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President’s Message

Pursuing More Sustainable

Corporate Value Enhancement Through
“Ultra-Field-Oriented Management” with
Full Employee Participation

Growth Strategy

We introduce our vision for the future

and the strategies to achieve it,

incorporating messages from management,
to outline the path toward sustainable growth.
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Seigo Kawagoe

President and Representative Director
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President’s Message

30 Years of Steadfast Progress Guided
by Our Management Philosophy

Since its founding, the Kotobuki Spirits Group has strived to
create premium gift confectionery brands nationwide and
provide lasting value to each and every customer, aiming to
realize our management philosophy: “To Create Happiness,
Provide Happiness.” We continue to refine our brands toward
creating value that generates a “chain of joy” for both the
giver and the recipient.

This November 2024 marks our 30th anniversary as a
publicly listed company. Since achieving over-the-counter
registration with the Japan Securities Dealers Association on
November 9, 1994, we have reached our current position
thanks to the warm support of our shareholders, business
partners, and local communities who have sustained our
journey. We express our heartfelt gratitude for your
continued support.

The integrated report we began publishing in 2024 is an
effort to clearly communicate how our group has achieved
growth and what initiatives have enabled us to cultivate a
brand loved by more customers. We published it this year as
well, hoping it will help our stakeholders better understand
our company.

Reflecting on the Fiscal Year
Ending March 2025

The business environment surrounding our group during the
fiscal year ended March 2025 showed a gradual recovery
trend overall, supported by improving employment and
income levels, as well as a rebound in inbound demand.
However, it was also a challenging year marked by a
challenging business environment. This included a cooling of
consumer sentiment against the backdrop of the backlash

from the “revenge spending” seen after the COVID-19
pandemic subsided in 2023, soaring raw material prices, and
rising inflation. Furthermore, the situation remained
uncertain, with factors such as the August 2024
announcement of the Nankai Trough Earthquake Temporary
Information (warning of a major earthquake) and the impact
of unfavorable weather conditions leading to reduced
outings in some areas.

Amidst these conditions, our Group adopted “Super Mach
Management!” as its 2024 management slogan, dedicating
all efforts to creating and nurturing the “Premium Gift
Sweets” brand, which pursues even greater deliciousness.
We worked with speed to execute key initiatives:
strengthening vital management resources like product
appeal, sales capabilities, store presence, and human
resources; enhancing inbound tourism strategies; and
opening new stores under new brands.

Regarding production systems, we optimized operations
by closing aging factories within the Kujukushima Group and
transferring production lines between companies, leveraging
the full-scale launch of Sucrey’s Fujisan Shizuoka Factory in
August 2024. We also advanced measures to enhance
group-wide efficiency and unity, such as integrating support
departments across both companies.

As a result, for the fiscal year ending March 2025, net
sales reached ¥72.3 billion (up 13.0% year-on-year), operating
profit reached ¥17.6 billion (up 11.6% year-on-year), ordinary
profit of ¥17.6 billion (up 11.5% year-on-year), and net profit
attributable to owners of parent of ¥12.1 billion (up 11.9%
year-on-year). Both sales and profits reached record highs
for the third consecutive fiscal year. We consider it a
significant achievement that inbound sales (sales at the
international terminal) exceeded ¥10 billion for the first time,
allowing us to achieve the mid-term target set for the fiscal
year ending March 2026 one year ahead of schedule.
Regarding store openings and closures, we opened a total of
12 stores, including three simultaneous openings at EATo

LUMINE inside JR Shinjuku Station’s ticket gates in April
2024, and the LeTAO Canal Plaza store in October.
Additionally, we implemented brand changes and closures
for 10 stores.

Mach Management Driven by
the Front Lines Supports Growth

A fundamental principle of our management is
“all-hands-on-deck, hyper-field-oriented management.”
Many companies adopt a headquarters-centric approach
where headquarters creates manuals and the field follows
headquarters’ instructions. In contrast, within our group, store
managers at retail locations and line leaders at factories take
the lead. Field staff themselves set goals, devise strategies to
exceed those goals, and put them into practice.

For example, in manufacturing, even with identical
ingredients and recipes, subtle on-site adjustments—such as
baking time and temperature in ovens, mixing methods and
duration in mixers, or ingredient timing—can drastically alter
product flavor. The mindset of “Let’'s make it tastier today than
yesterday, and even more so tomorrow than today”
permeates our operations, driving continuous trial and error
to achieve this.

For fiscal year 2025, we adopted the management slogan
“Practice at Mach! Practice! Practice!” This embodies our
determination to accelerate the JUBILATION Spirits-style
PDCA cycle at an unprecedented pace across all sites. This
speed means consciously aiming to complete the entire flow
of “hypothesis formulation,” “implementation,” and
“verification” within a single day. (— P24: Strengths in
Creating Value)

One Tokyo Station store reported that after closing on
December 30th, following the year’s busiest period, they
reviewed this year’s performance, identified challenges, set
sales targets for the next year-end peak season, devised
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President’s Message

strategies to exceed those targets, and began preparations.
This very sense of speed is “Mach Management.” Itis the
source of our group’s competitive advantage and the reason
we can sustain growth even in a rapidly changing market.

Management Philosophy
“To Create Happiness, Provide
Happiness.”

Through the thorough implementation of
“Ultra-Field-Oriented Management with Full Participation,”
we plan to achieve increased revenue and profits for the
fiscal year ending March 2026: net sales of ¥79.67 billion (up
10.1% year-on-year), operating profit of ¥19.65 billion (up 11.6%
year-on-year), and net income of ¥13.4 billion (up 10.6%
year-on-year). As a return to shareholders, we plan to pay an
annual dividend of ¥35 per share.

Our company has built brand trust through the creativity
and ingenuity of each individual on the front lines. Moving
forward, guided by our philosophy of “To Create Happiness,
Provide Happiness” we will continue to believe in the power
of our frontline teams and embrace new challenges.
Furthermore, through this frontline-driven approach to
manufacturing, we have cultivated brands that leverage the
unique characteristics of regions across Japan. We express
the charm of each locality through premium gift sweets,
connecting people through our products, linking regions
with the world, and delivering new value to society. We aspire
to be that kind of presence.

Moving forward, we will continue to cultivate a memorable
premium gift sweets brand step by step, together with all of
you. We sincerely ask for the continued and even greater
support of our stakeholders.

Mid-to-Long-Term Management Goals

Value Up Vision 2030

Key Initiatives

- Value Up in Product Appeal, Store Appeal,
and Sales Appeal

- Value Up of Inbound Measures

- Value Up of Human Capital

Cash Allocation Policy
for the Next Five Years

- Capital Efficiency: ROE of 30% or higher

- Shareholder Returns: Aiming for a total
payout ratio of 50% or higher, implementing
dividend increases in line with profit growth
and flexible share buybacks

Target Metrics
- Ordinary Profit Margin: 30% (FY ending March 2030)
- Ordinary Profit: ¥35 billion (FY ending March 2030)

- Five-Year Average Sales Growth Rate: 10%

(¥ billion) Ordinary Profit %)
00 ¥35.0 billion
30.0 30
24.4%
Ordinary
A 17.6 Profit Margin 2
10.0 10
0 0
2025 2026 ) ) 2030
Fiscal Year Fiscal Year Fiscal Year

Ending March (Actual) Ending March Ending March (Target)
(Forecast)

2025 Management Slogan
Practice at Mach! Practice! Practicel

(Note) Fordetails on the Kotobuki Spirits PDCA Cycle, see — P24: Strengths in Creating Value
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CFO Message

Achieving Value Up Vision 2030 and Enhancing Shareholder Value

through High ROE Management and Unique Brand Strategy

Shinji Matsumoto

Managing Director

Responding to Market Changes:
Creating High Value-Added Through
Regional Focus and Expertise

The business environment surrounding our group is
expected to see intensified sales competition across
industries and business models, as domestic market growth
potential remains limited due to the advancing aging
population and declining birthrate. Furthermore, customer
consumption patterns and values are diversifying, making
their selection criteria for products and services increasingly
stringent. Particularly in recent years, demand for
high-quality, authentic brands has grown. We believe that our
Group’s sustainable growth hinges on our ability to
accurately understand these changes and develop the
planning and development capabilities for products and
services that meet customer needs.

In this environment, our Group has defined its
management vision (the direction we aim to pursue) as
follows: As a “Comprehensive Confectionery Producer,” we
will pursue the theme of “Creating High Value.” We will
promote the creation and cultivation of “Premium Gift
Sweets” that pursue deliciousness and regional character,
aiming to contribute to, coexist with, and achieve mutual
prosperity with local communities. We strive to become a
corporate group trusted and needed by society. While
maintaining an unwavering commitment to taste and quality,
we will enhance our “regionality” through product
development utilizing local specialties and store expansion
tailored to each region’s market characteristics. We will
pursue “specialty store identity” by creating and nurturing
brands with unique worldviews and stories. Based on a broad
brand portfolio of premium gift sweets catering to diverse gift

needs—including souvenirs, personal gifts, and household
consumption—we will continue focusing on evolving our
unique business model to respond flexibly to

market changes.

The Next Growth Stage
Pioneered Through Full
Participation Toward 2030

To achieve our management vision and pursue sustainable
growth, we have established “Value Up Vision 2030
(Mid-to-Long-Term Management Goals)” as our target
management objectives for the next five years. Our target
indicators include an ordinary profit margin of 30%, ordinary
profit of ¥35 billion for the fiscal year ending March 2030, an
average sales growth rate of 10% from the fiscal year ending
March 2026 to the fiscal year ending March 2030, and ROE
of 30% or higher every fiscal year.

To achieve these challenging goals, we have established
three key initiatives: “Value Up in Product Appeal, Store
Appeal, and Sales Appeal,” “Value Up in Inbound Measures,”
and “Value Up in Human Capital.” Enhancing brand value
through product development focused on deliciousness and
aggressive store openings in prime locations, along with
expanding our inbound business to capture the rapidly
growing demand from visitors to Japan, are both essential
pillars for future growth.

Furthermore, recognizing that human capital is the
foundation for sustainable growth, we are also focusing on
promoting “Human Capital Management.” Centered on our
management philosophy, we will maximize the strength of the
entire organization and enhance long-term corporate value
by consistently implementing “Ultra-Field-Oriented
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Management.” This approach ensures all employees
participate in management and act autonomously, driven by
the field.

Strategic Cash Allocation
Supporting High ROE
Management

To achieve the targets of “Value Up Vision 2030,” we have
established a capital allocation policy based on the total
amount comprising cash at the end of the fiscal year ending
March 2025 plus the projected operating cash flow for the
five-year period from the fiscal year ending March 2026 to

the fiscal year ending March 2030. Growth investments,
including factory establishment, maintenance, and renewal,
new store openings, and M&A, will receive 30% to 40% of the
total. Additionally, 50% to 60% will be allocated to
shareholder returns, aiming for stable and flexible returns
through dividend increases commensurate with profit growth
and flexible share buybacks. The remaining funds will be
maintained as cash reserves, targeting approximately 30% of
annual sales, to ensure operational stability while enabling
agile responses. In this way, we will pursue high ROE
management alongside improved profitability, carefully
balancing growth and shareholder returns.

Furthermore, while we estimate our cost of equity capital
at approximately 9.5% based on the CAPM (Capital Asset

Cash Allocation Policy (Five-Year Period: Fiscal Years Ending March 2026 to March 2030)

We will invest generated cash into further growth investments and shareholder returns,
and promote high ROE management through further profitability improvements. We aim to enhance corporate

value over the medium to long term.

(¥ billion)

Growth Investment
Factory investments (including maintenance and
upgrades of existing facilities), new growth

93.0

investments such as store openings and M&A

Shareholder Returns
Aiming for a total payout ratio of 50% or more,

Operating Cash
Flow

implementing dividend increases in line with profit
growth and flexible share buybacks

Cash and deposits
Maintain cash liquidity at approximately 30% of sales

Fiscal Year Ending
March 2025
Cash and deposits
atyear-end

Pricing Model), our ROE for the fiscal year ended March 2025
was 32.2%, and even the five-year average stands at 20.8%,
significantly exceeding this level. Furthermore, our PBR
(price-to-book ratio) at the end of the same period was 9.36
times*, indicating high market recognition. Given this
situation, we currently have no specific measures or target
values aimed at further improving the PBR. However, we will
continue to enhance capital profitability and strive for the
sustained growth of corporate value by creating high added
value that exceeds the cost of equity.

*Based on the closing price of the Company’s stock at the end of March 2025

ROE

(%)
45.0

31 322

299 -—

e

30.0
20.8 Equity 0
A\ / Spread ol
150 3
o
) 97 Costof

N~ Equity™
28
150
FY2020  FY2021  FY2022  FY2023  FY2024  FY2025

Cost of Equity Capital for FY 2025

Risk-Free Beta (B) Risk Cost of Equity
Rate Sensitivity Premium Capital®
Expected Excess
. Company-
| Rlsk—F;ee . X Specific X Retumon  _ 9 5]%
nterest Rate Risk Equity ) .
Investment?

*1Set based on 10-year government bond yield
*2 Set based on historical stock market returns
*3 Calculated using CAPM
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CFO Message

Promoting Coexistence with
Local Communities and the
Environment Based on Materiality

Under our management philosophy of “To Create Happiness,
Provide Happiness,” we recognize that sustainability issues,
including social and environmental challenges, are critical
management priorities for enhancing our medium- to
long-term corporate value as we advance our diverse
business activities. We sincerely address various
sustainability issues, such as climate change, resource
constraints, and relationships with local communities, from a
long-term perspective. This approach is explicitly stated in
the “Kotobuki Spirits Group Code of Ethics,” which includes
provisions such as: “Striving for close collaboration and
coordination with local communities to contribute to their
development,” and “Recognizing that our business activities
receive various benefits, including essential resources, from

PBR
(times)
1 11.57 100
. /\99@?
/ 8.47 ’

6 715

FY2020 FY2021 FY2022 FY2023 FY2024 FY2025

the Earth, and that preserving the global environment in a
better state is an essential requirement for our own existence
and activities, thereby acting voluntarily and proactively.”
Based on these principles and guidelines, we are
committed to appropriately addressing sustainability-related
challenges as a fundamental policy. In June 2024, we
announced our materiality (key issues) covering all ESG
areas. Furthermore, in November of the same year, we
published our first integrated report, enhancing our
disclosure of non-financial information. Moving forward,
guided by our materiality, we will steadily implement concrete
measures to appropriately address sustainability challenges.

Gratitude to Our Shareholders
and Sustainable Return Policy

Our group’s fundamental policy is to achieve stable profit
distribution over the long term. We will strive for sustainable

PER

(times)

0 105.91

90 \

60 \

392 0155
o \27.54 3115

30 —

FY2020 FY2021 FY2022 FY2023 FY2024 FY2025

(Note) PER for FY2021is not shown due to a net loss for the period.

profit distribution by comprehensively considering internal
reserves, performance levels, and the dividend payout ratio.

We will strive for sustainable profit distribution,
comprehensively considering factors such as retained
earnings, performance levels, and payout ratios. For the fiscal
years from March 2026 to March 2030, we aim for a total
payout ratio of 50% or more, with the projected dividend per
share for the fiscal year ending March 2026 set at 35 yen.

Additionally, we offer a shareholder benefits program to
our shareholders, who are also our customers. We hope that
by trying our group’s products, they will deepen their
understanding and appreciation of our company and
become passionate fans. Every year, we deliver products
worth approximately ¥3,000 from our group to shareholders
who own 100 or more shares of our stock as of March 31.

We will continue to value our relationship of trust and
sincerely strive to further enhance corporate value. We
sincerely ask for your continued support.

Dividend per Share / Payout Ratio

(Yen) Dividend per Share -®- Dividend Payout Ratio (%)

4000 800
32.00
3000 28.00 00
187
402 41.0
2000 \ 400
31.0
10.00 )
600 600 e
0 0
FY2021 FY2022 FY2023 FY2024 FY2025

(Note) Dividend payout ratio is not shown for the fiscal year ended March 2021 due to a loss
dividend.
A B-for-1stock split was implemented on October 1,2023
Figures for the fiscal years ending March 2021 through March 2023 are calculated and
presented after the split
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Growth Strategy

Topics O-l Inbound

The “Kotobuki Style”

Sales & Marketing Strategy
Leading the Major Surge

in Inbound Tourism

Mid-term goal of ¥10 billion in inbound
sales achieved one year ahead of schedule

©000000000000000000000000000000000000000000000 o

Despite a significant decline in the number of foreign tourists
visiting Japan due to the COVID-19 pandemic, our inbound
sales, which benefit from prime locations in international
terminals, grew substantially, surpassing the previous peak
achieved in the fiscal year ending March 2020. Amidst this,
our group’s inbound sales* reached a new all-time high in the

Inbound Sales Revenue
(¥ million)

12,000 ;
Exceeding

pre-COVID-19 levels 10,022
9,000

6,000 5,374

3000 1,977

({
Fr2020 ) F2023 FY2024 FY2025

fiscal year ending March 2025. We achieved our mid-term
target of “Exceeding ¥10 billion in inbound sales by the fiscal
year ending March 2026!” one year ahead of schedule,
originally set for the fiscal year ending March 2023.

*Sales at the International Terminal

Building a track record from zero brand
recognition to secure prime locations in
international terminals

©000000000000000000000000000000000006000000000 o

Our group formally launched its inbound business in 2015.
We started by renting small spaces at the back of gift shops
in the international terminals at Narita and Haneda airports,
installing just one display fixture. Even products with strong
brand recognition domestically were completely unknown to
foreign tourists, so raising awareness became our first goal.
We began by participating in limited-time events,
implementing our signature ultra-tasting sales approach with
multilingual sales staff. This unique sales style, unseen
elsewhere at the time, instantly drew attention and
dramatically boosted our recognition. Our sales performance

-

= ‘\ =,
4
L :

l

and brand strength were recognized by airport building
operators. We began receiving offers like, “Why not open a
permanent store?” and “Let’'s move to a better location!” This
led to favorable conditions for opening new stores. Today, we
operate permanent stores not only for our established
flagship brands but also for new brands.

PISTA&TOKYO Narita International Terminal Limited-Time Event
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Growth Strategy

Thoroughly Implementing the
“Kotobuki Style” Sales Strategy to Create
“Enthusiastic Fans”

© 0000000000000 0000000000000000000000000000000 o

One key factor enabling our move to prime locations is the
“Kotobuki Style” sales strategy. Our employees focus on
creating “passionate fans” through customer service. When
introducing products, we strive to help customers vividly
imagine the taste. Beyond highlighting ingredients and flavor
profiles, we explain eating suggestions tailored to the
customer’s home country’s culture and customs, using their
native language. Furthermore, we have established a
cooperative framework among group companies, such as
introducing products from affiliated companies, striving to
expand the group’s overall inbound sales. In creating the
sales floor, we pursue displays that convey deliciousness by
paying meticulous attention to every detail of the decor and
devising ways to ensure customers fully experience the

International Terminal Shopping Area Sales Floor Expansion Flow

brand’s worldview. Successful initiatives that have been
well-received by customers are shared and referenced by
the entire team.

We also focus on making the entire airport gift shop a
comfortable space for customers, proactively offering
assistance to those who seem in need. For customers
seeking products from other companies, our attentive
service—such as guiding them to the relevant section—
often sparks interest in our own products, sometimes leading
to purchases.

Sales Staff Also Promote the “Kotobuki Style,”
Giving Their All for the Airport

© 0000000000000 0000000000000000000000000000000 o

The “Kotobuki Style” is also thoroughly implemented within
the sales department. To cultivate “passionate fans” among
airport building operators, we assign dedicated

l Multilingual Super
Tasting Sales

Acquire pop-up
events and

—_

permanent
stores through
sales efforts

Creating Attractive
Sales Areas

Securing
permanent sales

Brand Value
Enhancement

spaces and
prime sales
locations

Improving Sales
Efficiency

Implementing multilingual sales pitches by
foreign sales staff and attentive customer service
tailored to inbound tourists

Enhancing Sales Capabilities }

Displaying brand-themed displays and placing
food samples that clearly convey taste impressions

Enhancing Store Appeal

representatives to major international airports. We actively
propose initiatives that benefit the entire airport, such as
planning events based on customer trends, without being
confined to our own product portfolio. This includes readily
assisting with restocking at other companies’ booths when
needed. These activities deepen our trust-based relationship
with airports, which in turn helps us secure prime locations.
Furthermore, to invigorate airports, it is crucial to create a
comfortable and secure working environment for employees
on the front lines of sales. Many employees are foreign
nationals, and not a few are unfamiliar with life in Japan.
Therefore, we strive to build a secure working environment by
providing meticulous support not only for work-related
matters but also for daily life. The Inbound Team is evolving
through this integrated team effort combining sales
and marketing.

Alongside Improving the Sales Environment,
We Are Also Focusing on Enhancing Our
Domestic Brands

© 0000000000000 0000000000000000000000000000000 o

To continue expanding inbound sales, we will first increase
current sales performance to secure more prime locations
and aim for sales in better retail spaces. We will also increase
the number of foreign employees and further strengthen our
multilingual sales capabilities. Regarding merchandise,
products sought by foreign tourists tend to be popular
brands with high recognition in Japan. Therefore, we will
continue to focus on strengthening domestic sales to
enhance brand power, as we have done previously.
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Growth Strategy

Topics 02 Growth Investment

New Factory at Sucrey
Establishment of “Fujisan
Shizuoka Factory”

Expanding Production
Capacity to Meet Sales Growth

Securing production capacity has been a key challenge
for our group in achieving further sales growth. Sucrey, a
core group company, particularly required expanded
production capacity, leading to consideration of a new
factory following the Hamamatsu and Yokohama plants.

The Tokai region emerged as a candidate location for
the new factory. Since the existing Hamamatsu Factory
had successfully recruited personnel as planned, it was
judged that stable workforce acquisition could also be
expected for a new factory in the same region.
Furthermore, the ability to enable immediate delivery to
the Tokyo metropolitan area also supported the location
selection.

Considering these conditions, while searching for a
site in the Tokai region for an early opening, a plan
emerged to renovate and utilize a frozen prepared food
factory in Shizuoka City slated for closure. The appeal of
this factory lay in its convenient location between the two
existing factories and the fact that it already had the
essential freezing equipment required for product
manufacturing.

Renovating this facility enabled the new factory to
commence operations in an exceptionally short timeframe

i

h“.l\.il! S

.- ..l‘ I;

of approximately one year from the start of
construction—a process typically taking two to three
years. The new “Fujisan Shizuoka Factory” began
full-scale operations in August 2024. It currently operates
four production lines for Langue de Chat, Blche de Noél,
roll cakes, and frozen cakes, significantly contributing to
product supply for Sucrey and the entire group.

The Langue de Chat Line: Maximizing
Efficiency Through Thorough Mechanization

The Langue de Chat production line, which accounts for
approximately 30% of Sucrey sales, manufactures products
for popular brands including the Tokyo Milk Cheese Factory.
The introduction of multiple state-of-the-art machines has
improved yield and enabled speedy packaging. Furthermore,
consolidating the multiple Langue de Chat production lines
at the Fujisan Shizuoka Factory eliminated the need for the
significant labor and time previously required for collecting
and transferring products when manufacturing assortments

combining different items, greatly improving the production
efficiency of mixed-assortment products.

Initiatives in the Baking Process

P

i
We've introduced state-of-the-art ovens to improve yield while

enhancing flavor.
Daily operating hours have also been extended.

Improving taste, quality, and productivity through selective use of
multiple oven types
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Growth Strategy

First-Ever Production Line Introduced by
Sucrey Contributing to Enhanced
Brand Loyalty

©00000000000000000000000000000000000000000000 o

The blche, roll cake, and frozen cake lines were introduced
for the first time by Sucrey, drawing on the implementation
experience of group company KCC. The blche line was
newly established in response to increased sales of bliche
products. Line production has increased daily output by
approximately 20% compared to previous methods. The roll
cake line produces items like “Matcha Chitose,” targeting
inbound demand. The frozen cake line utilizes existing
rapid-freezing equipment to manufacture high-quality frozen
cakes. It also produces seasonal limited-edition items,
birthday cakes, and other products meeting special needs.
By strengthening these production lines, we will enhance
each brand's product lineup and contribute to improving
brand loyalty, making them brands loved by more customers.

Initiatives for Quality & Production Efficiency Improvement

Improving Quality and Productivity
Simultaneously Through Creative Solutions
Rooted in Ultra-Field-Oriented Management

©00000000000000000000000000000000000000000000 o

We are also working on daily operational improvements to
enhance production capacity. Underpinning this is the
practice of our group-wide “ultra-field-oriented
management.” We incorporate feedback from the
manufacturing professionals on the front lines to improve
quality and streamline production. For example, in the cream
filling process for roll cakes, a frontline suggestion was made:
“Enlarging the filling nozzle would allow cream to be applied
evenly to the edges, reducing the number of filling passes
and improving productivity.” The production engineering
department responded immediately, implementing this
change and achieving a significant boost in productivity.
This approach—Ileveraging frontline insights to create
better products, with everyone engaging in “K6dd” (Think for
yourself and take action) and continuously innovating—is the
Group’s greatest strength. We rigorously implement
“ultra-field-oriented management” across all factories,
sharing effective initiatives throughout the Group’s facilities.

On-site Improvement Examples

Installed a complete set of
original packaging equipment to
enable speedy packaging,
achieving production of 250
pieces per minute.

A giant rapid freezer not only
stabilizes quality but also
dramatically enhances the
deliciousness of sponge cakes
and mousse.

Roll Cake Line

Expanded cream filling stations
for greater efficiency

Langue de Chat Line
Thoroughly managed chocolate
plate temperature control,
improving yield

Optimizing Production Systems to Expand
Capacity and Enhance Productivity

© 0000000000000 0000000000000000000000000000000 o

We relocated the Langue de Chat production line from the
Yokohama Factory to the Fujisan Shizuoka Factory. At the
Yokohama Factory, we utilized the freed-up space to expand
the sandwich cookie production line. These initiatives are part
of a broader realignment of production lines between
factories, implemented alongside the establishment of the
new Fujisan Shizuoka Factory. They aim to improve
productivity through expanded production capacity and
optimized production lines. At the Yokohama Factory,
enlarging the sandwich cookie production line achieved three
times the previous output. Additionally, the Kujukushima
Group has consolidated production lines previously dispersed
across multiple factories into two factories in Sasebo,
significantly increasing production capacity per line.





