Yamazaki

LSS/ Rt






Bz
(REDTTEE - SRR e 2
SRADER S RBADREL - - 4
45 A [MESEEle cccavocaonosacasocasaanac 9
2500 00000000000000000000000000000¢ 14
B o 000000000000000000000a00000a00¢ 18
ERETIESEEE canooccoaccoancaancaananac 22

1. ASEOEERIC(E. FRETE - T - Bl - REaLg
EPBENTCVEIA INS(E REAFIRELR
RN SDHIICEDNTH D, RE(ICIFRSEDHE
REBOIBBZEICTERLEE L,

2. AFDHHT—FIFARRFEECEINTSD,
ERSERELFRLEDBANDDET

Contents
Management Policies and Strategies - - - - 2
Fiscal 2022 in Review and Outlook for

Fiscal 2023 - -« -« ccoveeii i 4
Segment Information « -« -+« oo et 9
Financial Results and Key Indicators

(Consolidated) -+« =+ + o rr i 14
Financial Results and Key Indicators

(Nonconso"dated) ..................... 1 8
Consolidated Financial Statements - - - - - - - 22
Nonconsolidated Financial Statements --- 26
Yamazaki Baking Network - -------------- 29
StOCk |nf0rmaﬁon ....................... 34
Timeline -+« vovee 36
Company Data .......................... 37

Notes: 1. This Investors Guide contains descriptions that
include management plans, projections, strategies
and estimates that are not historical facts. Projections
of future performance are based on management
extrapolations from current data, but actual future
performance may differ materially from projections.

2. Yamazaki Baking Co., Ltd., prepares its accounts in
conformity with accounting principles and practices
generally accepted in Japan, which are different in
certain respects from the application and disclosure
requirements of International Accounting Standards.
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Management Policies and Strategies

ince our establishment, we have aspired to deliver
S excellent quality and outstanding service to consum-
ers as a tangible reflection of a long-standing corporate
philosophy that simply states, “Provide good quality at a
reasonable price. Put the customer first.” We do this
through the manufacture and sale of bread, sweet buns,
Japanese- and Western-style confectionery, biscuits, crack-
ers, sembei (rice crackers), processed bread, prepared
rice and processed noodles. To this end, we have always
emphasized ambitious technological developments and
a solid position from which to provide a stable supply of
superb products throughout Japan, striving thereby to con-
tribute to the health of the nation and achieve solid growth.

There is a growing awareness of food safety and secu-
rity among consumers and the public at large. In response,
since 2000, we have consistently reinforced food safety
and hygiene systems, embraced division-specific prod-
uct and marketing strategies, and promoted Nazenaze
Kaizen—a process of ongoing improvements guided by
why-why analysis through subcommittees—as business
management approaches to build on these food safety and
hygiene systems. We have also vigorously pursued devel-
opments in division-specific products and technologies,
and directed concerted efforts into providing products and
services that delight our customers.

Right now, to address changes in society and the busi-
ness environment of the 21st century, we are reempha-
sizing basic management policies (general and specific)
that “embody our mission to contribute to social progress
and cultural advancement through corporate activities
and create an independent and autonomous organization
that moves steadily toward achieving our stated mission.”
At the same time, to underpin these policies, we will
embrace a Yamazaki style of management appropriate for
the 21st century that hinges on creating new value and
new demand and fulfilling our social mandate to move
business forward. To this end, we will be guided by the
Yamazaki spirit, which requires us, from the perspec-
tives of good quality, reasonable prices and a customer-
first viewpoint, to prepare and deliver products ordered
by suppliers for sale to their customers, even if we face
difficulties or challenges. We will also take a scientific,
rational and effective approach to business manage-
ment that builds on evidence-based food safety and
hygiene systems to practice, execute and verify division-
specific product and marketing strategies, in which all
work begins with sowing seeds in accordance with the
teaching of “The Way to Life,” as well as Nazenaze Kaizen
through subcommittees.

With regard to specific approaches to the operation of
our businesses, we will adhere to nihon-date-no-5S, which
combines the five-question business self-assessment
tool created by management expert Peter Drucker and
employed by plant management to oversee operations
in each department, with “5S activities” used by plant
employees to target efficient work spaces and work flows.
(The “S” in “5S activities” corresponds to five Japanese
words starting with “s”: seiri, seiton, seiso, seiketsu and
shitsuke.) We will also link division-specific product and
marketing strategies that follow the teaching of “The Way
to Life” with Peter Drucker’s five questions, asking not only
“What is our mission?” but also “What is my mission?”, and
promote integrated production and marketing activities.
These efforts will reinforce internal management structures
and establish an independent framework for cooperation
in each division. Going still further, we will strive to practice,
execute and verify the effectiveness of daily operations by
holding fast to the Yamazaki spirit, which prioritizes qual-
ity, through products and services, under the corporate
philosophy of providing good quality at a reasonable price
and putting the customer first, and by following the teach-
ing of “The Way to Life,” which directs us to “embrace
change and create new value and new consumer demand
by applying inherent wisdom and knowledge.” Sustained
adherence to these principles and methodologies is sure to
yield steady improvements in our business results.

To achieve sustained growth and higher corporate
value in the medium to long term, we will maintain a robust
approach to capital investment and strive to secure a sta-
ble financial footing, raise profitability and improve capital
efficiency. Specifically, we will strive for effective operating
activities, turning achievement of a consolidated ordinary
income margin of 3% or higher into a performance target
and setting return on equity, also on a consolidated basis,
at 5% or higher as a key performance indicator. In addi-
tion, our basic policy on returns to shareholders calls for a
stable dividend underpinned by a payout ratio of 30% on
a consolidated basis. We will continue to aim for a higher
dividend linked to business results.

We are committed to allocating earnings—based on
a comprehensive assessment of our operating results
and business development goals—and to maintaining
the necessary internal reserves to reinforce our operating
foundation. At the same time, we believe firmly in providing
stable returns to shareholders, with an aim of the dividend
payout ratio of 30%. With this in mind, we will continue to
earmark internal reserves to expand production facilities,
strengthen our distribution and sales systems, and cultivate
new businesses.
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Fiscal 2022 in Review and Outlook for Fiscal 2023

Fiscal 2022 in Review

The overall economic environment in Japan during fiscal 2022,
ended December 31, 2022, went from challenging at the
beginning of the year, mainly due to the spread of COVID-19,
to promising, from March onward, as all priority measures to
prevent the spread of infection were lifted and restrictions on
movement were eased. Signs of better business conditions
emerged. However, the strength of this recovery was counter-
balanced by skyrocketing prices for raw materials and energy,
due to such factors as the sudden yen depreciation and
Russia’s invasion of Ukraine.

With consumers’ preference for low prices becoming more
firmly entrenched, due to rising commodity prices, and con-
sumption growing sluggish, the bread and confectionery sec-
tor had to navigate a difficult operating landscape, highlighted
by soaring prices on raw materials, including mainstay flour
and oil and fat as well as packaging, and higher energy costs
for gas and electricity. In addition, in retail operations, namely,
at convenience stores and bakery operations, demand gradu-
ally increased for rice balls, sandwiches and freshly baked
bread, as people started going out more. But various factors,
including higher expenses for stores due to increased energy
bills, created a tough operating environment.

Under these conditions, efforts throughout the Yamazaki
Baking Group were aimed at ensuring a stable supply of
products during the pandemic, guided by the Yamazaki spirit
that has infused operations since the early days—that is, to
provide society with bread and Japanese- and Western-style
confectionery in times of emergency. Temperature checks
were required of all employees. Anyone with a reading above
37.2°C and anyone who did not have a fever but showed
symptoms characteristic of COVID-19 infection had to stay
home. The number of employees at home and the number of
positive PCR tests were tracked daily. We emphasized rou-
tine practices intended to prevent the spread of COVID-19,
such as wearing masks and sanitizing hands, and complied
completely with public health orders that, for example, limited
dining in groups to no more than five people, in principle, and
prohibited the use of leisure facilities where the potential for
infection was high. In addition, to help prevent the spread of
COVID-19 at plants and offices, meters to measure CO2 con-
centration were installed to ensure good air flow and to keep
the CO2 concentration below 700 ppm. We set up workplace
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vaccination clinics for employees and explored every avenue
to achieve our social mission.

Against this backdrop and along with measures to pre-
vent the spread of COVID-19, the Yamazaki Baking Group
endeavored to boost business results in each division by pro-
moting division-specific product and marketing strategies that
integrate sales and production activities as well as Nazenaze
Kaizen—a process of ongoing improvements guided by why-
why analysis—led by subcommittees, in line with the teaching
of “The Way to Life,” and by striving to improve product qual-
ity with a levain starter and other key ingredients. Efforts were
also directed toward new product development matched to
changing customer needs by drawing on input from female
employees in charge of product development. In addition, to
cope with a repeated increase in the price of flour—a mainstay
ingredient—Yamazaki Baking revised prices on products in the
bread and sweet buns categories twice in 2022, with changes
going into effect with shipments on January 1 and again on
July 1, and promoted a meticulous product approach across
all price tiers that included enhanced lineups for products
in the low-price tiers as well as for products with prices that
consumers feel are reasonable, using a two-tier (high- and
low-price range) strategy as well as a three-tier (high-, low-
and middle-price range) strategy to secure business results.
The Company also applied these strategies to Japanese- and
Western-style confectionery.

In retail operations, which includes Daily Yamazaki and Vie
de France, the focus was on a management method to evalu-
ate business daily and weekly through a project to improve
retail operational performance and achieve accuracy in daily
operations. In addition, retail operations worked toward a
recovery in business results in collaboration with the strategic
product development promotion team in the retail operations
division, seeking to leverage competitive product development
that maximizes Yamazaki technology.

With approval by the 74th Ordinary General Meeting of
Shareholders on March 30, 2022, Yamazaki Baking transi-
tioned on that date to a company with an Audit and Super-
visory Committee. Consequently, the Executive Committee
became the core structure for executing business, with the
Corporate Governance Subcommittee, the Marketing and
Production Subcommittee and the Affiliates Subcommittee

—

[3
¥

M
~
~

=
H
D
7
o
&
R
H
@D
)
B
U

i
(7]
Q
o
N
S
)
NS
5
)
©
<.
5]
=
o
5
o
o
=
=3
o
<}
x
=3
o
°
i
(7]
Q
o
N
=}
o
X}




SEADBLR & RHADRE L

- REBICOVT, ZTOME - RBDOFEREREHDINEE
ZROTHL - JHL. HRERE - BRERE - ARREDRE
EFECKD. BEOBVHRNEERFITZITV. iR
DE_EZHLTEVDE U,

Ffe. H1t(F2022F8F26HAEDEMRBICHS VT,
WEHFRENSER/I\VOERERTEXEDLUEHLFRHD
BEOTUNBRORERTERZEDRITDLZRZEL.
BB, teFRERIGREZNZRMELEUIC. BROER
(FIFECDOEXLTIF. BHFEDFRHHYKN—F2T
AVINZ—ZFJRIL. BRI\ VEFREFERHDBCKDAE
SEESAT. AHORITERTNEMEIHDEISITHIE
ZFELTHEDET . 12B158(CF. RIEAGIZERDS[HE
BB RZTDEVEDEAE] 228U, RIEAGIZE
BOSEBEFDIENTER U, INZERT, HHAIC
YKR—FVITHVNZ—EREERZREL. FER(TICH
[(FEEfRZEDDEEVELE U,

SHDFRBICOTELTCF, EET LEIF1IK770(595 7
3 GARIHAEE106.2%) . EFEESEFARF22018328 5 (1
BIRALE120.0%). EFEEEFI&(F261E278HH CHanH
t£122.2%). BMEHAMECIRET 25 HAMEH (31231568
B GHaiEAEE119.2%) 78D, LGSR CVHREFDE)
IPEFINUDFRICHBULIECMR, —EBOEEFR
HOFEBHRELUCCEBHD., BIVERELDI U,

JREADREL

SHBORBBLEVWCLELUTE. DO ERFIBAICKD
FEIOF A )V ARDEDSNDRTRTUSHBELT
WK TEDEFENT IO, EMEHEAR D TRILF—E8D
BEALEFHIBZEIN, KITEETFHIZEFLEE o

HERFUCHTFILUCE, EEpFmzRhOcymb LU,
BEEROEEEEHDOBRED N SEHIERDECEE DA
T, EEHONZRICOETXUTIFIEFI10BHOHANE

Fiscal 2022 in Review and Outlook for Fiscal 2023

established as substructures that hold meetings as necessary.
We addressed problems and issues affecting divisions and
affiliates by searching for the causes of those problems and
issues and dealt with them to realize our ideal by executing
accurate and effective business operations through a method
for daily, weekly and monthly business evaluation, leading to
expectations for improved business results.

Also, the Board of Directors resolved at its meeting on
August 26, 2022, that Yamazaki Baking would purchase the
wholesale bread manufacturing and sales business of Kobeya
Baking Co., Ltd., and the deli foods manufacturing and sales
business of a subsidiary of Kobeya. A share transfer agree-
ment was signed with Kobeya on the same date. The pur-
chasing method calls for Kobeya to establish a new company,
YK Baking Company, Ltd., which will assume the wholesale
bread business through a company split, and then Yamazaki
Baking will acquire all outstanding shares. On December 15,
the Company received notification from the Japan Fair Trade
Commission that no cease and desist order would be issued,
meaning that we were able to obtain approval from JFTC. With
this approval, Yamazaki Baking moved to set up the YK Baking
Company Preparatory Committee in preparation of the transfer.

Consolidated business results for fiscal 2022 showed
higher sales and higher income year on year. Net sales rose
6.2%, to ¥1,077,009 million; operating income climbed
20.0%, to ¥22,032 million; ordinary income jumped 22.2%,
to ¥26,127 million; and profit attributable to owners of parent
increased 19.2%, to ¥12,368 million. These results reflect a
favorable shift in sales of Yamazaki Baking’s bread and sweet
buns on a nonconsolidated basis as well as improved results
at some consolidated subsidiaries.

Outlook for Fiscal 2023

As for the future, business conditions should improve against
the backdrop of government measures to keep COVID-19 at
bay. But further increases in the prices of raw materials and
energy are a concern, which obscures accurate predictions of
what lies ahead.

In the bread and confectionery sector, customers’ already
firmly entrenched preference for low prices will only grow
stronger, driven by rising commaodity prices, especially on daily
necessities, and a heightened desire to protect the lifestyle
they have come to know. Against this backdrop, the govern-
ment’s selling price for imported wheat was frozen in October
2022, but an increase in April 2023 is expected, impacting the
price of flour, a core ingredient of Yamazaki Baking products.
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The prices of other ingredients, such as eggs, and materials,
such as packaging, as well as energy costs are likely to go up,
creating a challenging operating environment that puts pres-
sure on profitability.

Under these conditions, the Yamazaki Baking Group
will continue to mandate thorough measures to prevent the
spread of COVID-19 and, through division-specific product
and marketing strategies that integrate sales and production
activities as well as Nazenaze Kaizen—a process of ongoing
improvements guided by why-why analysis—led by subcom-
mittees, in line with the teaching of “The Way to Life,” the
Group will strive to raise product quality and develop new
products in all business divisions using Yamazaki-original
technologies, apply a meticulous product approach across all
price tiers using a two-tier (high- and low-price range) strategy
as well as a three-tier (high-, low- and middle-price range)
strategy to meet changing customer needs and create new
value and new demand.

For Daily Yamazaki and retail operations at bakeries, the
emphasis will be on daily and weekly business evaluation
under a project to improve retail operational performance.
Efforts centering on the strategic product development pro-
motion team will underpin advancement of strategic prod-
ucts that draw on the combined capabilities of the Yamazaki
Baking Group, as Yamazaki Baking strives to realize the ideal
structure for its retail operations, in line with “The Way to Life,”
and enhance division results.

Division-specific product and marketing strategies are
described below.

In the bread business, we will pursue quality and encour-
age stores to set up special corners that showcase our qual-
ity products, especially our three main brands—Royal Bread,
Double Soft and Cho-Hojun—while striving to expand han-
dling volume of breads Morning Star and Sweet Bread in the
low-price range. In addition, amid rising consumer demand
for packages with only a few slices of bread rather than a full
loaf, we will enrich the lineup of half-size offerings and work to
expand handling volume.

In the sweet buns business, we will continue to expand
handling volume of mainstay products, including the authentic
Kokyu series and affordably priced Yamazaki sweet buns. In
addition, we will vigorously develop new products using a two-
tier (high- and low-price range) strategy as well as a three-tier
(high-, low- and middle-price range) strategy to expand sales.
Also, we will endeavor to expand handling volume of mainstay
products in the Lunch Pack series and strengthen our meticu-
lous product approach across all price tiers by expanding the
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selection of low-priced options to bolster sales.

In the Japanese-style confectionery business, we will
expand sales of mainstay products such as dango (rice dump-
lings), daifuku (rice cake with sweet bean filling) and manju
(steamed cake with filling), using sweet bean paste produced
a new way. In addition, we will enrich the lineup of multi-serving
products with reasonable prices that attract consumers. We
will also emphasize the development of new products, such as
chilled products and items that are a cross between Japanese
and Western confectioneries, drawing on input from female
employees in charge of such development activities.

In the Western-style confectionery business, we will
expand handling volume of mainstay products, especially two-
serving packages of cakes and Marugoto Banana, a whole
banana wrapped in a thin, round slice of sponge cake. We will
also apply a meticulous product approach across all price tiers
and enrich the lineup of products with prices that consumers
feel are reasonable. This approach should lead to higher sales.
In this business category as in others, we will promote product
development by drawing on input from female employees in
charge of such development activities and strive to enrich and
strengthen the lineup of products for convenience stores.

In the processed bread, prepared rice and processed
noodles business, we will utilize the Central Laboratory,
which opened in April 2022, to pursue product development
at Sun-Delica Co., Ltd. matched to market changes. We will
also maintain a robust approach in product proposals and
reinforce engagement with supermarkets and convenience
store chains to ramp up handling volume.

In the biscuits, crackers, sembei (rice crackers) and other
merchandise business, we will leverage our category-specific
brand strategies built on the featured product lines of each
Group company to expand sales.

As our very own convenience store chain, one loved by
customers, the Daily Yamazaki convenience store business
strives to provide new value, offer new services and create
new demand. We will continue to promote collaboration with
the strategic product development promotion team to engage
in competitive product development that maximizes Yamazaki
technology. We aim to improve business results through efforts
under the “Matsudo-Suginami dominant project” to enrich and
reinforce Daily Hot, the in-store, food-preparation system that
is a strength of Daily Yamazaki operations. In addition, renova-
tions at existing stores will be carefully undertaken at all loca-
tions to create the uniquely Yamazaki-style convenience store
chain that customers know and love.

Since 2007, Yamazaki Baking has been supporting Fujiya
Co., Ltd., in its efforts to revitalize operations, and after 15
years, its Western-style confectionary category turned a profit.
Fujiya also moved to the Prime Market of the Tokyo Stock
Exchange, an indication that our support has come to an end.
Regarding future activities, on February 1, 2023, YK Baking
Company, Ltd. began operating as a subsidiary of Kobeya
Baking Co., Ltd., and on March 31, Yamazaki Baking acquired
all shares in YK Baking Company, Ltd. with the intention of
assuming Kobeya’s wholesale bread business. Preparations
for the transfer of business, spearheaded by the YK Baking
Company Preparatory Committee, are moving forward. Once
the business has officially changed corporate hands, the focus
will shift toward improving quality and developing new prod-
ucts that maximize Yamazaki technology, to put operations on
track as quickly as possible.

Given the factors outlined above, we anticipate the follow-
ing consolidated results for fiscal 2023: net sales of ¥1,108
billion, operating income of ¥27 billion, ordinary income of ¥31
billion and profit attributable to owners of parent of ¥15 billion.
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TIAVBRIGEEES  Net Sales by Segment (&) Milons of yer)
BRTED 12 B 31 BICKRT URZEE  Years Ended December 31 2018 2019 2020 2021 2022
BmEx Food business ¥ 990,853 ¥ 995,681 ¥ 952,178 ¥ 980,599 ¥1,002,148
PRGE=ES Retail business 57,546 53,702 49,350 59,494 61,657
ZDhEE Other businesses 11,042 11,768 13,213 12,878 13,203
ait Total ¥1,059,442 ¥1,061,152 ¥1,014,741 ¥1,052,972 ¥1,077,009
EIAV MRIEZEFIEE  Operating Income by Segment (B5F9)  (Miions of yen)
FBRTED 12 B 31 BICET UZEE  Years Ended December 31 2018 2019 2020 2021 2022
BmEE Food business ¥23,265 ¥24,217 ¥18,582 ¥20,027 ¥22 326
PRE =3 Retail business (928) (1,639) (3,892) (4,193) (3,101)
TDfthEZE Other businesses 1,879 1,884 2,365 2,154 2,427
BENFEH Elimination and corporate 126 362 383 371 380
=5 Total ¥24,343 ¥24,824 ¥17,438 ¥18,359 ¥22,032
TIXY MREEESL  Number of Employees by Segment (M) (No. of employees)
BRTED 12 A 31 BICKT UREE  Years Ended December 31 2018 2019 2020 2021 2022
BmEE Food business 26,580 26,906 27,331 30,490 30,107
PiRGE=E Retail business 801 788 822 907 891
ZDthEZE Other businesses 982 1,030 1,090 1,130 1,212
ait Total 28,363 28,724 29,243 32,527 32,210
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Segment Information
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Food Business
Net sales: ¥1,002,148 million, up 6.5% from fiscal 2021
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Bread
(Net sales: ¥100,347 million, up 6.0% from fiscal 2021)

In the bread category, demand for mainstay Royal Bread
grew, while demand for low-priced bread, such as
Morning Star and Sweet Bread, made with our own levain
starter for enhanced quality, was significant. Other boosts
to sales came from a recovery in demand for sandwich
bread and from price revisions. Those factors led to a

year-on-year increase in category sales. I

Sweet Buns
(Net sales: ¥380,206 million, up 6.3% from fiscal 2021)

In the sweet buns category, demand for the mainstay
authentic Kokyu series and Marugoto Sausage (a whole
sausage inside a bun) shifted in a favorable direction, and
demand for the affordably priced Yamazaki sweet buns
series grew significantly, complemented by solid demand
for dinner rolls, such as Levain Butter Roll, and multi-
serving packages, such as the Bake One series. Overseas
subsidiaries as well delivered brisk sales, pushing category
sales higher year on year.




BREEDFE EEF1Ik21E48EHM (KiFEiHAE106.5%). Net sales in the Food Business segment rose 6.5%

S 28K 223(E 26 B A G FTEALE111.5%) ETEb EUTE, from fiscal 2021, to ¥1,002,148 million, and operating
income rose 11.5%, to ¥22,326 million.

= L7 ac Japanese-Style Confectionery
g 55 E=7071593 . XIEUHALE104.2%
itk b, O BERPEE Bl e 6) (Net sales: ¥70,793 million, up 4.2% from fiscal 2021)

MEFE. THOBREFLEAUSIHIFRCHEL, & In the Japanese-style confectionery category, we saw

= on jan _ . steady demand for mainstay kushi-dango (skewered rice e
%E{EIA??T*E)@%U \“/73‘{!13“53’%_&&%@ I'G'{—ixf =2 dumplings) and manju (steamed cakes with filling), and :% ’g
SOEESH] BEFIVFRMDTELICHESI DL, FIHD growth in demand for multi-serving packages of daifuku 2%
stbtZE EEDFEUI,. (rice cakes with sweet bean filing) and mushipan (steamed g“ L

s cakes). Cream Tappuri Nama Dorayaki (pancake sand- QE
o

wich generously filled with whipped cream and red bean
paste) and other chilled products also contributed to
results, helping boost category sales above the previous
year’s total.
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. e - o Western-Style Confectionery
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AT (58 L1, 449(R04E75F. RIRALL 6) (Net sales: ¥144,994 million, up 0.9% from fiscal 2021)

HET(L, BEROSIURERESEEHD [2EAD In the Western-style confectionery category, mainstays

< S . with reasonable prices that attract consumers such
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EF—F| PIATBYA V21— BEDY2—TU—LD as two-serving packages of cakes as well as choux

RIHEBLILCLICMA. WFR—ROFRTFERDVEFRICHE  ream (custard-filled puffs of pastry), notably, Ookina
BUCCESHD. RIEADE EZ FEDE U, Twin Choux (big choux cream with whipped cream
and custard cream), performed well, complemented by
brisk sales of Western-style confectionery items from
Fujiya Co., Ltd., which fueled a year-on-year increase in
category sales.
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Segment Information

Processed Bread, Prepared Rice and Processed
Noodles (Net sales: ¥144,720 million, up 7.8%
from fiscal 2021)

The processed bread, prepared rice and processed noo-
dles category saw a rebound in sales of rice balls and
sandwiches. Daitoku Shokuhin Co., Ltd., expanded its
sales channel for processed noodles, helping push cat-
egory sales up year on year.

i

Biscuits, Crackers, Sembei and Other Merchandise
(Net sales: ¥161,086 million, up 11.6% from
fiscal 2021)

The biscuits, crackers, sembei (rice crackers) and other
merchandise category enjoyed good demand, highlighted
by significant demand for Fujiya Co., Ltd.’s Country
Ma’am Choco Mamire, a chocolate-coated cookie, as
well as Home Pie Choco Darake, a rich chocolatey cookie
pie newly added to the Home Pie lineup. These results
were complemented by those of Poteco and Amijaga,
potato snacks from Tohato Inc.

Tohato

&

L
=3 [

BY)Uizr57

Faapgsh




TIEER
55 L5616{857 55 (1AiHAEE102.2%)

Retail Business

Net sales: ¥61,657 million, up 2.2% from
fiscal 2021
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In Daily Yamazaki convenience store operations, col-
laboration with the strategic product development
promotion team underpinned progress on the develop-
ment of appealing products using Yamazaki technology,
including additions to the Lunch Pack Oomori series
(loaded with extra filling) and a new product, Sora Tobu
Donuts (featuring a light and moist texture that evokes a
sense of “flying in the sky”). In addition, we extended the
“Matsudo dominant project,” a store improvement plan
aimed at enhancing the profit of the lineup of Daily Hot,
the in-store, food-preparation system, to the Suginami
area. We also promoted renovations at existing stores
and encouraged operators to set up sales corners with
characteristically Yamazaki appeal, emphasizing Daily
Hot items.

As a result, sales from all stores across the chain
surpassed those of the previous fiscal year, and gross
operating income was also up, owing to an increase in
the number of directly operated stores.

As of December 31, 2022, the convenience store
network stood at 1,349 stores, down 40 from a year
earlier. A breakdown of the total number by store type
shows that Daily Yamazaki had 1,029 stores, down 16;
New Yamazaki Daily Store had 309 stores, down 23;
and Yamazaki Daily Store had 11 stores, down one.

In response to the above factors, the retail business
generated net sales of ¥61,657 million, up 2.2% year on
year. The operating loss was ¥3,101 million, compared
with ¥4,193 million a year earlier.

ZDMER
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Other Businesses

Net sales: ¥13,203 million, up 4.6% from
fiscal 2021

ZTOMERICDOEXLCF. T LEBIF132(E3EHA (X80
HAEE104.6%). EZFEF24(527875H (HETHALE112.7%)
EFOFUIE,

Net sales from other businesses amounted to ¥13,203
million, up 4.6% year on year. Operating income rose
12.7%, to ¥2,427 million.
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