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Presentation 

 

Facilitator: Well, it's the scheduled time so let's get started. Thank you very much for taking time out of your 
busy schedule today to attend the Oisix ra daichi Inc. H1 financial results briefing for the fiscal year ending 
March 2026. My name is Facilitator from Oisix ra daichi, and I will be facilitating today. Thank you very much. 

Today's financial results presentation will be divided into two parts. In the first half of the presentation, Mr. 
Takashima, President and CEO, will give a 30-minute presentation on the H1 results and H2 initiatives. The 
second half will then move on to a Q&A session with participants. 

Let us now move on to the briefing. President Takashima, please go ahead. 

Takashima: Hello, everyone. Thank you for taking the time today. I will now explain the financial results for 
H1. 

 

I would like to begin with an overall explanation in the executive summary, then talk about the topic of the 
reorganization of subsidiaries, followed by an explanation of H1 results and H2 initiatives. 
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Here's the executive summary.  

First, sales were JPY131.8 billion, an increase of about JPY6 billion from the previous year. On the other hand, 
EBITDA is JPY6 billion, which is almost equal to the previous year. The breakdown shows that while B2B 
segment saw increased revenue and profits, B2C segment remained flat compared to the previous quarter, 
with only a slight increase in Q2. 

In detail, B2C, the number of Oisix members had not increased much, but for the first time in a long time, 
there was a slight increase. We had set a target of 360,000 for this fiscal year, and we reached that target in 
H1. On the other hand, some marketing expenses were spent upfront to acquire these products, resulting in 
a deterioration of profits in H1. 

In the B2B business, we were able to raise the profit margin, which had once been lowered, by negotiating 
price hikes and promoting standardization, whereas each store had been quite independent, resulting in an 
increase in sales and profit. 

To elaborate a bit, I would say that overall sales are on track at 50%, and EBITDA is worse, but I think both are 
at around 50%. Net income attributable to the parent company was temporarily lower in H1 of the fiscal year 
due to the impact of taxes and other factors associated with the restructuring of subsidiaries. The sale, 
including the vehicle business sale I'll mention later, is about 50% complete, so I don't think there's a 
significant gap here either. 

As mentioned earlier, we have already achieved our membership goals for B2C. We're considering whether 
to stick with the profitable ones or come up with new ways to generate solid profits while also exploring ways 
to balance both approaches. We plan to proceed cautiously while monitoring the situation. 

Regarding B2B, we've gained considerable insight into standardization and price increases. We plan to 
advance these efforts while also actively promoting the new tools we'll discuss later, which are currently being 
developed. 
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On the next page, I would like to discuss the reorganization of subsidiaries. Regarding the subsidiary 
reorganization, to recap what has happened so far, three years ago in October 2022, we acquired a stake of 
just under 30% in SHiDAX under the equity method. A year later, two years ago, SHiDAX announced an MBO, 
and at the beginning of 2024, we made SHiDAX a consolidated subsidiary. 

At this stage, we had three businesses: food services, social services, and vehicle operation services, all of 
which we owned 66% of. In September of this year, we made Food and Society a wholly owned subsidiary. At 
the same time, in October, although a month late, we sold the business of vehicle operation services in 
October and liquidated it in the form of 100% and 0%. 
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The intention behind this is to make management decisions much more quickly and to take full advantage of 
synergies by increasing the shareholding to 100%. SHiDAX, I will be the president with the right to represent 
the company, and I have also been transferred out quite aggressively, so that we can act quickly. 

We have also integrated our offices, and since there were issues in the past at the manufacturing base and 
the SHiDAX factory, known as SDC, we have integrated that with Oisix's manufacturing and established a 
system to maximize synergies while ensuring good governance. Additionally, we've established a system that 
allows us to quickly incorporate elements like our group companies' non-pi initiatives and collaborations with 
Oisix into SHiDAX's business. Since making it a wholly-owned subsidiary, even though it's only been about two 
months, I feel the pace has definitely picked up. 

 

One other thing I would like to mention is the impact of the sale of the vehicle business. Since it's October 1st, 
I'll explain it as an estimate for March 2026. I explain about the equity ratio will increase to 30%, Then, about 
regarding the net interest-bearing debt ratio, the net debt/EBITDA ratio will decrease to 0.5. With the 
acquisition of SHiDAX, I believe that what was to some extent a financial mobilization has normalized to 0.5 
and much more and that we are now in a position to make another offensive. The amount borrowed is JPY25 
billion, and the interest rate on loans is 1.1% after refinancing, etc., and I think we can say that our financial 
position is improving significantly. 

Now, let me elaborate on the business performance. 
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This page is largely what we have already explained. Sales, EBITDA, and then the profit portion. This is based 
on the special circumstances I explained earlier. 

 

This is what it looks like when rearranged into a graph. In the B2C, sales in the US declined, but in the B2B, 
sales were accumulated, which in turn led to sales in the social sector, landing at JPY131.8 billion. 

Regarding profits, the B2B subscription segment, along with growth in social and vehicle services, largely 
offset the promotional expenses, resulting in a near-break-even situation. 
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Here is another detail of it. As I mentioned earlier, progress stands at just over 50% in terms of sales revenue 
and just under 50% in terms of EBITDA. While there was some fluctuation in the past, I think it's generally fair 
to say we're on track compared to previous periods. 

 

In terms of segments, it's a bit uneven. B2C sales are always weighted toward the Q3 and H2, so I'm just 
observing the sales figures like this. As for profits, as I mentioned earlier, we have used a little bit of promotion 
well, so I think it is very likely that we will fall short of our full-year target in terms of profits. 
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On the other hand, B2B is making steady progress, and at this point, we have already reached 65% of the full-
year target, and since the profit margin is improving steadily, we believe that we will likely exceed this target. 

 

I would also like to explain that the net income section is a bit tricky. In H1, B2B on the SHiDAX side grew, and 
this was affected by the fact that the effective tax rate was very high, and net income was smaller in this sense. 

On the other hand, the sale of the vehicle business for JPY2.3 billion was completed on October 1, and 
considering the fact that the gain from the sale is expected to be realized in the future, we have achieved 
more than 50% of net income at this point, so we believe we are on track to achieve our goal. 
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By segment, I will also briefly mention this. 

Oisix's business grew significantly during the COVID-19 pandemic. After the pandemic, we spent a 
considerable amount on marketing, in a sense excessively, and forced growth. But since it was forced growth, 
once we returned marketing spending to normal levels, it all fell away. That was two years ago. 

 

For about two years, it has been difficult to increase the number of people. If anything, there had been a slight 
decline. Recently, we have seen a significant increase in the strength of our products, and we have come up 
with some promotional methods at a faster pace, so we are back to a net increase for this Q2. I would like to 
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continue to work on this net increase while watching the balance between taking advantage of the trend as 
it is and making sure that the final profit landing is in line with the trend. 

 

Looking at H1, there were several specific successes. We developed meal kits that could be prepared in as 
little as 10 minutes, compared to the roughly 20 minutes previously required. These performed exceptionally 
well, and we will further strengthen this offering in H2. We also started a deli service in April, which is almost 
okay without cooking anymore, and at this point, we have about 20,000 customers, and the number is steadily 
increasing. 

On the other hand, it has become difficult to increase the number of subscribers while maintaining quality 
without slightly strengthening the factory facilities. For H2, we want to prioritize factory maintenance and the 
establishment of a robust manufacturing system. 
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As for Daichi + Radish, I think they are all about the same. The current situation is that Radish is spending a 
little more on marketing to attract new customers. 

 

Next, we move on to B2B. The profit of 4.6% in Q2 of last year was due to the fact that the price of foodstuffs, 
including rice, has gone up very much, and also due to the industry-specific situation that the price range for 
food service cannot be raised so easily. In addition, labor costs have remained very high, or rather, have not 
stopped, and continue to rise. The profit margin has been down for a while since Q3, beyond seasonal factors, 
but we have been able to negotiate firm prices and have been able to keep up with the demand for our 
products. 
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We have also made considerable progress in standardization, which has led to a considerable recovery in 
profit margins, and we believe that we have been able to make more profits in Q2 alone than we did this time 
last year. In H2, profit margins will decrease in some areas, but I believe we will be able to reach our goal by 
continuing to negotiate prices and normalize operations so that each store will be able to generate the 
planned profits. 

 

I'll just summarize some of what you just said, but I did a lot of work on the rightmost part of the profitability 
improvement. Originally, it was discovered that SDC had been recording improper accounting controls at 
SHiDAX's manufacturing facilities for 10 years, which we discovered in the first place, and we have been 
working to correct this situation. What we learned in the process was that inventory, cost control, and 
personnel shift management, for example, are done quite differently in each store. 

After solving that problem with SDC's manufacturing facilities, we decided on a standard operation for each 
store, and we are working to ensure that other stores do what the most profitable stores are doing. This has 
not yet been extended to all stores, but it has already had the effect of increasing overall profit margins. 
Therefore, the point on the far right is that we want to proceed with standardization in H2, even for stores 
that have not yet established standard operating procedures for this operation. 

Then the middle part mentions resolving the personnel shortage by strengthening sales capabilities. In the 
field of food service, there is such a shortage of human resources that no one is willing to compete for the 
contract to provide food service services. It is a common issue for all companies, including ours, that they 
cannot participate in competitions because they cannot secure human resources. In response to this, we are 
likely to be able to resolve the temporary shortage of human resources as soon as possible, but we would like 
to further reduce the number of man-hours and man-hours required using DX and AI to achieve operations 
with a smaller number of workers. 



 
 

 

Support 
Japan 050.5212.7790      

Tollfree  0120.966.744 Email Support     support@scriptsasia.com 
13 

 

 

As for social services, they are also growing steadily. Although there is some seasonality in profits, the number 
of contracts for schoolchildren is also growing steadily. 

Now, I would also like to briefly discuss our efforts in H2. 

 

First, for B2C, we plan to expand our lineup of very simple recipes which we call Cho-Raku, meaning super 
easy, that performed well in H1. We aim to offer options that require no knife or cutting board for over half 
of our menu items. 
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We also offer high-value-added products like functional kits, specifically focusing on gut health kits here. It is 
doing quite well, and I am thinking that if it grows a lot, we could have a variety of functional meal kits. For 
example, it can be used for beautiful skin, or to prevent summer fatigue, or to strengthen the immune system 
in winter, or to prevent hay fever in the future. There is a lot to be said for various functionalities from the 
diet, so I am starting with this intestinal activity first. If that works out, we think it could develop in a variety 
of ways. 

 

Then there are various areas of B2B, such as hospitals, the elderly, offices, factories, elementary schools, and 
so on. 

First, we are creating one new product in the area of the elderly. It's called Genki Gohan, which means Energy 
Food, which is a pretty hearty name. Traditionally, there have been many senior citizen facilities, not just ours, 
but all food service facilities, that have been very thorough in their nutritional management and serving the 
right food. However, they are serving much larger portions of food than the elderly are used to eating, and 
their nutritional management is based on menus that do not provide the necessary nutrients unless they eat 
the entire amount, resulting in leftovers and issues of malnutrition and weight loss. 

We have created this new product because weight loss is the most obvious sign of illness in the elderly, and 
it is very important to realize a diet that does not lead to weight loss. This is a type of product that is made in 
quantities that are less than those of a normal adult but provide enough nutrients and calories. By producing 
this food in the central kitchen and using it onsite, it would be easier for residents to manage their health, and 
at the same time, it would be possible to do so with fewer people onsite. 

So, we have newly named this Genki Gohan and are now open for business. For now, we think we're getting 
a good response. I believe this is an approach that hasn't been seen much in senior care facilities until now, 
so if we can improve meals for the elderly with our new product, we would like to take a similar approach in 
the future, for example, for office meals, hospital meals, daycare center meals, and so on.  
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This operational optimization is probably where I have already explained earlier. 

 

As for the medium-term goal, we are now talking about 360,000 B2C customers, and we are aiming for 
600,000, which is almost double the current number. 
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And for B2B, we will expand the number of facilities from the current 1,800 to about 3,000. 

 

In order to achieve this in B2B, we consider standardization of operations and DX, as I have just mentioned, 
as well as products such as the Genki Gohan I mentioned earlier, as our tools. Furthermore, I would like to 
achieve this B2B growth by doing something like marketing in conjunction with Oisix. 
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In my image, B2C has improved its profitability by adding the model created at Oisix to Daichi and Radish, 
which was also acquired by Oisix. We hope to do the same for B2B and develop the model that we were able 
to create at SHiDAX. We have done some M&A, relatively more in the past, but I think we have been able to 
achieve a roll-up in B2B and food service because we have been able to visualize to some extent the synergies 
and increase revenues from such M&A. 

It is a little early, but that is all from me for now. Thank you very much. 

Facilitator: Thank you very much, President Takashima. 
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Question & Answer 

 

Facilitator [M]: We will now move on to the Q&A session. Please understand that we may not be able to 
answer all of your questions if there are too many. 

[Q1]:  
Thank you very much. Three questions, if I may. The first point is about the B2C business. You said that the 
Q2 saw higher-than-expected marketing costs, resulting in a YoY increase of JPY530 million. According to your 
explanation at the time of the settlement of accounts, I think the direction was that you wanted to launch a 
large-scale promotion in FY2026. Was this somewhat the background of the big acceleration in Q2 here or 
some change in the environment? I would like to ask you about this as the first point. 

The second point is customer acquisition costs. You have explained that the CPA per person used to be around 
JPY15,000, and I would like to know if there has been any change in this area in particular. 

The third question I would like to ask is about the improvement of B2B business. I think negotiations on price 
optimization will continue in H2, but will this be an annual effort to improve your profit margin in the next 
fiscal year and beyond, or will it be a onetime event this fiscal year? In terms of the direction of future profit 
improvement, will the main focus be on productivity improvement? I would appreciate any direction you 
could give me regarding this. Thank you. 

Takashima [A]: Regarding the first and second questions about B2C, I'll talk about them together. Customer 
acquisition costs have actually been set at a higher number than JPY15,000 for a while now. However, of 
course, the unit price has increased, and the amount of profit earned from each customer has also increased. 
And we're operating with a recovery period set between six months and a year. 

The reason we incurred marketing costs in Q2 was largely because we were able to achieve our target costs. 
Rather than any major changes, we have a target cost for marketing costs. We were trying to do it in a way 
that if we could get it within that range, we would spend the promotional cost, and that is the very short time 
frame that we probably started in H1. The promotion of such products, which used to take 20 minutes but 
now take 10 minutes, and which do not use knives or cutting boards, are showing signs of success, and when 
we promoted them, we were able to attract a relatively large number of customers at the targeted acquisition 
cost. 

Rather than a major change in the environment, there were signs that the direction of product evolution was 
in line with the world. Since it was only a sign of things to come, we incurred promotional costs to the degree 
of such a sign. As for our original plan to promote the product on a large scale from next spring onward, our 
plan remains unchanged, so we are preparing for further development, including TV commercials, and we are 
also preparing for the launch of the new product. 

Then, for the deli, not the meal kits, we are thinking of finishing the development of the manufacturing 
facilities and the manufacturing environment by the end of the fiscal year to be able to withstand promotion, 
so that we will be able to promote the product well from next year. 

For B2B, first of all, we want to do well where there is still quite a bit of price negotiation left to be done. Also, 
productivity improvement is not yet fully implemented in all stores, so we will work on that in H2. However, I 
do not think it will be carried over to the next fiscal year, so I expect that productivity improvements will be 
completed at all stores, for the most part, by the end of the fiscal year. 
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Perhaps what will emerge in the next year and beyond in terms of profit margins is a full-fledged labor-saving 
model. We'll build models that exclude people. By using the new services in the nursing care area that I have 
just described, I believe that the number of personnel needed in the nursing care area will probably be 
reduced by about 30%. Currently, we're still struggling to secure enough staff for that 30% portion. The reality 
is that we're paying overtime to our regular employees, who are working through the pain. 

I think that part will become unnecessary by using such products. For new locations to be opened going 
forward, operations will be conducted exclusively using that new model, and going forward, for new 
operations, we will focus exclusively on the new model, and on high-margin models requiring fewer personnel. 
This means new projects will be structured to generate profits. I believe that if the number of such stores 
gradually increases, the overall profit margin will rise. So, that's my answer for now. Thank you very much. 

[Q2]: 
 Thank you for your answer. I would like to make one additional confirmation. The target for the number of 
Oisix members is an area that you have not changed, but do you expect this to decrease in any way, especially 
in H2? Regarding this point, is it simply being held steady for H1? Could you please tell me about this? 

Takashima [A]: This is still a decrease because of churn if we do no promotion at all. Depending on how much 
promotion we do, we may keep the current 360,000 people or aim for a little higher. We're looking at H2 
where we'll likely need to control promotional spending while keeping an eye on profit targets. Once we have 
a clear outlook that we can achieve our profit targets without changing the 360,000 forecasts, I'd definitely 
like to invest in promotions as long as the returns meet the costs. In that sense, we are initially setting the 
figure of 360,000 without replacing it outright. 

[Q3]:  
Thank you. I would like to ask two questions. 

As you mentioned that you plan to increase the manufacturing capacity of deli in H2, I would like to know the 
current manufacturing capacity and how much you plan to expand it in the future, in concrete figures. 

Secondly, the effective tax rate was cited as the reason for the decrease in net income for this fiscal year. We 
would appreciate it if you could tell us what specific factors could be cited here. 

Takashima [A]: Thank you. I'm truly sorry it's difficult to put into words exactly how much deli we can produce.  
It is not only a capacity issue but also a quality issue. We are currently working with a fairly large number of 
people, and there is a possibility of trouble if we continue to expand the scope of the project. We are also 
trying to include a little bit of quality assurance. 

At the same time, since SHiDAX's production facility has been working together with ours for about two 
months now, we thought that we could make Oisix's deli much cheaper and tastier by using that facility as 
well. The utilization of the SHiDAX manufacturing facilities will also be done by the end of the fiscal year. I'm 
sorry I can't explain it more simply, like increase production capacity fivefold. We are proceeding with the 
awareness of the problem that we need to make sure that the quality of the product is also in order. 

In terms of net income, to be a little more precise, there is the Oisix portion and the SHiDAX portion, but in 
H1 of this fiscal year, B2B grew and contributed considerably to overall EBITDA. The so-called effective tax 
rate on the former SHiDAX side was very high and the significant increase in the SHiDAX side's profit share 
during H1 has had an even more pronounced effect on the group's overall effective tax rate. This is the factor 
behind the high effective tax rate for the current period (Revised based on the Q&A from the session). 

The first measure will be to improve and normalize the very high effective tax rate of the former SHiDAX . We 
are on track to improve the effective tax rate by about 20%. Since it is a 100% subsidiary with respect to profit, 
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it means that it will be after H2 so that 100% can be recorded. I believe that from H2 onward, we will be able 
to create a situation in which we are able to take in as much of the B2B revenue as we generate. Sorry for the 
complication, but that is the way it is. 

[Q4]:  
Thank you for your explanation. I just want to confirm one point, just to be sure. When you say that the 
effective tax rate of the SHiDAX Group will be improved to around 20% in the future, from H2 onward, does 
that mean that the rate will be improved to 20%? 

Takashima [A]: No, I didn't mean that. The current rate of about 60% will be reduced to about 40%. 

Takashima [A]: I would say that we have a rough estimate at the moment that it will improve by about 20 
points, and we can see how we can work toward that. 

[Q5]:  
Can you talk about the specific measures that will be taken? 

Takashima [A]:  Following the recent reorganization, we exited the consolidated tax system that the SDX 
group had been using. This partly contributed to a temporary increase in our tax rate, but we plan to re-join 
the consolidated tax system starting next April (Revised based on the Q&A from the session). 

Facilitator [M]: Thank you. We will then move on to answer the questions we have received in the text. First 
question. 

[Q6]: 
I would like to ask about B2C. You mentioned that the number of members has bottomed out and there are 
signs of Cho-Raku and Deli Oisix. What are the current challenges and how are you trying to overcome them? 

Takashima [A]: Thank you. First of all, I believe that the bottoming out of the market is a very significant event 
for us. However, I do believe it's undeniable that Internet advertising costs for virtually everything in the world 
are steadily increasing. While we're developing effective tools for that purpose, the major challenge lies in 
properly devising effective promotional strategies. Right now, we are doing a lot of trial and error to do that 
in a big way next year, and I think one of the things we are trying to do now is to find a good promotion for it. 

Regarding the promising products I've been mentioning, rather than being fully developed, we're seeing early 
signs of potential. We're committing significant resources to this area to expand Cho-Raku's share to about 
half of the meal kit items. For deli products, we're focusing on standardizing manufacturing quality and overall 
quality. This is a challenge to finish both during H2. 

Since the direction is fairly clear, we will do our best to see it through in that direction. If we can achieve 
correct promotion and good product creation, we will be able to invest more in promotion costs, and if we 
can do so, we believe that the growth will be greater. 

Facilitator [M]: Thank you very much. Next question. 

[Q7]:  
What amount of capital investment do you plan to make to expand production capacity in deli? If you have 
any direction at this point, I would appreciate it if you could let me know. 

Takashima [A]: We are not thinking about anything too large. There are several facilities scattered around the 
city, with SHiDAX having a manufacturing facility in Kyoto, and Oisix having facilities in Yokohama and Ebina, 
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each facility was handling its own operations. We are now working on a clear division of roles, and reviewing 
the division of roles so that each can do what they are best at. 

Probably, in terms of each physical space, I think we can still do without expanding the space, and I think the 
main investment we will make will be in the machines that we can put inside. Even if we were to install such 
an expensive machine, it would be difficult to find a single machine that costs more than JPY100 million, so I 
imagine that we would install several machines costing tens of millions of yen. I am not sure that the 
investment will have a significant impact on the outlook for this fiscal year's performance or on the next fiscal 
year's performance. For now, I'm thinking in terms of the current size. 

Facilitator [M]: Thank you. Next question. 

[Q8]:  
This is about B2B. You mentioned Genki Gohan and good food services, but again, please tell us what food 
services are possible because of Oisix and SHiDAX. 

Takashima [A]: Okay. In terms of what we want to do, we want to provide food services that meet the original 
purpose of food services. In the case of a hospital, a good meal is one that cures illnesses, in the case of a 
facility for the elderly, it is one that contributes to wellbeing and makes life more enjoyable, and in the case 
of a company cafeteria, it is one that improves employee health and enhances employee performance. 

However, I believe that food services are no longer about that, but rather about producing food at the lowest 
possible cost with the correct nutritional content. Regardless of whether end consumers ultimately eat it or 
not, I believe this industry has been driven by the mindset of producing food with proper nutrition while 
keeping costs as low as possible. We would change that to match the original purpose of food services. 

In order to do so, I think we have to make sure that the PDCA cycle is followed. Regarding the concept of 
nutritious meals mentioned earlier, in senior care facilities, we plan to continuously implement the PDCA cycle, 
measuring residents' weight while ensuring their diets are nutritionally adequate. 

In that sense, one of the major points that Oisix and SHiDAX can make together is to continue to brush up the 
menu by running the PDCA cycle together with end users, as Oisix has been doing for a long time. Product 
development based on a deep understanding of customers is one of Oisix's strengths, and we are thinking of 
doing the same in the SHiDAX area. 

At the same time, since both are subscription and the business models are similar, the economies of scale will 
work more easily against our supply chain, simply because the volume will double. We believe that the 
synergies we can create will allow us to increase profitability in both areas at the same time. That is all. 

Facilitator [M]: Thank you. That is all the questions we have received. Does anyone else have any questions? 

This is earlier than the scheduled time, but we have answered all your questions, so we will now conclude the 
briefing. 

Thank you very much for taking time out of your busy schedule to join us today. 

Takashima [M]: Thank you very much. 

Facilitator [M]: Thank you. 

[END] 

______________ 
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