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FY2011/3 4Q FY2012/3 4Q FY2013/3 4Q FY2014/3 4Q

Consolidated Processed Foods Business Division

Fresh Meats Business Division Affiliated Business Division

FY2011/3 4Q FY2012/3 4Q FY2013/3 4Q FY2014/3 4Q Variance Variance (%)

Processed Foods 

Business Division

Sales 75,157 75,351 76,050 79,663 3,613 4.8

Operating income (1,394) (247) (305) (757) (452) -

Fresh Meats 

Business Division

Sales 149,902 147,958 157,820 180,814 22,994 14.6

Operating income 6,195 371 2,861 6,875 4,014 140.3

Affiliated Business 

Division

Sales 28,382 29,958 29,422 33,214 3,792 12.9

Operating income (401) (299) (228) (440) (212) -

Eliminations, 

adjustments and others

Sales (27,429) (25,565) (28,255) (33,128) (4,873) -

Operating income (1,490) 294 31 223 192 619.4

Consolidated
Sales 226,012 227,702 235,037 260,563 25,526 10.9

Operating income 2,910 119 2,359 5,901 3,542 150.1

(¥ million)

(Consolidated)

(¥ million)

(Consolidated)

(Operating 

segment)

(Operating 

segment)

1. Business Results by Operating Segment: 4Q (Jan.ïMar.)

Sales by operating segment and sales on Page 23 of this presentation (by category) do not necessarily correspond (due to intersegment transactions) 
Sales for each segment include intersegment sales
Previous-year results for each segment are restated to comply with changes in segmentation at certain subsidiaries.
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FY2011/3 FY2012/3 FY2013/3 FY2014/3

Consolidated Processed Foods Business Division

Fresh Meats Business Division Affiliated Business Division

FY2011/3 FY2012/3 FY2013/3 FY2014/3 Variance Variance (%)

Sales 338,027 342,186 338,966 351,994 13,028 3.8

Operating income 8,629 8,030 9,565 6,481 (3,084) (32.2)

Sales 644,535 666,668 673,686 766,509 92,823 13.8

Operating income 23,815 16,191 15,560 26,815 11,255 72.3

Sales 132,224 135,189 137,645 148,138 10,493 7.6

Operating income 1,672 1,960 1,527 998 (529) (34.6)

Sales (125,478) (126,259) (127,458) (144,544) (17,086) -

Operating income (941) 332 1,369 1,406 37 2.7

Sales 989,308 1,017,784 1,022,839 1,122,097 99,258 9.7

Operating income 33,175 26,513 28,021 35,700 7,679 27.4

Affiliated Business

Division

Eliminations,

adjustments and others

Consolidated
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Fresh Meats

Business Division

Sales Operating Income
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2. Business Results by Operating Segment: Full Year (Apr.ïMar.)

(¥ million)

(¥ million)

(Consolidated)

(Operating 

segment)

(¥ million)

(Consolidated)

(Operating 

segment)

Sales by operating segment and sales on Page 23 of this presentation (by category) do not necessarily correspond (due to intersegment transactions) 
Sales for each segment include intersegment sales
Previous-year results for each segment are restated to comply with changes in segmentation at certain subsidiaries.
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FY2011/3 FY2012/3 FY2013/3 FY2014/3

Sales Operating Income

FY2013/3 4Q FY2014/3 4Q Variance Variance (%)

Sales 76,050 79,663 3,613 4.8

Operating income (305) (757) (452) -

Operating income ratio (0.4%) (1.0%) - -

FY2013/3 FY2014/3 Variance Variance (%)

Sales 338,966 351,994 13,028 3.8

Operating income 9,565 6,481 (3,084) (32.2)

Operating income ratio 2.8% 1.8% - -

4Q Results (Jan.ïMar.) Full Year Results (Apr.ïMar.)

(¥ million,%) (¥ million,%)

3. Operating Segment Data: Processed Foods Business Division (1)

(Sales: ¥ million) (Operating loss:

¥ million)

(Sales: ¥ million) (Operating income:

¥ million)

FY2014/3 4Q (Jan.ïMar.)
(Sales)

Å Revenues increased thanks to firm sales of consumer-use 

products (hams and sausages and processed foods) 

(Operating Income)

Å Revenues declined despite price revisions and cost cuts due to 

higher prices for raw materials, other materials and fuel.  

FY2014/3 Full year (Apr.ïMar.) 
(Sales)

ÅRevenues rose on a boost in sales centered on main sausage 

and ham brand ñSCHAU ESSENò and flagship gift brand 

ñUtsukushi-no-Kuni.ò 

Processed foods revenues increased on contributions as items 

including ñIshigama Koboò and hamburg and meatball offerings 

contributed to sales. 

(Operating Income)

Å Revenues fell despite implementing price revisions as planned 

and pursuing cost cuts due to higher prices for raw 

materials, other materials and fuel. 
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ƨ Forecasts Variation Factor Analysis (full year)

[Cost-cutting effect]

Ĕ Reduced cost-cutting effect associated with a decline in sales volume of hams and sausages, and processed foods. 

[Others]

Ĕ Income ratio for products manufactured at overseas deteriorated due to the effect of a weaker yen.

1Q: (-)¥0.9 billion,  2Q: (-)¥0.3 billion)

Factor Analysis Graph: Changes in results (full year)

3. Operating Segment Data: Processed Foods Business Division (2)

Factor Analysis: Changes in operating income

* Due to rounding, item tallies in each division may not match totals (¥ billion)

1Q-3Q

results

4Q

results

Full year

forecasts

Full year

results
Variance

Price revision effect 1.7 0.9 2.6 2.6 0.0

Cost-cutting effect 1.6 0.6 2.7 2.2 (0.5)

0.5 0.3 0.7 0.8 0.1

Flooding in Thailand 0.1 0.0 0.1 0.1 0.0

(4.5) (2.1) (6.6) (6.6) 0.0

Principal raw material

prices
(3.4) (1.7) (4.8) (5.1) (0.3)

Other materials/fuels (1.1) (0.4) (1.8) (1.5) 0.3

(2.1) (0.1) (1.9) (2.2) (0.3)

Including impact of effect

from products

manufactured overseas

(1.2) 0.0 (1.2) (1.2) 0.0

(2.7) (0.4) (2.4) (3.1) (0.7)Total

FY2014/3 Forecasts and results

Other factors

Supply Chain Management

(SCM) effect

Principal raw/other material

prices

0 5 10 15 20

End of FY2014/3

Other factors

Other materials/fuels

Principal raw material prices

Flooding in Thailand

Supply Chain Management 
(SCM) effect

Cost-cutting effect

Price revision effect

End of FY2013/3

Positive

factors

Negative

factors

¥5.7 bn

¥(8.8) bn

(¥ billion)

+2.6

+2.2

6.5

9.6

+0.8

+0.1

(5.1)

(1.5)

(2.2)
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ÅFY2014/3 results:

approximately 99% from last year (unit basis)

ÅñUtsukushi-no-Kuniògifts

year on year, unit basis: approximately 111%

(Sales ratio at around 17%)

(Reference) 2013 market data (unit basis)

* Nippon Meat Packers, Inc. survey

ɵ Overall gift set market: lower than the previous year

ɵ Hams and sausages gift market: lower than the previous year

Reference: Gift unit sales results

1st half 2nd half Full year 1st half 2nd half Full year

SCHAU ESSEN 101% 109% 105% Ishigama Kobo 104% 96% 100%

Mori-no-Kaori coarse-ground

wieners
83% 94% 88% Chuka Meisai 104% 97% 100%

Hams 97% 95% 96% Prefried 93% 97% 95%

Bacons 104% 109% 106%
Hamburg and meatball

offerings
124% 110% 116%

Yakibutas 108% 93% 100% Curries 109% 113% 111%

Processed FoodsHams and sausages
FY2014/3 results FY2014/3 results

Volume Amount

Consumer-use 101% 104%

Commercial-use 100% 101%

Total 100% 103%

Consumer-use 99% 102%

Commercial-use 101% 103%

Total 100% 102%

Hams and sausages

Processed foods

ñSCHAU ESSENò

FY2013/3 results

Units Units Variance

Overall unit sales 2,026 2,075 102%

(Utsukushi-no-Kuni) 315 378 120%

Overall unit sales 4,759 4,675 98%

(Utsukushi-no-Kuni) 727 780 107%

Overall unit sales 6,785 6,750 99%

(Utsukushi-no-Kuni) 1,042 1,158 111%

(Ratio) 15% 17%

Total

FY2014/3 results

Summer gift-

giving season

Year-end gift-

giving season

ñIshigama Kobo 

Pizza Margheritaò

3. Operating Segment Data: Processed Foods Business Division (3)

Gift product sales results

Major brands sales results Reference: Year-on-year sales comparison of major brand products

(Unit: 1,000)

Sales results by channel

1) Consumer-use products

Sales of hams and sausages and processed foods was firm

2) Commercial-use products

Hams and sausages and processed foods remained robust 

centered on those for convenience stores. 

Reference: FY2014/3 Full year (year-on-year growth in sales by channel)
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ɵ Both sales volume and revenues grew for beef in Australia with the 

focus on placed on ñWhyalleaf,ò while revenues increased 

domestically due to a rise in unit prices resulting from a recovery in 

the domestic fresh meats market. 

(Operating Income)

ɵ Revenues rose as a result of an improvement in domestic farming 

businesses on the back of a stronger market and a major 

improvement in the Australian business. 

4Q Results (Jan.ïMar.) Full Year Results (Apr.ïMar.)

(¥ million, %) (¥ million, %)

(Operating income:

¥ million)

FY2013/3 4Q FY2014/3 4Q Variance Variance (%)

Sales 157,820 180,814 22,994 14.6

Operating income 2,861 6,875 4,014 140.3

Operatin income ratio 1.8% 3.8% - -

FY2013/3 FY2014/3 Variance Variance (%)

Sales 673,686 766,509 92,823 13.8

Operating income 15,560 26,815 11,255 72.3

Operatin income ratio 2.3% 3.5% - -

FY2014/3 4Q (Jan.ïMar.)
(Sales)

ɵ Revenues increased due to higher sale prices as a result of a 

strong domestic fresh meats market 

(Operating Income)

ɵ Domestic farming businesses remained healthy as a result of a 

solid fresh meats market.

Revenues rose at overseas on improvement in businesses both in 

the Americas and Australia. 

4. Operating Segment Data: Fresh Meats Business Division (1)

(Sales: ¥ million) (Operating income:

¥ million)

(Sales: ¥ million)
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ƨ Forecasts Variation Factor Analysis (full year)

[Changes in farming operations in Japan]

ĔMajor revenues improvement in domestic production businesses along with improved productivity and a stronger domestic fresh 

meats market. 

[Changes in overseas operations]

ĔDramatic improvement in the Australian business as a result of initiatives implemented since the previous term (+¥7.1 billion year 

on year for full term for Australian businesses).

[Nippon Food Group business conditions]

ĔRevenues capability improved on expanded sales channels, especially food-service channels.

0 5 10 15 20 25 30

End of FY 2014/3

Domestic fresh meat market

Imported fresh meat market

Other factors

Nippon Food Group
business conditions

Changes in overseas operations

Changes in farming operations in Japan

End of FY 2013/3

Positive 

factors

¥12.6 bn

¥(1.4) bn

+4.5

+8.0

26.8

15.6

+0.1

(0.1)

(0.8)

(0.5)

4. Operating Segment Data: Fresh Meats Business Division (2)

Factor Analysis: Changes in operating income

FY2014/3 full year forecasts and results

1Q-3Q

results

4Q

results

Full year 

forecasts

Full year

results
Variance

Changes in farming 

operations in Japan
2.9 1.6 3.6 4.5 0.9 

Changes in overseas  

operations
4.8 3.2 6.4 8.0 1.6 

Imported fresh meat

market
0.0 (0.8) (0.6) (0.8) (0.2)

Domestic fresh meat 

market
(0.2) (0.3) (0.6) (0.5) 0.1 

Nippon Food Group

business conditions
(0.4) 0.5 0.0 0.1 0.1 

Other factors 0.1 (0.2) 0.1 (0.1) (0.2)

Total 7.2 4.0 8.9 11.2 2.3 

* Due to rounding, item tallies in each division may not match totals (¥ billion)

Negative 

factors

Factor Analysis Graph: Changes in results (full year)
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4Q Results (Jan.ïMar.) Full Year Results (Apr.ïMar.)Operating income:

¥ million)

FY2013/3 4Q FY2014/3 4Q Variance Variance (%)

Sales 29,422 33,214 3,792 12.9

Operating income (228) (440) (212) -

Operating income ratio (0.8)% (1.3)% - -

FY2013/3 FY2014/3 Variance Variance (%)

Sales 137,645 148,138 10,493 7.6

Operating income 1,527 998 (529) (34.6)

Operating income ratio 1.1% 0.7% - -

5 Operating Segment Data: Affiliated Business Division

FY2014/3 4Q (Jan.ïMar.)
(Sales)

ɵ In marine products, revenues increased mainly due to stronger 

markets for types of fish the Group handles and the addition of 

Kushiro Marusui Co., Ltd. joined the Group. 

ɵ In dairy products, revenues rose as yogurt drinks for which capital 

investment was made did well and cheese for both consumers and 

commercial use was strong. 

(Operating Income)

ɵ Competition was fierce in marine products as price revisions were 

not enough for the market rise. 

ɵ Revenues fell in dairy products due to a delay in price revisions 

against a surge in raw material prices. 

FY2014/3 Full year (Apr.ïMar.)
(Sales)

ɵ In marine products, revenues rose after enhancing proposal-based 

marketing in volume retailer and food service channels.

ɵ In dairy products, revenues increased as a result of reinforcing 

initiatives to bakeries, food service and food manufacturers, which 

are major channels for cheese, even when yogurt sales remained 

unchanged year on year.

(Operating Income)

ɵ In marine products, earnings increased mainly as a result of robust 

year-end sales and the reversal of negative spreads in the sale of 

coho salmon from Chile during the last term. 

ɵ In dairy products, revenues fell as a result of a delay in price 

revisions against a surge in raw material prices.

(Sales: ¥ million)

(¥ million, %)

Operating income:

¥ million)

(Sales: ¥ million)

(¥ million, %)


