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Farm for Tomorrow, Table for Tomorrow

We provide services that enable better culinary lives for more people.

We create systems where good farmers are rewarded and take pride 
in their work.

We help to realize a sustainable society by building frameworks that 
continuously link farm and table.

We take business approaches to resolve social issues related to food.

We create and expand the idea of “food for tomorrow.”
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Executive Summary （1/4）

Business Highlights

⚫ Sales reached JPY 251.4 billion (down 1.8% YoY); however, profit at all levels surpassed previous year results. 

EBITDA: JPY 12.9 billion (up 0.9% YoY); Operating Profit: JPY 7.3 billion (up 6.9% YoY); Parent Net Income: 

JPY 4.5 billion (up 24.4% YoY). 

⚫ EBITDA and operating profit met full-year forecasts despite a sales decline following the sale of the Vehicle and 

Other businesses. Parent net income landed 13% above the full-year forecast. Excluding the impact of the sale, 

results showed strong growth with sales up 3% and operating profit up 21% YoY. 

Enhancing Capital Efficiency and Financial Foundation

⚫ In FY25, we completed a group reorganization including the sale of Vehicle and Other businesses and merging 

B2B subsidiaries alongside our first-ever dividend and treasury stock cancellation, which strengthened our 

financial foundation and optimize taxes, resulted in significantly improved EPS and ROE and positive Free Cash 

Flow of JPY 11.3 billion for the first time in five years. 

⚫ Guided by our Mid-Term Targets, drove sustainable enhancement of corporate value by strategically reallocating 

generated cash into growth investments. 

FY25 
Financial 
Results
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Executive Summary （2/4）

B2C and B2B Businesses

⚫ [B2C] EBITDA margin was 12.0% (down 0.7-point YoY) due to rising ingredient costs and proactive H1 

promotions; Oisix subscribers landed at 351K following disciplined marketing expenses in H2. 

⚫ [B2B] EBITDA margin improved to 4.9% (up 1.6-point YoY) as price optimization and operational 

standardization absorbed soaring food costs, resulting in enhanced profitability. 

Continued driving company-wide profitability improvements to minimize the impact of the macro environment. 

FY25 
Financial 
Results

*To more clearly demonstrate the earning power of each business, we changed the profit indicator to “segment EBITDA” from FY26 and revised definitions following a review 
of company-wide cost allocation policies. 

FY26
Forecast

FY26 Forecast

⚫ Forecast: Sales JPY 252.0 billion (up 0.2% YoY), EBITDA JPY 13.4 billion (up 3.8% YoY), Operating Profit JPY 

8.7 billion (up 18.5% YoY), and Parent Net Income JPY 4.6 billion (up 1.6% YoY).

⚫ Top-line growth and improved profitability in B2B will compensate for the JPY 14.5 billion sales and JPY 1.3 

billion operating profit impact from the sale of Vehicle and Other businesses. Excluding the impact of the sale, 

we anticipate strong growth with sales up 6% and operating profit up 46% YoY. 

⚫ Significant profit growth is expected by reducing corporate expenses through PMI following subsidiary 

reorganization.
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Executive Summary （3/4）

FY26
Forecast

B2C: Enhancing Value-Add and Operations

⚫ Strengthening response to diversifying time-saving and large-capacity needs through the “Super Easy Kit” and 

“Tasu-dake” series. Improving margins via operational enhancements; project FY26 EBITDA of JPY 11.6 billion 

(up 3% YoY) and EBITDA margin of 12.2% (up 0.2 pts YoY).

B2B: Top-line Growth and Standardization

⚫ Project double-digit top-line growth through sales base expansion. Full-scale rollout of “Genki Gohan” (fully 

cooked meals) for senior care facilities, creating synergies with B2C, and leveraging AI for operational efficiency. 

Project FY26 EBITDA of JPY 5.7 billion (up 40% YoY) and EBITDA margin of 6.2% (up 1.3 pts YoY).

Mid-Term 
Targets

Change of Trade Name

⚫ Changing trade name back to its origins, "Oisix Inc.“ To more clearly communicate our shared values across 

diverse businesses and optimize management resources as a unified Oisix Group.
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Executive Summary （4/4）

Mid-Term 
Targets

Shareholder Return Policy

⚫ Updated FY29 Mid-Term Targets to reflect the latest business environment. Maintained JPY 175 EPS target 

(1.7x growth over 5 years from FY24) as the most important management indicator, remaining strongly 

committed to its achievement. Aim to further enhance shareholder returns based on capital allocation policy. 

Increasing dividends for FY25 due to profit upside, and raising the dividend payout ratio from 15% to 20% 

starting from FY26. Pursuing both business expansion and maximization of shareholder profit through EPS 

growth and proactive returns.  

Creating Synergies between B2C and B2B

⚫ Accelerating synergy creation by leveraging the shared subscription model and high process affinity following 

the full acquisition of B2B business in October 2025. 

⚫ The FY25 integration of manufacturing, IT, and corporate functions is delivering steady results through 

improved facility utilization, enhanced logistics and delivery efficiency, and productivity gains driven by 

company-wide DX initiatives. We aim to establish a sustainable growth cycle while targeting both top-line 

expansion and improved profitability by linking all operations—from product development and procurement to 

manufacturing and logistics—through integrated B2C and B2B operations.  



1．FY25 Financial Results
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Summary of FY25 

⚫ Total sales decreased reflecting the sale of the Vehicle and Other 
businesses on Oct 1, despite B2B sales growth driven by new 
contracts.

⚫ [B2C] Profits decreased YoY due to surging ingredient costs and 
increased marketing expenses. 

⚫ [B2B] Significant profit growth with improved margins YoY, driven 
by operational standardization.

⚫ [Social] Sales and profit increased YoY on strong after-school care 
performance.

⚫ [Vehicle] No profit contribution in H2 FY25 following the sale of 
the Vehicle and Other businesses. 

⚫ Parent net income significantly exceeded the initial forecast, 
driven by extraordinary gains from the sale of the Vehicle and 
Other businesses and progress in tax optimization, which more 
than offset interest expenses and impairment losses. 

FY24 FY25 FY25 FY24 
vs 

FY25

FY25E
vs

FY25AActual Forecast Actual

256,009 255,000 251,419 (1.8%) (1.4%)

12,800 12,850 12,914 +0.9% +0.5%

6,864 7,300 7,339 +6.9% +0.5%

3,638 4,000 4,527 +24.4% +13.2%

Highlights

⚫ 新規契約数増加及び価格適正化によりB2Bの売上は前年比で増加
した一方、10/1付の車両その他事業売却も踏まえ、全社売上は減少

⚫ 【B2C】マーケティング費用の増加及び【売上原価の悪化】により減益

⚫ 【B2B】価格適正化及び店舗運営の標準化が順調に進捗し、利益率
は前年比で大きく改善し、大幅増益

⚫ 【社会】学童保育が好調であることを踏まえ、前年比増収増益

⚫ 【車両】車両その他事業を売却したため、26/3期下期は利益寄与なし

⚫ 当期純利益は、車両その他事業の売却益等の営業外・特別利益が
発生した一方、支払利息、減損損失等の営業外・特別損失が発生。
結果として、当初予想を上回って着地

Sales

EBITDA

Operating
Profit

(JPY MM)

Parent 
Net 

Income
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Change in Sales (FY24 vs. FY25)

Sales

*”Sales (Other)” comprises the impact of other businesses and consolidation adjustments.

(JPY MM)
Vehicle
⊖ Sale of Vehicle Business 
(Effective October 1)

452 

(3,317)

6,809 

3,818 238 

(12,590)

256,009 

251,419 

FY24 B2C
Oisix

B2C
Other

B2B
Subscription

Social Other Vehicle
Operation

FY25
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Change in EBITDA (FY24 vs. FY25)

EBITDA

*”EBITDA (Other)” comprises the impact of other businesses and corporate expenses.

B2C Subscription・Oisix
⊖ Surging ingredient costs
⊖ Increase in marketing expenses

B2B Subscription 
⊕ Standardization of operations
⊖ Surging ingredient costs

(JPY MM)
Vehicle
⊖ Sale of Vehicle Business 
(Effective October 1)

(786)
(273)

1,559 
292 

303 

(982)
12,800 12,914 

FY24 B2C
Oisix

B2C
Other

B2B
Subscription

Social Other Vehicle
Operation

FY25
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Financial Results by Segment

*Adopted "Segment EBITDA" as a key disclosure metric starting FY25 Actual results. Segment EBITDA = Segment profit + Amortization of goodwill + Depreciation 
(Refer to the data sheet for details). 

(JPY MM) FY24 FY25 YoY

B2C Subscription 97,152 94,286 (3%)

Oisix 59,662 60,114 +1%

Other (Daichi + Radish + PC) 37,489 34,172 (9%)

B2B Subscription 76,576 83,385 +9%

Social Service 36,559 40,378 +10%

Vehicle Operation Service
(Non-consolidated in FY25 H2)

27,174 14,584 (46%)

Other Business 21,138 21,702 +3%

Consolidation Adjustments (2,592) (2,918) -

Sales 256,009 251,419 (2%)

Sales (excluding vehicle’s) 228,834 236,835 +3%

 (JPY MM) FY24 FY25 YoY Margin

B2C Subscription 12,343 11,284 (9%) 12.0%

Oisix 9,148 8,362 (9%) 13.9%

Other (Daichi + Radish + PC) 3,195 2,921 (9%) 8.5%

B2B Subscription 2,503 4,062 +62% 4.9%

Social Service 1,546 1,839 +19% 4.6%

Vehicle Operation Service
(Non-consolidated in FY25 H2)

2,848 1,866 (34%) 12.8%

Other Business 1,331 1,000 (25%) 4.6%

Corporate Expenses and Others (13,709) (12,714) - -

Corporate Expenses (7,773) (7,139) - -

Amortization of Goodwill
Depreciation

(5,935) (5,574) - -

Operating Profit 6,864 7,339 +7% 2.9%

Operating Profit
(excluding vehicle’s)

4,934 5,969 +21% 2.5%

EBITDA 12,800 12,914 +1% 5.1%

Sales Segment EBITDA
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Transformation and Execution to 
Enhance Corporate Value

下記イベント及び簡単な説明を記載。リリース等確認し、株主価値につながるイベントで漏れていれば、追加お願いします。

1. 25年05月：中長期目標設定
2. 25年05月：自己株式消却
3. 25年06月：借入金のリファイナンス実施
4. 25年09月：給食及び社会サービス事業の完全子会社化
5. 25年10月：車両その他事業の売却
6. 25年10月：車両その他事業の売却益を原資とした借入金及び自己資本の削減
7. 25年10月：上場来初となる配当実施
8. 26年04月：商号変更
9. 26年04月：給食事業子会社の孫会社化
10. 26年05月：配当性向の引き上げ
11. 26年07月：給食事業の主要子会社の統合（予定）

B2Bサブスク
⊕ 価格適正化
⊕ 施設数の増加

⚫ Concentrating management resources on core business through group reorganization and expanding shareholder returns. Aiming 
to further enhance corporate value by returning to brand roots. 

Corporate Actions in FY25

May 2025
Set Mid-Term Targets and 

defined core business

Jun 2025
Shifted to fixed interest 

rates through refinancing 

Sep 2025
Made Food and Social Service 

businesses wholly owned 
subsidiaries 

Oct 2025
Paid first dividend 

since listing

May 2026
Raised dividend 

payout ratio

Jul 2026 (Plan)
Integration of major B2B 

(Food Service) subsidiaries 

May 2025
Cancellation of 
treasury shares 

Jul 2026 (Plan)
Change of 

trade name to "Oisix" 

Oct 2025
Sold Vehicle and Other 
businesses; optimized 

capital efficiency 

Mar 2026
Integration of 

Manufacturing, IT, and 
Corporate divisions 



Enhancing Corporate Value
-Key Financial Indicators

B2Bサブスク
⊕ 価格適正化
⊕ 施設数の増加

⚫ EPS and ROE improved significantly through financial strengthening and tax optimization via group reorganization. FCF turned 
positive for the first time since FY20, reaching JPY 11.3 billion.

棒グラフ
横軸：25/3 26/3

内容：資産、負債、純資産、
ROE

詳細：左資産、右負債＋純資
産の4本の棒グラフ＋ROE（◇）

棒グラフ
横軸：25/3 26/3
内容：営業CF、投資CF、FCF
詳細：営業CF及び投資CFの2本
の棒グラフ＋FCF（◇）

*Balance Sheet (Assets): Reduced balance sheet size, centered on fixed assets such as goodwill and customer-related assets, following the sale of the Vehicle and Other 
businesses. *Balance Sheet (Liabilities/Net Assets): Enhanced capital efficiency by repaying interest-bearing debt and streamlining equity, utilizing proceeds from the sale of 
the Vehicle and Other businesses. 

FY24 FY25

■ EPS（yen） ■ DPS (Dividend Per Share)

■ EPS（円）◆ 実効税率(%)

■ Operating CF (JPY MM) 
◆ Free Cash Flow (= Operating CF - Investing CF)

■ Assets (JPY Bn) ■ Liabilities ■ Net Assets ◆ ROE (%)
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FCFROEEPS

Turned 
positive 

+26.4%

+3.6pt

Assets
134.5

Liabilities
95.0

Net 
Assets
39.4

Assets
108.1

Liabilities
79.0

Net 
Assets
29.0

103.1 

130.3 

0.0 

20.0 

FY24 FY25

12.8%

16.4%

(8,955)

11,322 

3,496 

9,284 

FY24 FY25



2．Core Business (B2C and B2B)



これからの食卓、
これからの畑
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B2C・B2B
－Growth Model for Food Subscriptions

1. 食の提供 
徹底した品質管理のもと、B2C・B2B双方の顧客へ「安心・安全」な食を
安定供給し、高い信頼性を構築

2. オペレーションの改善 
AI活用とバリューチェーン（調達・製造・物流）の最適化で生産性を向上。
コスト削減とサービス品質向上を両立

3. 収益性の向上
オペレーション改善による高収益化を実現。創出した利益を未来の成長原
資として蓄積し、持続可能な投資サイクルを確立

4. 新商品・サービスの開発 
蓄積した成長原資を戦略的に再投資し、イノベーティブな商品・サービスを
開発

5. 顧客数及びLTVの増加 
期待を超える価値と感動を提供することで、顧客基盤の拡大と顧客生涯価
値（LTV）を持続的に最大化

Sustainable growth model for B2C (food delivery) and B2B (food service) 

Achieving 
innovation

A

Expanding 
customer 

base 

B

Enhancing 
profitability 

C

Improving 
productivity

D

これから
の食卓、
これから
の畑

⚫ Promotional activities utilizing unique 
new products and services

⚫ Improving customer experience and 
LTV through operational excellence and 
cross-selling 

⚫ Establishing a lean business foundation 
to support sustainable growth 

⚫ R&D activities funded by productivity 
improvements 

2 1

43

Farm for 
Tomorrow, 
Table for 

Tomorrow

B2C

Approx. 
450K Subscribers

B2B

Approx. 
2,500 Facilities

＋
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B2C・B2Bの製造部門の統合

システム部門の統合

物流部門の連携強化

コーポレート部門の統合

⚫ Pursuing product quality and operational 
optimization

⚫ Reducing costs by improving production line 
utilization

⚫ Increasing delivery volume by optimizing 
routes and loading efficiency

⚫ Evolution into an Industry-Standard Delivery 
Platform 

⚫ Improving productivity by driving DX for 
manual management processes   

⚫ Integrating core systems and establishing 
operational processes

⚫ Promoting personnel exchange and 
developing next-generation leaders

⚫ Integration of group corporate functions

Integration of 
Manufacturing 
Department

Strengthening 
Logistics 
Collaboration

Integration of 
IT Department

Integration of 
Corporate 
Departments

B2C・B2B-Synergies 

Synergies from Group Reorganization in FY25

Group-wide 
manufacturing 
infrastructure 

Common
subscription

model 

B2C food delivery B2B food service

1

2

3

4

Core system 
integration 

Logistics center 
collaboration 

Marketing 

Fulfillment

Product 
manufactu

ring

Corporate
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B2C・Oisix-Subscribers・ARPU・EBITDA

⚫ Subscribers maintained the 350K–360K range over the past two years. ARPU remained steady, driven by product and service 
enhancements including the "Cho-Raku (Super Easy) Kit" series.

■ Subscribers (K)  ━ ARPU（JPY K）

*Subscribers: Number of subscribers at the end of each period.

EBITDASubscribers・ARPU

■ EBITDA (JPY MM)  ━ EBITDA Margin (%)

356

394 399

369
359 354 361

351

FY22

H1

FY22

H2

FY23

H1

FY23

H2

FY24

H1

FY24

H2

FY25

H1

FY25

H2

12.1 12.1
11.6 11.6 11.5

12.3 12.1 12.3

10.3%
8.2%

10.2%

13.5% 14.3%
16.3%

12.5%

15.3%

2,928 
2,545 

3,141 

4,257 4,150 

4,998 

3,641 

4,721 

FY22

H1

FY22

H2

FY23

H1

FY23

H2

FY24

H1

FY24

H2

FY25

H1

FY25

H2
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B2C・Oisix-FY25 Initiatives

Deli Oisix

⚫ Ready-to-eat "Deli Oisix" reached 3 million 
cumulative meals sold in Jan 2026.

⚫ Improved taste, quality, and convenience—
including extended shelf life (up to 5 days 
from delivery) for some items—as 
"Menpa"(Mental Performance) products that 
reduce decision fatigue, capitalizing on 
market trends.

“Tasu-dake" Series

⚫ Strengthened the "Just Add One" (Tasu-
dake) series to address price and volume 
mismatches for time-saving kit users.

⚫ One-pan/pot cooking directly from frozen. 
Easily bulk up meals with household staples 
or frozen vegetables.

Cho-Raku (Super Easy) Kit

⚫ Launched 10-minute "Cho-Raku (Super 
Easy) Kit" in Oct 2025 to further improve 
time efficiency; exceeded 250 menus by 
Mar 2026. 

⚫ Improved convenience by expanding long-
life product lineup (e.g., shelf life from 3 to 
5 days) while maintaining quality and 
freshness.

⚫ 温めるだけで完成するデリOisixは、26年1月には累計
販売食数が300万食を突破

⚫ 一部の商品の賞味期限が5日まで伸びるなど、思考す
ることや選ぶことの負担を下げる「メンパ」商品としてトレ
ンドの追い風を受けながら、さらなるサービスの充実を図
る

⚫ 時短Kit訴求で入会したお客様が抱える「価格・ボリュー
ム不足」というミスマッチを解消するため、「たすだけ」シ
リーズの展開を強化

⚫ 冷凍のままフライパン/鍋１つで調理が完成し、家庭に
よくある食材や冷凍ストック野菜などで自在にかさましが
可能

⚫ 25年10月から更なる時短効率化を進め、10分で料
理できる「超ラクKit」を展開。26年3月時点で250メ
ニューを突破

⚫ 青果の鮮度や品質を維持しながら、お届け日からの賞
味期限が3日→5日などの賞味期限の長い商品のライ
ンナップを増やす
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B2C / Oisix-Improving Profitability 
through Operational Excellence

 Refining product lineup by 
reviewing unprofitable 
SKUs 

 Optimizing costs by 
predicting manufacturing 
load during menu 
development

⚫ Aim to establish a stable revenue base resilient to macro environments by accumulating process improvements from product 
development to sales.

 Optimizing acquisition costs 
through LTV-based 
investment decisions

 Enhancing customer 
experience through AI-driven 
personalization 

 Reducing procurement 
costs by insourcing 
procurement networks 

 Optimizing procurement 
accuracy and stabilizing 
purchase prices through 
demand forecasting 

 Reducing waste and 
discount promotions 
through inventory 
optimization 

 Improving labor productivity 
based on manufacturing 
process analysis

Operational 
Improvements

AI & DX 
Initiatives

Cooking/ServiceManufacturing/LogisticsProcurementProduct Development
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B2C / Oisix
-Target Strategy and LTV Enhancement

課題

課題2

深刻な労働者不足

⚫ Leveraging strengths in the "Newborn" and "Post-parenting" stages, we focus on the "Early parenting to Growing stage" as key 
growth opportunities. By addressing price, time, and volume needs, we aim to boost LTV across the entire parenting lifecycle.

Birth of a Child 
(Newborn)

Early Parenting
(Preschool to Early Elementary)

Growing Stage
(Upper Elementary to High School)

Post-parenting 
(Empty Nesters)

High-Potential Areas
(Future Growth Potential)

Existing 
Customer Base
(Our Strength)

Existing 
Customer Base
(Our Strength)

Reduce the cooking burden when 
busy.  

Serve meals that satisfy children.

Enjoy delicious meals with minimal 
effort. 

Enjoy health-conscious meals.

Address insufficient meal volume.
Mitigate the household budget 

burden from rising prices. 

Simplify child meal prep and feeding. 
Provide nutritionally balanced meals. 

Child’s Growth

LTV
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⚫ Rolling out various initiatives, such as "Cho-Raku Kit" and “Tasu-dake" series, to address challenges related to price, time, and 
volume.

⚫ Offering large-capacity items, including non-standard products, to 
balance food waste reduction with customer satisfaction.

⚫ Expanding stock ingredients (frozen vegetables) to address volume 
shortages for households with large appetites.

⚫ [Price] Reviewing price ranges to develop products with high cost-
performance (Cospa) alongside time-performance (Taipa). Securing 
profit through manufacturing cost reductions and increased 
purchase frequency.

⚫ [Time] Developing "Cho-Cho-Raku (Ultra Super Easy) Kit" to achieve 
a "Perceived prep time of < 5 mins." Reducing “cognitive and 
operational load" by minimizing cognitive load and multitasking.

⚫ 栄養士等の採用難易度は全職種平
均の約3倍と高い状況

⚫ 他産業含めて人材獲得競争の激化

課題2

深刻な労働者不足

VolumePrice & Time

B2C・Oisix
-New Product and Service Development



22

B2B-Number of Facilities and EBITDA

■ Life Care Food ■ Contract Food ■ School Lunch 

⚫ Steady progress in securing new contracts for school lunch and senior care facilities (approx. 120 projected as of end-April) , 
despite some terminations due to price optimization. 

⚫ EBITDA margins improved through operational standardization and offsetting soaring costs for ingredients (primarily rice) since H2 
FY24. 

*Life Care Food: Elderly care facilities, childcare facilities, Hospitals. *Contract Food: Factories, financial institution branches, offices, dormitories/training centers, 
universities. *B2B profits tend to increase in Q2 due to school lunch business characteristics (reduced labor costs). 

EBITDANumber of Facilities
■ EBITDA (JPY MM)  ━ EBITDA Margin (%)

772 800 798 806 800 821 816 814 792

1,022 1,038 1,035 1,036 1,018 1,032 1,022 1,017 993

626 679 678 678 628
744 746 750 705

2,420
2,517 2,511 2,520 2,446

2,597 2,584 2,581
2,490

FY23

Q4

FY24

Q1

FY24

Q2

FY24

Q3

FY24

Q4

FY25

Q1

FY25

Q2

FY25

Q3

FY25

Q4

814

556

911

454
581

653

1,196
1,077

1,135

FY23

Q4

FY24

Q1

FY24

Q2

FY24

Q3

FY24

Q4

FY25

Q1

FY25

Q2

FY25

Q3

FY25

Q4

4.6%

3.0%

4.7%

2.3%
3.1% 3.1%

5.8%
5.1% 5.5%
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B2B-FY25 Initiatives

Profitability Improvement 
(Operational Standardization)

⚫ Advanced store standardization by 
reviewing work processes, rolling out best 
practices, and leveraging AI for operational 
efficiency.

⚫ Significantly improved profitability through 
active price optimization and daily store-
level management of food and labor costs, 
despite persistent inflation.

⚫ Completed full acquisition of the food service 
business in Sep 2025; planning a merger of 
two major subsidiaries in Jul 2026 to 
reorganize the management structure.

⚫ Integrating Manufacturing, IT, and Corporate 
functions to drive synergies, including 
optimized operations, cost reductions, and 
DX-driven productivity gains. 

Evolution of 
Products and Services 

("Genki Gohan")

⚫ Launched "Genki Gohan with Oisix" for 
senior care facilities in Nov 2025. 

⚫ Strengthened the rollout of the small-
portion, high-calorie, and delicious "Sugo-
Calo" series and visually appealing, tasty, 
and nutritious fully prepared menus, 
enhancing customer satisfaction and 
achieving labor-saving operations.

Reorganization
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B2B-Operational Excellence

• 戦略資料参照

短期
• バリューチェーンの構造改革と粗利最大化
• 粗利額最大化と販管費削減

長期
• 商品カテゴリの粗利率再定義

調達

 Developing high-quality, 
fully prepared meals 
(delicious and visually 
appealing).

 AI-driven automated menu 
generation.

⚫ Build a low-cost, high-value-added structure by promoting labor-saving through fully prepared meals and commercial meal kits. 

 Reducing on-site burden 
and labor through 
prepared meals.

 Achieving labor savings 
through automated shifting 
and ordering systems.

 Optimizing procurement 
costs through SKU 
consolidation.

 Balancing supply and 
demand through advanced 
demand forecasting.

 Improving productivity and 
quality consistency through 
consolidated manufacturing 
processes.

 Optimizing logistics costs 
(freight and packaging) via 
loading efficiency and route 
improvements.

✓メニューや食材の見直しに
よる原価改善

✓完全調理品・タイパ商品の
開発

✓献立立案のAI活用・DX化

 完全調理品の導入による
最少人数での運営

 シフト作成業務の自動化

 価格適正化

 発注数量の適正化による
廃棄の削減

 B2Cサブスクとの共同調達

 規格外食材の活用

 余剰食材の相互融通

 B2Cサブスクとの共同物流

 配送ルートの効率化

 自社商品の内製化率の拡
大

 製造オペレーションの共通
化

Time-
efficient 

food service 
model

AI & DX 
Initiatives

Cooking/ServiceManufacturing/LogisticsProcurementProduct Development
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B2B-Improvement of Profitability

Improvement of Profitability
• WaterFall Chart（イメージ図、1頁全体をWFに）
主旨：30/3期までの収益性改善イメージを伝える（B2B戦略
資料参照）

25/3期
⇒コスト増、 価格適正化＋運営標準化
26/3期
⇒コスト増、価格適正化＋運営標準化
27/3期
⇒コスト増、価格適正化＋運営標準化、製造（完調品の導
入拡大）、組織最適化、物流、調達の集約
⇒投資費用
30/3期

3.3%

■ EBITDA Margin (%)

4.9%

6.2%

FY24 FY25 FY26 FY29

⚫ In the medium- to long-term, we aim to improve profitability by expanding the "time-efficient food service model" and optimizing
procurement and logistics. 

Rising labor 
and food cost

Price 
optimization + 
Standardization 
of operations 

Rising labor 
and food costs

Standardization 
of operations 

Rising labor 
and food costs

Standardization 
of operations 

Expansion of 
the "time-

efficient food 
service model" 

Optimization of 
organizational 

structure 

Optimization of 
procurement 
and logistics 

4.3%

Growth 
investment 

*Figures based on the previous standards for corporate expenses (applicable through FY25). Refer to data sheet for details.
*B2B segment EBITDA margin is projected to decrease following the review of company-wide cost allocation policies, with disclosure scheduled to begin from FY26 Q1.  



26

B2B-New Product/Service Development
Solving through "Genki Gohan"

Solving through "Genki Gohan"

Standard Portion Sizes 
Lead to Frequent 

Leftovers

Rising Labor Costs and 
Staff Shortages

Soaring Food 
Ingredient Costs

⚫ "Sugo-Calo" series: Delivering 100% of 
required calories in 80% of the volume.

⚫ "Marugoto Irodori Soft" series: Utilizing 
plant enzyme technology to maintain the 
appearance and taste of regular meals 
while achieving tongue-mashable softness.

⚫ Transitioning from facility-specific models 
to an "in-house manufacturing × onsite 
standardization" model.

⚫ Maximizing efficiency by using fully pre-
cooked meals and standardized manuals, 
allowing experienced part-time staff to 
lead onsite operations.

⚫ Ensuring stable supply at accessible 
prices—even amidst soaring ingredient 
costs—by leveraging shared group 
manufacturing infrastructure to lower 
operating costs. 

⚫ Based on a 5-10% increase in meal consumption rates at facilities using "Genki Gohan," we aim to provide high-nutrient, small-
portion meals while optimizing manufacturing and operating costs. 

High-Nutrient, Small-
Portion Meals ×

Proprietary Tech for 
"Appetizing Dining"

Sustainable Operation 
Model through 
Standardized 
Operations

Cost Optimization via 
Group Manufacturing 

Facilities

Industry Challenges

1

2

3

⚫ Portion sizes are too large for the 
decreased appetites associated with aging.

⚫ Minced/chopped meals lose visual appeal, 
further reducing appetite.

⚫ Create a vicious cycle of malnutrition and 
weight loss.

⚫ Job opening-to-applicant ratio for 
nutritionists and cooks is approx. 3x the 
average for all occupations.

⚫ 75% of onsite staff are aged 50 or older.

⚫ Surging labor costs strain facility 
management.

⚫ Ingredient costs have risen approx. 20% 
since 2020.

⚫ Sustainability has become a challenge for 
both facilities and contractors.

⚫ Ensuring a stable food supply is now a key 
industry-wide issue.

1

2

3
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FY26 Forecast Summary

⚫ Sales projected to maintain sales at previous year's level, covering 
the JPY 14.5 billion sales decline from the sale of Vehicle and Other 
businesses through growth in existing businesses, primarily B2B.

⚫ [B2C] Project profit growth by improving profitability through 
operational enhancements.

⚫ [B2B] Significant profit growth expected driven by profitability 
improvements through operational standardization. 

⚫ [Vehicle/Other, Corporate expenses] Compression of corporate 
expenses expected through cost structure optimization during the 
PMI process, offsetting the JPY 1.3 billion operating profit decline 
from the divested businesses. 

⚫ Business is expanding steadily with profits trending upward at all 
levels. Project FY26 parent net income to remain flat YoY, as core 
business growth absorbs the impact of temporary gains from tax 
optimization in FY25. 

FY25 FY26

FY25 vs FY26Actual Forecast

251,419 252,000 +0.2%

12,914 13,400 +3.8%

7,339 8,700 +18.5%

4,527 4,600 +1.6%

Highlights
(JPY MM)

Sales

EBITDA

Operating
Profit

Net Parent 
Income

⚫ 車両その他事業の売却による減収分を、B2Bを中心とした既存事業の成長でカ
バーし、前年と同水準を維持する見通し

⚫ 【B2C】商品開発から販売までのバリューチェーンの構造改革による収益性改善に
より増益見込み

⚫ 【B2B】価格適正化や運営の標準化による収益性改善により大きく増益見込み

⚫ 【車両その他事業、全社費用】車両その他の事業（26/3期上期のみ）の利益
寄与はなくなるものの、PMIプロセスにおけるコスト構造の適正化により全社費用そ
の他の減少（増益）を見込む

⚫ 26/3期は車両その他事業による特別利益の計上はあったものの、B2B事業の完
全子会社化やグループ全体での税務最適化により、親会社帰属純利益は増益
の見通し
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Changes in Sales (FY25A vs. FY26E)

Sales

(JPY MM)

*” Sales(Other)” comprises the impact of other businesses and consolidation adjustments.

B2Cサブスク・Oisix
⊕マーケティング費用の抑制

Social Service
⊕ Growth in 
number of facilities

B2B Subscription 
⊕ Growth in 
number of facilities

Vehicle
⊖ Sale of Vehicle Business 

3,385 

(2,372)

8,414 

6,121 

(384)

(14,584)
251,419 252,000 

FY25 B2C
Oisix

B2C
Other

B2B
Subscription

Social Other Vehicle
Operation

FY26
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Changes in EBITDA (FY25A vs. FY26E)

*”EBITDA(Other)” comprises the impact of other businesses and corporate expenses.

B2C Subscription・Oisix
⊕ Improving operation
⊖ Surging ingredient costs

B2Bサブスク
⊕ 価格適正化、運営の標準化
⊖ 食材費高騰

EBITDA

B2B Subscription 
⊕ Standardization of operations
⊖ Surging ingredient costs

(JPY MM)
Vehicle
⊖ Sale of Vehicle Business 

637 

(321)

1,637 160 239 

(1,866)12,914 
13,400 

FY25 B2C
Oisix

B2C
Other

B2B
Subscription

Social Other Vehicle
Operation

FY26
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Financial Forecast by Segment
(Previous Basis)

*Disclosure changed to Segment EBITDA. This page reflects the previous policy for corporate expenses through FY25. (Refer to data sheet for details). 

(JPY MM)

FY25
Actual 

FY26
Forecast YoY

B2C Subscription 94,286 95,300 +1%

Oisix 60,114 63,500 +6%

Other (Daichi + Radish + PC) 34,172 31,800 (7%)

B2B Subscription 83,385 91,800 +10%

Social Service 40,378 46,500 +15%

Vehicle Operation Service
(Non-consolidated in FY25 H2)

14,584 - -

Other Business 21,702 21,500 (1%)

Consolidation Adjustments (2,918) (3,100) -

Sales 251,419 252,000 +0%

Sales (excluding vehicle’s) 236,835 252,000 +6%

Sales Segment EBITDA

 (JPY MM)

FY25
Actual 

FY26
Forecast YoY Margin

B2C Subscription 11,284 11,600 +3% 12.2%

Oisix 8,362 9,000 +8% 14.2%

Other (Daichi + Radish + PC) 2,921 2,600 (11%) 8.2%

B2B Subscription 4,062 5,700 +40% 6.2%

Social Service 1,839 2,000 +9% 4.3%

Vehicle Operation Service
(Non-consolidated in FY25 H2)

1,866 - - -

Other Business 1,000 1,350 +35% 6.3%

Corporate Expenses and Others (12,714) (11,950) - -

Corporate Expenses (7,139) (7,250) - -

Amortization of Goodwill
Depreciation

(5,574) (4,700) - -

Operating Profit 7,339 8,700 +19% 3.5%

Operating Profit
(excluding vehicle’s)

5,969 8,700 +46% 3.5%

EBITDA 12,914 13,400 +4% 5.3%
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Financial Forecast by Segment
(New Basis)

*Figures based on the new policy for corporate expenses, effective from FY26. (Refer to data sheet for details).
*New policy-based figures to be disclosed starting from Q1.

(JPY MM)

FY25
Actual 

FY26
Forecast YoY

B2C Subscription 94,286 95,300 +1%

Oisix 60,114 63,500 +6%

Other (Daichi + Radish + PC) 34,172 31,800 (7%)

B2B Subscription 83,385 91,800 +10%

Social Service 40,378 46,500 +15%

Vehicle Operation Service
(Non-consolidated in FY25 H2)

14,584 - -

Other Business 21,702 21,500 (1%)

Consolidation Adjustments (2,918) (3,100) -

Sales 251,419 252,000 +0%

Sales (excluding vehicle’s) 236,835 252,000 +6%

Sales Segment EBITDA

 (JPY MM)

FY25
Actual 

FY26
Forecast YoY Margin

B2C Subscription 10,146 10,250 +1% 10.8%

Oisix 7,541 8,000 +6% 12.6%

Other (Daichi + Radish + PC) 2,604 2,250 (14%) 7.1%

B2B Subscription 3,090 4,700 +52% 5.1%

Social Service 1,528 1,700 +11% 3.7%

Vehicle Operation Service
(Non-consolidated in FY25 H2)

1,527 - - -

Other Business 1,245 1,600 +28% 7.4%

Corporate Expenses and Others (10,198) (9,550) - -

Corporate Expenses (4,623) (4,850) - -

Amortization of Goodwill
Depreciation

(5,574) (4,700) - -

Operating Profit 7,339 8,700 +19% 3.5%

Operating Profit
(excluding vehicle’s)

5,969 8,700 +46% 3.5%

EBITDA 12,914 13,400 +4% 5.3%



4. Mid-Term Targets
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Overview of Mid-Term Targets 
(FY29 Targets)（1/2）

B2C＋B2B 売上高

B2C + B2B
Sales

JPY 300 Bn

B2C＋B2B 
Adjusted 

segment profit 
margin

9.0%

Sales

JPY 325 Bn

EBITDA

JPY 19 Bn

⚫ Raised sales target to JPY 325 billion while maintaining strong commitment to EPS goals. Transitioning management indicators to 
EBITDA for both segments and consolidation disclosure.

*Adjusted EPS = EPS × (Net income before taxes and other adjustments – Extraordinary gains and losses) ÷ Net income before taxes and other adjustments  
*Adjusted segment profit = Segment profit (financial results summary) + Adjustments (goodwill and amortization of intangible fixed assets related to M&A, etc.)

Initial Targets Revised Targets

Top Priority Management Goal
Adjusted EPS: JPY 175 (CAGR 11%) 

Top Priority Management Goal
EPS: JPY 175 (CAGR 11%)
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Overview of Mid-Term Targets 
(FY29 Targets)（2/2）
⚫ Sales and EBITDA growth for FY25 and FY26 is expected to be limited following the sale of the Vehicle and Other businesses. 

⚫ We aim for the early achievement of our EPS target by focusing on B2B top-line growth and profitability improvements. 

Mid-Term Targets 

(JPY Bn) FY24 FY25
FY26

Forecast
FY29 
Plan

FY24-FY29
CAGR

EPS (yen) 103.1 130.3 132.4 175.0 －

YoY － +26.4% +1.6% － 11%

Sales 256.0 251.4 252.0 325.0
－

YoY － (1.8%) +0.2% － 5%

EBITDA 12.8 12.9 13.4 19.0 －

YoY － +0.9% +3.8% － 8%
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(Reference) Performance Trends 
Excluding Vehicle Business

Performance Trends Excluding Vehicle Business

⚫ EBITDA and operating profit continued to maintain double-digit growth on a base excluding the impact of the sale.

(JPY Bn) FY24 FY25
FY26

Forecast
FY29 
Plan

FY24-FY29
CAGR

Sales 228.8 236.8 252.0 325.0 －

YoY － +3.5% +6.4% － 7%

EBITDA 9.9 11.0 13.4 19.0 －

YoY － +11.0% +21.3% － 14%

Operating 
Profit

4.9 5.9 8.7 － －

YoY － +21.0% +45.7% － －

*Calculated from profit indicators of the Vehicle Operation Service (incl. goodwill, depreciation, etc.).
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Mid-Term Targets-EPS

EPS

⚫ We will achieve steady EPS growth by generating profit to outpace the impact of goodwill amortization associated with M&A and
an increase in the effective tax rate.

■ EPS（yen）◆ Effective Tax Rate (%)

40% 
mid-range

*Effective Tax Rate = Total Income Taxes / Profit Before Income Taxes

55.2%

28.9%

39.0%
45.2% 44.3% 47.2%

38.1%

130.3 132.4

23.2

133.8

74.6

49.5

112.4
103.1

175.0

FY19 FY20 FY21 FY22 FY23 FY24 FY25 FY26

Forecast

FY27

Plan

FY28

Plan

FY29

Plan
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Mid-Term Targets-Sales・EBITDA

Sales

⚫ Increase consolidated EBITDA through top-line growth—driven by B2B roll-up M&As and increase of contracted facilities—and 
improved profitability.

25/3期 車両運行
サービス

B2C B2B 社会
その他

30/3期

256,009

325,000

(JPY Bn)

EBITDA

(JPY Bn)

12.8

19.0

25/3期 30/3期・・・

FY24
JPY 256.0 

Bn

FY29
JPY 325.0

Bn

Sales expansion 
driven by B2B 

growth

Profit growth driven by 
improved B2B profitability

B2B

76.5 

B2C

97.1 

Other

55.1 

Vehicle

27.1 

B2B

140.0 

B2C

110.0 

Other

75.0 

B2B

B2C

Other

Vehicle

B2B

B2C

Other

*” Sales(Other)” comprises social service, other businesses and consolidation adjustments.
*”EBITDA(Other)” comprises social service, other businesses and corporate expenses and others.

FY24 Vehicle
Operation

B2B
Subscription

B2C
Subscription

Other FY29
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Mid-Term Targets
-Capital Allocation・Return policy

＊コア営業CF＝営業CF－（既存事業の成長に伴う）設備投資、キャッシュイン・アウトに共通する項目はネットにして記載
＊前提条件：30-35億円/年（設備投資）、売上高500億円、20-25%（自己資本比率）、上限2.0x（Net Debt/EBITDA倍率）

Capital Allocation

FY20‐24（Actual） FY25‐29（Forecast）

⚫ 過去5年間は、財務レバレッジを最大限に利かして、海老名ステーショ

ン（冷蔵）・厚木冷凍ステーションをはじめとした大型設備投資に加

え、シダックスを含めた複数のM&Aを実施

⚫ 今後5年間は、B2B（給食）領域のM&Aを中心に進めると同時に、

株主還元を強化する方針

➢ 25年10月に完了した車両その他事業の売却資金を用いて、

借入金返済を実施。今後も、コア営業CFが上振れした場合又

はM&Aを実施しない場合は、手許現金水準及び資本構成も

踏まえたうえで、借入返済や株主還元を検討

⚫ 安定的な収益基盤の成長に基づき、安定配当を継続し、自己株式

取得は、資本の状況、成長投資機会等を勘案して機動的に実施

➢ 目安：配当性向15%、総還元性向15-30%

➢ 8.5%を超える自己株式については原則消却

⚫ Utilize cash flow remaining after CAPEX to drive business expansion through strategic M&A and enhance shareholder returns.

⚫ Positioning dividends as the core of our return policy, we plan to sustainably strengthen returns through EPS growth and an 
improved dividend payout ratio.

Dividends per share

■ DPS（Dividends per share）（yen） ■ EPS（yen）
◆ Dividend payout ratio (%)

20-30%

15%
20%

*Core operating CF=operating CF-capital expenditures. Items common to both cash-in and cash-out should be listed as net amount. 
*Assumptions: JPY3.0-3.5 billion/year (capital investment), 20-25% (equity ratio), maximum 2.0x (net debt/EBITDA ratio)

Core 

Operating 

CF

60%

Borrowings

40%
M&A

95%

Cash-In Cash-Out

Core 

Operating

CF

100%

Shareholder

Returns

20-30%

M&A

70-80%

Cash-In Cash-Out

Shareholder
Returns

5%

103.1

130.3 132.4

175.0

0

20
26

FY24 FY25 FY26

(Forecast)

FY27

(Plan)

FY28

(Plan)

FY29

(Plan)
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B2B-Roll-up MA Strategy

⚫ As in the domestic B2C, the strategy for B2B is to scale up through organic growth combined with roll-up M&A.

Domestic B2C (Track Record) B2B (Outlook)

実績（16/3期⁻25/3期）

April 2026
Acquisition of 

Nanohana Kyushu

Organic 
growth

Roll-up 
M&A

FY15 FY17 FY18 FY29
(Plan)

FY24 FY29
(Plan)

FY23



5．Appendix



42

WeSupport Family

⚫ "WeSupport Family" activities received the Encouragement Award 
at the 7th SDGs Japan Scholarship Iwasa Award announced in 
March 2026.

⚫ Initiatives to expand the support network in coordination with 
Oisix store: ①Limited-time delivery in boxes featuring cherry 
blossom (sakura) designs ②Sales of donation-linked products to 
support children.

Support Records
Recipient of Encouragement Award at 

"SDGs Japan Scholarship Iwasa Award"

32K families

Number of 
households 
supported

Amount 
donated

JPY2.1 Bn

Dec 2021 Mar 2026
(Total)

*WeSupport Family: A food support platform for single-parent families in need, with the Company serving as the secretariat.
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Sustainability Topics

Simplifying Packaging Materials
Comprehensive Partnership Agreement 

with Niigata

⚫ Signed a comprehensive partnership agreement with Niigata 
Prefecture (April 2026) to promote local agricultural, forestry, and 
fishery products and advance sports development.

⚫ Aims to enhance product value and expand sales channels, while 
driving regional revitalization through the integration of food, 
health, and sports.

⚫ Sequentially simplifying packaging for produce from April 9, 2026, 
considering future procurement risks and environmental impact.

⚫ Expanding new formats, such as switching to alternative 
materials and selling mixed-produce packs, while maintaining 
non-packaged deliveries for suitable items.



Sales Trend
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Sales Trend

⚫ Significantly expanded business scale through M&A of Daichi wo Mamoru-kai (2017), Radish Boya (2018), and SHiDAX (2024).

January 
2024

Merged with
SHiDAX

March 2013
Listed on TSE 

Mothers

October 
2017

Merged with 
Daichi wo 

Mamoru-kai

October 
2018

Merged with 
Radish Boya

■ Sales: Oisix ond Other business (JPY MM)
■ Sales: Daichi wo Mamoru-kai (JPY MM)
■ Sales: Radish Boya (JPY MM)
■ Sales: SHiDAX (JPY MM)

October 2025
Sale of Vehicle 

and Other 
businesses

14,575 15,909 18,060 20,158 23,016 

39,987 

64,026 
71,040 

100,061 
113,476 115,176 

148,408 

256,009 251,419 

(10,000)

40,000

90,000

140,000

190,000

240,000

FY12 FY13 FY14 FY15 FY16 FY17 FY18 FY19 FY20 FY21 FY22 FY23 FY24 FY25
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Industry Landscape

B2C（Food Delivery）Market B2B（Food Provider）Market

Online supermarket

Restaurant delivery

Ordering online (for products not 
readily available locally)

Specialty × Subscription

Reasonable

One-off

Specialty

Subscription

⚫ B2C: With our ability to procure high-quality foods, low-cost fulfillment, and data utilization capabilities, we have established 
high barriers to entry.

⚫ B2B: Significant oligopolies have not formed, and there are signs of restructuring, such as entry from other industries.

＊The B2B ( Food Service) Market features top-ranked players
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Quarterly Progress of Sales and EBITDA

⚫ EBITDA tends to increase in Q3, driven by the year-end sales season. However, progress may differ from initial projections due to 
the impact of M&A. 

Sales EBITDA

注意←（３％）
25%

24%

20%

25%

26%

25%

24%

19%

24%

26%

28%

28%

22%

27%

25%

23%

24%

40%

24%

23%

0% 20% 40% 60% 80% 100%

FY21

FY22

FY23

FY24

FY25

Q1 Q2 Q3 Q4

37%

27%

20%

20%

26%

30%

23%

19%

28%

21%

35%

39%

34%

32%

31%

11%

27%

20%

22%

0% 20% 40% 60% 80% 100%

FY21

FY22

FY23

FY24

FY25

Q1 Q2 Q3 Q4

(３%)
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FY25 Quarterly Progress by Segment 

Sales FY25 Highlights

*B2C Q3 profits tend to increase due to seasonal factors such as the year-end sales season. Conversely, B2B profit levels in Q2 and Q4 fluctuate based on business 
characteristics (labor cost variations) of school lunch. 

⚫ B2C: Aggressive marketing expenditures 
in Q2 and controlled spending in Q4. 
Profits concentrated in Q3 due to 
Christmas and the year-end sales season. 

⚫ B2B: Profits expanded in H2 driven by 
steady progress in operational 
standardization.   

⚫ Social: Profits weighted toward Q1 and 
Q3 as labor costs increase during summer 
and winter vacation when after-school 
care usage is higher. 

⚫ Total: No profit contribution in H2 
following the sale of Vehicle and Other 
businesses on October 1. 
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Consolidated - Key Financial Indicators
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Consolidated - Major Expenses

71.3% 70.9% 71.4% 69.7% 70.4% 8.3% 8.1% 8.1% 7.5% 8.0%

1.9% 1.8% 1.8% 1.6% 1.8%

0.6% 0.5% 0.5% 0.4% 0.4%

■ SG&A (JPY MM) ■ Cost of Sales (JPY MM)
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Balance Sheets

FY23 FY24 FY25 vs. FY24

Assets 143,709 134,564 108,137 (19.6%)

Cash and 
deposits

29,649 19,155 21,263 +11.0%

Property, 
plant and 
equipment

26,400 27,066 23,437 (13.4%)

Customer-
related
intangible 
assets

25,655 24,476 13,006 (46.9%)

Goodwill 15,225 14,837 7,730 (47.9%)

Liabilities 106,307 95,076 79,067 (16.8%)

Borrowings 31,859 33,381 24,877 (25.5%)

FY23 FY24 FY25 vs. FY24

Net assets 37,401 39,487 29,069 (26.4%)

Shareholders’ 
equity

27,878 28,978 26,110 (9.9%)

Non-
controlling 
interests

8,306 9,030 1,709 (81.1%)

Shareholders’
Equity Ratio

20.2% 22.6% 25.3% -

ROE 15.9% 12.8% 16.4% -

ROIC 7.6% 7.8% 9.0% -

Net Debt/
EBITDA

0.27x 1.11x 0.28x -

*ROE=Net profit attributable to the parent company/Average shareholders‘ equity, ROIC=After-tax operating profits/(Average borrowings + Average shareholders’ equity)   

(JPY MM)



Disclaimers

This document contains forward-looking statements about the Company such as forecasts, outlooks, targets, and 

plans. These statements are based on forecasts made at the time of the preparation of this document using 

information currently available to the Company. In addition, certain assumptions are used for such statements. 

These statements or assumptions are subjective and may prove inaccurate in the future or may not be realized, 

due to a variety of inherent risks and uncertainties. The forward-looking information contained in this document 

is current as of the date of this document, and the Company is under no obligation and has no policy of regularly 

updating this information.
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Contact:
Investor Relations Department, Oisix ra daichi Inc. 

E-mail: ir@oisixradaichi.co.jp


	スライド 0
	スライド 1: Table of Contents
	スライド 2
	スライド 3: Executive Summary （1/4）
	スライド 4: Executive Summary （2/4）
	スライド 5: Executive Summary （3/4）
	スライド 6: Executive Summary （4/4）
	スライド 7
	スライド 8: Summary of FY25 
	スライド 9: Change in Sales (FY24 vs. FY25)
	スライド 10: Change in EBITDA (FY24 vs. FY25)
	スライド 11: Financial Results by Segment
	スライド 12: Transformation and Execution to  Enhance Corporate Value
	スライド 13: Enhancing Corporate Value -Key Financial Indicators
	スライド 14
	スライド 15: B2C・B2B －Growth Model for Food Subscriptions
	スライド 16
	スライド 17: B2C・Oisix-Subscribers・ARPU・EBITDA
	スライド 18: B2C・Oisix-FY25 Initiatives
	スライド 19: B2C / Oisix-Improving Profitability  through Operational Excellence
	スライド 20: B2C / Oisix -Target Strategy and LTV Enhancement
	スライド 21: B2C・Oisix -New Product and Service Development
	スライド 22: B2B-Number of Facilities and EBITDA
	スライド 23: B2B-FY25 Initiatives
	スライド 24: B2B-Operational Excellence
	スライド 25: B2B-Improvement of Profitability
	スライド 26: B2B-New Product/Service Development Solving through "Genki Gohan"
	スライド 27
	スライド 28: FY26 Forecast Summary
	スライド 29: Changes in Sales (FY25A vs. FY26E)
	スライド 30: Changes in EBITDA (FY25A vs. FY26E)
	スライド 31: Financial Forecast by Segment  (Previous Basis)
	スライド 32: Financial Forecast by Segment  (New Basis)
	スライド 33
	スライド 34: Overview of Mid-Term Targets  (FY29 Targets)（1/2）
	スライド 35: Overview of Mid-Term Targets  (FY29 Targets)（2/2）
	スライド 36: (Reference) Performance Trends  Excluding Vehicle Business
	スライド 37: Mid-Term Targets-EPS
	スライド 38: Mid-Term Targets-Sales・EBITDA
	スライド 39: Mid-Term Targets -Capital Allocation・Return policy
	スライド 40: B2B-Roll-up MA Strategy
	スライド 41
	スライド 42: WeSupport Family
	スライド 43: Sustainability Topics
	スライド 44: Sales Trend
	スライド 45: Industry Landscape
	スライド 46: Quarterly Progress of Sales and EBITDA
	スライド 47: FY25 Quarterly Progress by Segment 
	スライド 48: Consolidated - Key Financial Indicators
	スライド 49: Consolidated - Major Expenses
	スライド 50: Balance Sheets
	スライド 51: Disclaimers

