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Strengthening of Operating Base and

Challenge New Developments

1st Stage – Interim Report



Home-use Nursing Care Food Kewpie “Yasashii Kondate” (Full-scale Renewal)
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*Sales for the current fiscal year:  
*Increased 50% in comparison with previous fiscal year

Always provide the joy of eating

Reasonably priced 
that allows many people to use the products

Tastiness
that encourages eating the products again

Create taste

Menus with variety Affordability

Reinforce
sales channels

Original production technologies 
(smoothness, consistency and sense of ingredients)



Egg Products Business

（¥ bn） 11/09
11/10

Plan
Increase

Net Sales 79.5 84.4 +4.9

Operating 
Income 3.6 3.8 +0.2

Operating 
Income Ratio 4.5% 4.5% ±0%

Enhance Competitiveness in the Existing Area and Establish an “Egg World” by Expanding New Areas

＜Factors Causing Increase and Decrease in Net Sales＞
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Challenge to New Developments

Strengthening of Operating Base

◇Expand into a new egg area
・Introduce and foster unique products backed by technologies

◇Accelerate the marketing of chilled egg products

Concentration on core products

◇ Expand sales by pursuing affordability and adding value

Improvement of cost structure of the group

◇ Promote re-deployment of production in the Kanto area

◇ Reduce manufacturing cost and operating cost

＜Plans＞

◇Promote adding value to egg whites

・Cultivate demand for liquid eggs, thick rolled omelet and
egg spread, and expand their market shares

* Net sales include + 1.6 billion yen positive impact of egg market

・Expand chilled egg products for prepared foods and daily  
foods in respective areas

（First half-0.1,
Second half+0.3）

（First half+0.5,
Second half+0.9）

（First half+0.5,
Second half+2.3）

（First half-0.1
Second half+0.7）

＜ Endeavors in the second half ＞
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Concentration on
core products

Cultivation of the 
domestic market

Other existing products, etc.

Business development
in overseas market



（¥ bn） 11/09
11/10

Plan

Increase/

Decrease

Net Sales 80.7 77.1 -3.6

Operating 
Income 1.3 1.6 +0.3

Operating 
Income Ratio 1.6% 2.1% +0.5%

Challenge to New Developments

Strengthening of Operating Base

商品群の精鋭化
による影響

Salad and Prepared Foods Business

-4.8

-2.4

3.0

0.6

△ 6 △ 4 △ 2 0 2 4 6

-3.6 ＋3.6-7.2

Impact of shift in business types 
(enhancement of business foundations)

◇ Continue developing sales channels for hospitals and home
delivery services

◇ Continue cost reduction activities in respective areas

◇ Endeavor to expand deployment areas and development sales channels

◇ Reinforce development of products in new categories

◇ Enrich product offerings of salads and cut vegetables

・Sweets, prepared foods to be heated in microwave ovens, etc.

・Lightly marinated pickles, rice balls, condiments for vegetable
and fruit markets, etc.

＜Plans＞

＜Factors Causing Increase and Decrease in Net Sales＞

・Expand product offerings that meet consumers' orientation for 
simple and convenient

・Reinforce proposals for special and commemorative days

・Focus on improving yields of major raw materials

Promote the Development of New Markets by Utilizing Our Nationwide Network

（First half+0.6, Second half+2.4）

（First half+0.1
Second half+0.5）

（First half-1.7, Second half-0.7）

（First half -2,.0 , Second half-2.8）

＜ Endeavors in the second half ＞

◇ Strengthen competitiveness of core products based on the
positive effects from shifts in business categories
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Concentration on
core products

Cultivation of the 
domestic market

Other existing products, etc.



Distribution Systems Business

（¥ bn） 11/09
11/10

Plan
Increase

Net Sales 92.0 112.2 +20.2

Operating 
Income 2.2 3.0 +0.8

Operating 
Income Ratio 2.4% 2.7% 0.3%

-5.1

2.0

23.3

△ 15 △ 5 5 15 25

Expand the scope of 
consolidation

Decrease in transactions with
existing customers and other factors

Win new deals

＜Plans＞

＜Factors Causing Increase and Decrease in Net Sales＞

＋20.2 ＋25.3-5.1

Challenge to New Developments

◇ Reinforce the capability to meet customer needs
to outsource physical distribution

◇ Improve profitability by establishing standardization
of operations

・Prepare and enhance service standards and fee systems
・Enhance profitability management for individual customers

Strengthening of Operating Base

・Establish marketing systems and strengthen the capability to
dedicated distribution services

・Develop new customers by offering import cargo handling
services

Promote Improvement of Quality and Strengthening of Functions of Physical Distribution

◇ Promoting marketing that is in close contact with
respective areas

（First half+11.4
Second half+11.9）

（First half+0.9
Second half+1.1）

（First half -2.6, Second half-2.5）

＜ Endeavors in the second half ＞

◇ Restructure distribution functions

・Strengthen transportation capacities via trunk lines and reduce 
costs in handling small–lot products

・Enlarge storage bases in big cities and concentrate local bases
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Reference Materials
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Reference: Performance Trends

11/06 11/07 11/08 11/09 11/10 Plan 11/12
Mid Term Business Plan

《New Business Segments》

Condiment and Processed Foods 175.7 174.6 185.5
13.8 16.2 15.2

Health Function Products 17.3 17.5 22.5
0.6 1.1 2.4

Egg Products 79.5 84.4 90.5
3.6 3.8 4.2

Salad and Prepared Foods 80.7 77.1 92.0
1.3 1.6 2.3

Common Business Operations 7.1 6.8 7.5
0.4 0.5 0.5

Distribution Systems 92.0 112.2 127.0
2.2 3.0 3.2

Elimination/Corporate

-4.3 -4.7 -4.3
Total 456.1 468.0 474.0 452.2 472.6 525.0

14.2 15.8 14.0 17.7 21.5 23.5
《Former Business Segments》

Condiment and Processed Foods 172.2 177.3 177.6 175.0
10.3 11.6 9.9 14.6

Health Function Products 17.4 17.5 18.2 17.8
0.8 1.1 0.8 0.6

Egg Products 82.5 84.8 88.3 81.6
2.4 3.2 3.6 3.6

Salad and Prepared Foods 94.5 96.2 93.8 86.1
1.2 1.9 1.7 1.0

Distribution Systems 89.5 92.2 96.0 91.8
3.3 2.2 1.9 2.2

Elimination/Corporate

-3.8 -4.0 -3.9 -4.3
Total 456.1 468.0 474.0 452.2

14.2 15.8 14.0 17.7

（¥ bn）

Note: Figures in the upper column are sales, and those in the lower column are operating income.
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Reference: Major Expenses, etc. (consolidated)

5/06 5/07 5/08 5/09 5/10 11/09
11/10
Plan

Sales promotion 
expenses 11.2 11.5 9.9 8.6 8.7 17.6 17.9

Advertising expenses 4.6 4.7 4.5 4.0 4.1 7.7 8.2

Distribution expenses 12.9 13.4 13.4 12.5 12.5 25.1 25.7

Labor expenses 9.5 9.8 9.6 10.7 11.3 21.7 22.5

R&D expenses 1.5 1.5 1.5 1.5 1.4 3.2 3.3

Capital investments 8.4 5.7 7.5 6.3 5.8 11.9 15.7

Depreciation expenses 5.8 5.9 6.4 6.2 6.2 13.0 13.5

（¥ bn）

11/09 11/10 Plan
Breakdown of Increase/Decrease

(comparison between fiscal 2009 and plans for fiscal 2010)

Non-Operating 
Income/Expenses

0.7 0.3

Increase in exchange losses   -0.1

Increase in other expenses -0.1

Decrease in other sales -0.2

Extraordinary 
Income/Expenses

-1.8 -1.3
Decrease in impairment losses   +1.0

Increase in loss on disposal of fixed assets   -0.7
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Reference: Condiments for Salads and Sales Results by Sector (Non-Consolidated)

Home-Use Price (per kg) Commercial-Use Price (per kg)
（¥/kg） （¥/kg）

5/05 5/06 5/07 5/08 5/09 5/10 Year-on-Year

Volume (1,000t) 65 62 64 63 61 62 1.6%

Amount (\bn) 33.6 33.1 34.2 34.7 34.9 35.4 1.4%

Volume (1,000t) 44 45 46 45 46 48 4.3%

Amount (\bn) 15.6 15.8 16.2 16.2 18.4 18.1 -1.6%

Volume (1,000t) 109 106 110 108 107 110 2.8%

Amount (\bn) 49.2 48.9 50.4 51.0 53.3 53.5 0.4%

Home-use

Commercial-use

Total

*Results for 5/10 have been modified in accordance with the arrangement of product categories conducted in 5/09.
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Reference: Movement in Egg and Cooking Oil Prices

Egg Prices Cooking Oil Prices 

（¥）

（¥）（¥）

－35－

5/01 5/02 5/03 5/04 5/05 5/06 5/07 5/08 5/09 5/10

Medium-sized egg, 

Tokyo market average price 
(per kg)

181 174 169 138 246 182 183 182 177 181

Average price of institutional 
use (tank truck base) for 
processed oil and fats

(per kg)

88 91 116 126 142 134 148 179 193 153
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（Monthly average from December to May for each year ）



Condiments and Processed 
Foods 

Health Function Products

Egg Products

Salad and Prepared Foods

Common Business Operations

Distribution Systems 

Condiments and Processed 
Foods 

Health Function Products

Distribution Systems 

Egg Products

Former Business Segments (Through Fiscal 2009) New Business Segments (Starting in Fiscal 2010)

Purpose of the Change
Earlier, a common-purpose company served each segment for cross-sectional work, but this
company has been made into a separate “common business operations” segment to make 
profits and losses of each segment clearer. 

Salad and Prepared Foods

Changes in Business Segments
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The  common-purpose company has been reclassified as the “common business” segment to clarify the 
scope of operating companies.

Some products in the Salad and Prepared Foods segment have been transferred to the Condiments and 
Processed Foods segment.


