such as “Cup Noodles” is progressing.

In terms of profit, higher material costs such as palm oil were offset by increased sales volume, resulting in 
higher profit for the segment as a whole. In Hong Kong, profit increased by double digits due to volume 
recovery and the effect of neighboring countries, while on the mainland, profit decreased mainly due to higher 
material costs, but increased by a low single digit percentage on a constant currency basis.
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